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ollyzvood designs 
Walt Disney Character Rings 
in authentic colors ¥ere odbee 


Sterling Silver. 



















For Boys and Girls. 
Square and Oval Tops. 
Fixed retail price: 


$2.00 plus tax 


Westen COORDS og alin 


onose: Ao OO ace NP AAI CN. 


Mickey in Rollicking Mirth, 4 - 
Donald in Playful Mood, 
Pluto in his Sly Manner 


Weta ia ens 

















ond their cute new playmate, 


Bongo the Bear — 


Embossed in glowing colors 


on backgrounds of Delicate 


ee Cae ee ee ee ee earn 
: ass 


Beige — Pastel Blue or BY a 


Luminous White that shines a 
in the dark. we EF f&. v FF 





CAN 


For fast sales keep it on your 


5: 


counter — Order one for 


your window— It's Dustfree! 


o}—5 B=) A. 
=7AN med) | 
| COMPANY Order through your wholesaler or send us 


Providence 2, Rhode Island his name with your order. 













Copyright Walt Disney Productions 


MAKERS OF QUALITY RINGS FOR MORE THAN HALF A CENTURY 











N 0. 2154/7 


stone cluster 


No. 1644/7 | | 
9 stone cluster, 3 large, 6 small « 

















& Kentucky cluster, 7 to 19 stones 








| In these exquisite rings we have: preserved the 
x true spirit of the Early American jewelers’ ar€” KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, ? 

with unusually massive tops into which precious stones can sal N-| T r 


be set with absolute safety and assurance against loss. 











Pictured here are three of a large selection of styles in | 


stock for immediate delivery. They may be purchased unset A S A U E R & C O 
. * if 


as shown or, upon order, complete with stones to suit the | H 





customer’s taste and price range. Earrings available to match. | KONITE BUILDING | 


re rr nner oo 


| Brochures showing 17 designs will be sent upon request. Cincinnati 2, Ohio 
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Philadelphia 39, Pa., U.S.A. 


of Cc ‘ongress of March 3, 1879. 
, South America, Spain and its colonies, 
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APRIL 


Merchandising and Promotion 


TWO WINDOWS FOR THE COMING MONTH 

RURAL PROMOTION GIVES STORE AREA RECOGNITION 
CHRISTMAS LAY-AWAYS PROMOTED YEAR-’ROUND 
WINDOWS WITH A YOUNG IDEA! ‘ 
ACCENT ON QUALITY IS PASSWORD TO PROFITS 
DISPLAY TECHNIQUE IS SECRET OF STORE'S SUCCESS 
JUNE IS FOR GRADUATES, TOO! . , 

“SPECIAL” WINDOWS WIN STORE WIDE RECOGNITION 
COMMUNITY CAMPAIGN FOR MOTHER'S DAY 
JEWELRY IS KEY TO FASHION INDIVIDUALITY 

BETTER SELLING FOR BETTER PROFITS 

SPOTLIGHT ON THE JUNE BRIDE 

CLASSIFIED SECTION GETS ADS READ 

THE AD-VISER : 
AD SLOGANS OFFSET DOOR TO. DOOR COMPETITION 
STERLING AND PLATE BOTH HAVE PLACE IN BRIDAL SALES 
PLACE SETTING INFORMATION GETS WIDE INTEREST 
ANNUAL AWARDS GET HEADLINE PUBLICITY 

DIRECT MAIL IS TONIC FOR SUBURBAN STORE 

EXHIBIT BOOSTS STERLING MARKET 

TRAFFIC BUILDERS SPREAD VOLUME ON ALL LINES 


Store Modernization 


PACKAGED SHOPPING BOON TO COMMUNITY JEWELER 


The Trade At Large 


JIC LAUNCHES ADVERTISING CAMPAIGN 
NEW DESIGNS FROM PARIS 

EXCISE TAX COLLECTIONS UP 6 PER CENT 
WHAT MAKES MEN WANT TO WORK? 


Technical 


CRYSTALLOGRAPHY FOR JEWELERS 
HOW TO MAKE A BALANCE STAFF 
WORKSHOP QUESTIONS AND ANSWERS 


Departments 


SPEAKING OF THE JEWELRY TRADE 
MY DISPLAY PROBLEM 

THEY'RE NEW 

NEW GIFTWARES 


OFFICERS AND DIRECTORS 


H. 
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< Ai The Ultimate in Classic Design...In Masterful Craftsmanship 
| 





Another new conception in exquisite diamond- 





studded watch cases... paying tribute 
to the unique design talents of Marce as well 
as thé consummate skill of WBO artisans... These 
creations accent the rare beauty that 
attracts discriminating patronage for 
the jeweler... that assures enduring 


pride of possession for the consumer. 


WILLIAM B. OGUSH, INC. 


CREATORS OF FINE JEWELRY AND WATCH CASES The WBO Mark is the long-recognized 
ENJOYING THE CONFIDENCE OF THE INDUSTRY . ac : 
ae eww ones @ + symbol of quality and distinction in gold 
oe ee WY and platinum creations. 


[BY | 
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meet two more 





fine Hamiltons... 


econ S Krcnidledlon of Yi 







Hamilton’s Eric and Neil are completely new, and as you might 






expect, fine through and through. These are the first 14 K gold-filled 






models to contain Hamilton’s new 8/0 size movement—a milestone 






in strap watch engineering. Eric and Neil are a pair of handsome 










Hamiltons ... each styled to win the discriminating watch 
customer. An exceptional value at $60.50 to the consumer 
including federal tax. Available through your Hamilton 


wholesaler now. Hamilton Watch Company, Lancaster, Pa. 
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THE FINE AMERICAN WATCH 
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Check your pane 
mountings 


ding ring ™ 
hundreds of sles : 


matched sets are Cleon 
1 oe 


be cause } ere 
ange 
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.. much better tor 
diamond-setting ’ 


JEWELRY BY 
BROD & COMPANY 


THE WORKING AND HANDLING 
OF JEWELRY PALLADIUM 


Let us send you this new booklet. Goes 


FiO ECG LW 113 ASTOR ST., NEWARK 5, N. J. 
, “ff 7 NEW YORK SAN FRANCISCO CHICAGO 


into the subject in detail. 
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he manufacturing jeweler who uses plain we rel 
' ding ring blanks will find in our line a complete 
assortment of all shapes and styles so that from a 


single source he can obtain whatever he may need. 
Our ring blanks require only a minimum of labor 
to produce the finished wedding ri ris 

plain blanks in all shapes and w dt it hs 

for the now popular wide orna me 

channeled and azured wedding rin 

size } diamonds as well as | 


4/ eum 
113 ASTOR ST.. NEWARK 5,N. J. 
NEW YORK SAN FRANCISCO CHICAGO 











Z. deploy 5 Lasallly 


Here is a must for your store... a small, rich counter display mounted with six, choice 










Simmons Quality Watch Straps and Buckles . . . We say it’s a “must” because it is sound, 
smart business to keep your customers’ watches always looking new with Simmons Watch-Quality 


Straps and Buckles . . . the finest you can sell. 


R. F. SIMMONS COMPANY->- ATTLEBORO, MASS. 






75" Anniversary 


S Quill f 
WATCH ST RAPS 


es 
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ejold Through A stherieed Wholesale Fewelry Distributors 
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This year as last America’s most 
popular watch bands are BRETTON 
“Queen” and BRETTON “Bret- 
weave’ —the one because it is a 
ladies’ stretch band matchless for 
streamlined design and all-around 


distinction; the other because ii is 
second to none in masculine ap- 
peal. Both, of course, are featured 
on America’s best-known, mest 
popular watches, and are being 
supported by powerful, full-color 
advertising in America’s top mass 
circulation magazines .... By ail! 
means, feature BRETTONS for eas- 


ier, more profitable sales! 


CONSULT YOUR WHOLESALER 


 *reg. U.S.-pat. off. 


— Batters! 
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NATIONALLY ADVERTISED 


Bretton 


FIRST AMONG FINE WATCH BANDS 








Ready soon...a catalog. that is 
different... designed for your use 

as a Counter Sales Portfolio. to aid in 
merchandising Bristol Rings. 


eT 


71 NASSAU STREET, NEW YORK 7 N.Y 
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* the urge to buy starts with the eye 




















VICTORIA'S IMPERIAL CROWN 





WATCH CA S$ 


LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 





— designed to custom-fit fine watch movements 
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Why the bridegroom I 
and the jeweler 


are crooning the 


same sweet tune... 


Yi /. 


x 
Y ov're ALL I NEED, to bring me contentment’, whispers the 


groom to the bride, as he slips an American Beauty 





=) 1 wedding ring on her finger. And “You're all I need”— agrees 
* 


many a top-flight jeweler, with a nod to UR— 


“to bri letel ful ring d ” 
to bring me a completely successtul ring department: 


Yes, many of America’s leading jewelry merchants look to UR exclusively 
for their major ring needs — not only for the famed, exquisitely-wrought 
American Beauty diamond rings and bridal sets, but for a complete line 


of men’s and ladies’ quality rings. 


Such confidence in UR is easily explained. An ever-growing number 
of jewelers stalkee their treasured reputations on UR rings, because UR has 


treasured its own reputation above all else... for more than 80 years. 


UNTERMEYER, ROBBINS and COMPANY « 136 West 52nd Street, New York 19, N. Y. 


tmoreaoens | UR simes 1865 
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GOLDEN MESh 


is 


ne: apse eH “Tae ii se a Se: i ae ne 
KREISLER’S NEW ‘4-WAY” DISPLAY presents Golden Mesh in a beautiful setting...for use in show case, window, wall case, or top-of-counter. 


= 


Every detail in Kreisler’s campaign for Golden Mesh has been pre- 
tested to insure the most sensational watch band sales since 


T’S f ( | | ly ES H Basketweave. The complete PROGRAM for this new watch band has 
’ successfully met basic tests Kreisler gives to all campaigns. 


| First test: Will style have universal acceptance? Adapted 
from expensive 14 Kt. style. Golden Mesh is keyed to the ‘new look’ 
so successful in other fields. 
Second test: Is the national advertising big enough to 
‘f FW Hil j create customer action? Dominant advertising in 111 big- 
7 FOR M EN circulation newspapers with follow-up advertising in LIFE mag- 
azine insures customer demand. 


Jewelry retailers get Third test: Does advertising coincide with seasonal sales 
complete promotional package peaks ? Campaign breaks just before big Father’s Day, graduation 


and wedding gift season. 
for sensational new , a 

Fourth test: Has a sound retail tie-in program been 
watch band style! developed? Kreisler’s complete promotional material for Golden 


Mesh further cements a manufacturer-dealer relationship that has 
led retailers to advertise Kreisler more than any other brand. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





ADVERTISING in 111 big-circulation newspapers and LIFE 
magazine provides perfect chance for retailers to tie in! 
Exciting displays, hard-selling mats and posters round 
out Golden Mesh program, provide final sales clinch- 
ers for those dealers who tie in with Kreisler’s Golden 
Mesh ads. 


BSS~ CONCENTRATE ON KREISLER, for 


the power of the biggest nation- 
al advertising. 


the prestige of enduring Kreisler 
quality. 

free repair service on Kreisler 
Quality products. 


the personalized promotion help. 
that only Kreisler gives. 


personal contact with Kreisler 
representatives ... now on their 
way with 1948 styles. 


JACQUES KREISLER MANUFACTURING CORP. 


WORLD’S LARGEST MAKER OF WATCH ATTACHMENTS 


9015 Bergenline Avenue, North Bergen, N. J. 


rae ‘ew York Show 30 Fifth Av 
LIKE FATHER... LIKE SON. Golden Mesh advertising and promotion is coordinated New York Showroom at 6 if a 


to help dealers make most of Father’s Day and graduation gift sales. 
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CONSULT 
YOUR 
WHOLESALER 










































































































































































































































































































































































































































































































































































Lovely to look at, delightful to wear. Rich returns for you in the complete 
_ Cherished, lasting gifts for the special ——_Lucina Line— a wide variety of distinctive 
~ occasion ... for graduations and every _designs in the famous Iskin tradition of 
occasion throughout the year. - a quality and craftsmanship. 


ISKIN MANUFACTURING COMPANY, INC. + EST. 1913 
STREETS, PHILADELPHIA + NEW YORK + 


ae 








* Diamond rings 
enlarged to 
show detail 


Diamonds by Lovebright are styled to 
satisfy the most exacting taste ... and in the 
popular price range, too. The Lovebright 
Certificate Of Guarantee and Registration 
means greater customer satisfaction . .. more 
traffic and more profits for you! 


Call or write to our New York offices for further details. 


tebe g oe bo a es (ach ee NOE OW 


Diamond: 


A. EDWARD FISHER & CO, INC, {27m of Dimond | - | Ov 


VONDV 


1 


0 


. | ‘ nS 53% . : % 
RINGS: 


WASTERPIEGE QUALI 





_ . Over 























Pacific Coast Representatives: 
LOUIS BOLD: (¢. 0. DOBRA 
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FIFTY YEARS OF SERVICE 
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LUDINGTON, MICHIGAN 


Sales Offices: 630 Fifth Avenue, New York 20 





Executive Offices and Factory 


TRADE MARKS 





220 W. Fifth Street, Los Angeles 















est 


... because they are styled to the taste of the timés 


heavily advertised in big-circulation magazines 





liberally supported with dealer promotion aids 


satisfaction -insured by efficient repair service 
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PIPL ELE SIDING, IPO ISSO 





CAPE COD CRADLE 
PACKAGE ESPECIALLY 
DESIGNED TO PLEASE 

THE YOUNGSTERS 





PATENT PENDING 





ow 


¥ 





fe 


See 
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: hat woman could resist the appeal of this attractively displayed jewelry for little folks? 


3 Especially designed to attract admiring comment from everyone this cradle package is also useful as a toy. 
F The beauty and quality that has distinguished the original Carmen bracelet for grown-ups is 


built into these exquisite models in sizes for babies, tots and teen-agers. The Briggs 






Baby Carmen comes in a variety of designs . . hearts, rounds, plain and in colors. Also engine 


turned designs in enamel. All available in 12 kt 1/20 G. F. back and front. 







Get in touch with our nearest sales office or your wholesaler now and ask for Briggs 






#AADE BY THE CREATORS OF original Baby Carmen in the new Cradle Package. 









ORIGINAL EXPANSION BRACELET? , SALES OFFICES: W. A. Robe 
SINCE THE 90'S Street, Ch 












The Emerald Cut Diamond 


Streamlined to match modern styling, the Emerald Cut is in high 
favor with women of good taste. [ts flashing glory is the result of 
the very latest development in the highly skilled art of the dia- 


mond cutter and polisher. 


Stone proudly offers a splendid selection of Emerald Cuts as well 
as other shapes in diamond rings which for quality and price range 
are the sensation of the trade. 


All our lines are produced in a large variety of styles and wide 
rice range. Some are trimmed with faney shaped diamonds as 
illustrated in this ad. 


Fast Turnover Guaranteed 


Our mountings are of exquisite design and are produced by expert 
craftsmen in 14 and 18 Kt. yellow and white gold, as well as 10% 
iridium-platinum. 


Samples on request to established Jewelers, 
State price range and styles. 


— 
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FORSTNER CHAIN CORPORATION, 


NAKE CHAIN 
ication Bracelets 





19/335 


19/205 
19/304 


19/201 


Sterling Silver, Rhodium Finish and 1/20 12 Kt. Gold Filled. 


Several styles in 14 Kt. Gold and 10 Kt. Gold. 


Distributed through selected wholesalers 


/oretoce 


Always look for this trade mark 


IRVINGTON ITI, 


NEW JERSEY, U.S. A. 
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To be advertised for you in... 
VOGUE - GOOD HOUSEKEEPING « GLAMOUR ~ ESQUIRE 


And the business to be directed to you with the Barbara Bates slogan: 


“AT YOUR JEWELER’S— 
FIRST CALL ON YOUR GIFT SHOPPING LIST” 


Midas Mesh Manicure Kit in fabulous golden mesh covering with 
fine gold-plated implements. $17.50 retail, plus 20% Federal Tax. 
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Crawford Watch Corp. - 550 Fifth Ave. - New York 19, N. Y. 
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So cnacnsnee 1 


First, press starting lever, raise it, 

and tell customer, “Inspect or re- 
move toast anytime—even while toaster is 
operating! This is an original feature 
with the Manning-Bowman toaster.” 





qe No more “waiting and wondering” with 

this marvelous Manning-Bowman Toaster- 
With-The-Tester! Why wait till toast is done— 
you can peek before it pops! So give this feature 
a big play when you demonstrate... 


“Ro 





Next, show handy dial for making 
‘toast to your taste.’ Note that 
toaster has a permanently attached, long- 
life cord. Stress dazzling and durable 
chromium finish and rich bakelite trim. 


HOW TO RING UP A 2-MINUTE SALE OF 


»  ieawe 
Steak Previous esory Mitel 











Then for extra sales suggest: “We 
carry a complete line of Manning: 
Bowman quality appliances—irons, broil- 
ers, percolators, automatic grills, wafile 
bakers, and heating pads.” 





Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. * In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 








FRADE MARK. 
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ALL LIFETIME ENGAGEMENT 
RINGS ARE TAGGED WITH 
SIZE AND QUALITY OF 


THE SOLITAIRE DIAMONDS 











“Registered Trademei® 
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‘ selection. 
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, for even‘ the aaloxsamel-YolUhi iat) mm olg-Yelolel: 
stone is ‘lost’\as an article of personal 
: adornment without a mounting that 
complements and‘displays it with equal 


: ersicmmelate brilliance. 
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RICHARD POLUMBAUM COMPANY 


(Briar 


A NEW PATTERN IN 


TUDOR 


“The 7 -plus Silverplate” 
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by ONEIDA COMMUNITY 
SILVERSMITHS 
You'll show it with pride . . . this new- 
est pattern in Tudor Plate, America’s 
Favorite Medium Price Silverplate. Its 
beauty will speak for itself . . . that 
unusual depth of design and careful 


craftsmanship. Sweet Briar will rate 





high in popularity polls in the mod- 


erate priced silverware market! 


* Trade-mark 
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RICHARD POLUMBAUM COMPANY, Inc. il 
630 Fifth Avenue + New York 20, N.Y. 
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Fine reproductions from 
fabulous originals. Spar- 
kling diamond-like rhine- 
stones handset in sterling 
silver... beantiful pieces 
in a variety of distinctive 
designs ...at serprisingly 
moderate prices. 

Jubilee bracelets %—- 
Jubilee necklaces $——- 


Jubilee pins 3——— 





As thousands of retailers know, Jubilee is one of the ov 
standing jewelry successes of years. Dorsons gave this g 
rhinestone line superb beauty and quality—and kept # 


daarilfels beasilfl, aie : price within the reach of the average consumer. That's f 
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combination that jewelry stores want—it sells merchandi 
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Fine reproductions from fabulous originals. 


- Sparkling diamond-like rhinestones handset in 
; sterling silver... beautiful pieces in a variety of 
distinctive designs .. . at surprisingly moderate prices. 
Jubilee bracelets $--— Jubilee necklaces s——— 


Jubilee pins $——-- 
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2 
Fine reproductions from fabulous originals. 
Sparkling diamond-like rhinestones handset in 
sterling silver... beautiful pieces in a variety of 


distinctive designs ...at surprisingly moderate prices. 
Jubilee bracelets S——— Jubilee necklaces 3——~— 


Jubilee pins $——— 
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D. ORNSTEIN & SONS CORP. 
119 West 24th St., New York 11 


Send Jubilee promotional kit to 


NAME. 





ADDRESS 
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Few household appointments . = wg yo i | THE 


can add the sparkling touch & 
Phacelic(-toM oN amelts chile dh Me at-liletag-Licste Lancelot 


glassware such as LANCELOT. 


Created by Pipsan Saarinen Swanson, LANCELOT is mogern in its treat- 
ment of design, yet with a daringly brilliant motif suggesting that romantic 
period when knighthood was in flower. It is truly something apart from the 


Trott: ita Wel a Z3<-1 Mele) (-0°7-10-8 


LANCELOT is available in the important tableware pieces, with stemware 


to match. 


UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 


Makers of Tiffin and Glassport Fine Glassware 
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George Rovfberg | 
9 Maiden Lane 
N. Y. c., N. Y. 
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~~. is the thief 
of time ' 


-- and of 
PROFITS! 





We're not talking about inflation or depression 

‘or making any fancy economic predictions; 
' we're just making a simple observation on human nature. 
Remember the first thrill of opening your store? 

every new, smart item had to be in your stoch? 
every display had to be just, just so? 
| Once you've played with the idea of selling your store, 
_ you never run it with that first flush of enthusiasm again. 
Your store is not apt to increase in value | 

: | under such conditions; it ts more apt to run down. 
| “So, if you’ve decided to sell your store, sell it. 
Don’t wait until the 11th hour; call Gordon Brothers al 
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Send Elgin American’s Mother’s Day 
envelope inserts (one on compacts, one 
on dresser sets) to your mailing list or 


ith tat ts. 
win your sraroments TODAY—SEND FOR 


this specially prepared 
Run Elgin American’s Mother’s Day mat Mother's Day material, 


ads in your newspaper. Use our news It’s yours for the asking! 
stories and radio announcements. 








Put Elgin American’s Mother’s Day display 
piece and national ad reprints in your 
window, on your counter. 

















Offer our Mother’s Day gift cards 
with every Elgin American 
compact and dresser set gift. 



































Put yourself down NOW for a Mother’s Day 
promotion of Elgin American compacts and 
dresser sets. With all their support from 
national magazine advertising and network radio, 

with all their new fashion significance, these gifts are sure to produce 
more Mother’s Day gift business for you! 


Tune in the Groucho Marx Show Wednesday nights, ABC network 
ELGIN AMERICAN, Elgin, Illinois 


New York + Chicago ~+- Los Angeles + Toronto 


_ COMPACTS ¢« CIGARETTE CASES ¢ DRESSER SETS © 1948, Elgin American 








QUALITY... 


NATIONAL PROMOTION... 


= 
fey 
\ \ | x | ii 
\\ = Y fj 
\N | 
- Yy, 
= J 
\\E 


"y , 

7 py ON ae \ 
OT.) ad 

109 % ) 








qetaker 





Here is a production operation that puts Karat 


Gold to a real test. 


THE MACHINE is an automatic six spindle deep 
drawing unit. It turns out shanks for dress-shirt 


studs at the-rate of 25 per minute. 


THE KARAT GOLD is Handy & Harman No. 29 
Yellow made in 10 and 14 karat compositions. It 
is a soft, ductile gold developed particularly for 


deep drawing work. 


Strips of this No. 29 alloy, .014” thick and unt- 
formly ductile from end to end, are fed into the 


*Photographs courtesy of Larter & Sons. 








82 FULTON SfT., 


Bridgepor}, Conn « Chicago, ill. © Los Angeles, Cal.» Providence, R. 1 + Toronto, Canado 








machine. Operation 1 stamps out a circle 9/16’ 
diameter. Five successive operations draw this 


circle into a narrow tube 5/8” long without 





annealing. 





Karat Golds like this, made with balanced proper- 
ties to economically meet specific requirements, is 
one of the big reasons why so many manufacturers 
use Handy & Harman Karat Golds regularly. 





Have you fully considered the increased produc- 
tion and the savings you can make by ordering 


Karat Gold to exactly meet your specifications? 


HARMAN 


NEW YORK 7, N. Y. 


THE JEWELERS’ C'RCULAR-KEYSTONE 
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SEND FOR OUR 
NEW CATALOG 


featuring a choice selection of ring mountings, watch cases, watch attachments 
and emblematic jewelry. It also contains a handy chart showing specimens of 


popular diamond cuts. 
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Write for your copy today 


BER RRR EERE RRR ERE ee eS 8 ee eo 





LO. 
oD 
ERIN ASX 








A page from our catalog showing a selection of Platinum and Gold rings. 


Metre Jewelry Corporation 


MANUFACTURING JEWELERS 
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21 WEST 46TH STREET NEW YORK 19, N. Y. 
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(Left) A simple, exquisitely carved pot- 
tern suggesting the gracious past but 
- appealing to the best in modern taste. 


(Right) The. graceful shape of each 
piece and the plain borders surmounted 
by 3 blossoms make this a design of 
exceptional appeal. . 
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‘ %) Cost to you... “$90—To retail at $180 (i i 
Ky CHEST—Cost to you... Fox 10—To rete 
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profit H Here’s a ane ger | Looking +t 
to build a reservoir of fill-in sale: “Ore e! 
immediate delivery and i immec ae 





2LROGERSS STERLING 
2 PIECE BABY SETS 


" ty — vestige Each e 
pockaged individu- 
: SERVING THE JEWELRY TRADE FOR OVER 40 YEARS 


ig grasa bebe Diamond Rings and Sewely 


COST TO YOU . . $1.88 ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20, N.Y. 
TO RETAIL AT .. $3.75 


{including Tax) 
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FLEX-LET 


Expansion Products 


e ALMOST UNBREAKABLE 
e CORROSION-RESISTANT 
e GUARANTEED ONE YEAR 


























EXPANSION PRODUCTS 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
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Your double 
assurance of . 
dependability... 


WATCHES 





LOUIS AISENSTE =e 
630 FIFTH AVENUE, NEW YORK 20, N.Y. sienne, Switzerland 




















IreLelter Leader 


SWANK now presents Ultragram 
jewelry—its finest initial creation. This 
attractive Ultragram Tie Klip has the deftness of design, the 
inspired craftsmanship that characterize all SWANW products. 
Backed by powerful national advertising, tt is sure to 


be a sales leader. Ultragram is just one 





more reason why it’s smart to feature SWANK —for regular 


income 1:2 months a year 


Men pwyfe laa 


amnia 


SWANK - R Swank, Inc., Attlebors . Mass, 








SNA P-BAR 


FEXAMPLE OF ADVANCED JEWELRY ENGINEERING 
..- CHARACTERISTIC OF KREMENTZ QUALITY 








rivet to wear the cuff or work | 


7 e smoot. ly toanded shoulder permits 


easy insertion into button holes. 
be Corrosion proof springs are completely enclosed 
... snap action is velvet-smooth, permanent. 


. The designs are thoroughly modern ... yet are 


in conservative good taste. 


Krementz Snap-Bar Links are also made 
in 10 kt. and 14 ket. gold. 


LOLOL ALLEL LLEL LD ADD ee ARES oe Eee oe 


FINE QUALITY JEWELRY SINCE 1866 


FOR MEN: Evening Jewelry - Cuff Links - Collar Holders - Tie Holders - Pocket Knives - Watch Chains 


FOR LADIES: Flexible Bracelets - Bangle Bracelets - Earrings « Brooches - Necklaces 
KREMENTZ & CO., NEWARK 5, NJ. 








Made by the creators of Lady Crosby 
Diamond Rings and Crosby Jewelry for 


Men and Women. 


Crosby merchandise men have nominated this elegant se! 

the item most-likely-to-succeed in Mothers Day Promotion: 
Styled right, packaged right, priced right, this sef has every 
thing to justify all-out retail promotion—in ads, in windows, on 


counters Mats available for local newspaper advertising 


A. COHEN & SONS CORP. 


27 West 23rd Street, New York 10,N. Y 
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Chicago Representative: H. S. Rubin, 29 East Madison Street 


Los Angeles Office. 707 South Broadway 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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That’s the Deltah 
national advertising 
story and this is what 
it means to you= 

as a Jeweler © 


Month in, month out—Deliah national 
advertising reaches millions of 

middle-class women readers of America’s big 
circulation magazines—-directing them 


to jewelers only, and creating a sales 

potential translatable into thousands of 

actual jewelry store sales. That's why jewelers . 
just can’t get too many Deitah simulated pearls! 


2 . > 


SIMULATED PEARLS . ‘L. HELLER & SON, Inc., 411 Fifth A ve “- 








L. LURIA ¢ SON, INc. 


(Briar 


A NEW PATTERN IN 


TUDOR 


“The 7 - plus Silverplate” 


by ONEIDA COMMUNITY 
SILVERSMITHS 
You'll show it with pride . . . this new- 
est pattern in Tudor Plate, America’s 
Favorite Medium Price Silverplate. Its 
beauty will speak for itself . . . that 
unusual depth of design and careful 
craftsmanship. Sweet Briar will rate 
high in popularity polls in the mod- 


erate priced silverware market! 
* Trade-mark 


L. LURIA & SON, INC. 
The Silver House 


160 Fifth Ave. 214 Pryor St., S. W. 400 S.W. Second Ave. 
New York 10, N.Y. Atlanta, Ga. Miami 36, Fla. 
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Matched | rupuiar 
BRACELET 
WATCH CASES 








anew creation by 


| 









Newest |.D. achievement in market-wise styling. ..‘‘Match-Mates”’ 


‘ are endowed with dual sales appeal. The two bracelet watch cases are 
perfectly matched...each suggests the additional purchase of 
the other. Both. combine smart slimness with great strength. Bracelets 


“Match Mates’ (1/20 12K gold filled) are easily adjusted to any size wrist. 


Cases are HYLAP-finished and fitted with NANCA crystals. 
For Men 


For Ladies | 








Sold to Watch Importers Only 


1D. WATCH CASE COMPANY, inc. 


137-11 90th AVENUE, JAMAICA, N.Y. 
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“FOR MOTHER'S DAY” 


Classic jewelry she loves! 





Sate asa s 


den Circles, gracefully overlapping © 
and entwined to form. pins and. = 
earrings in 14kt. gold. oe ) 
. 9 g #5445-—Four overlapping circles, 
l4kt. pin 2. . 2. NOOO 





> 


#5979 — Matching design. 1Akt. s 
earrings _ .... ~ $16.50 57 | 


ae m > 


blue zircons..14kt. pin, $35.00 ea. 


F444 —Same design set with ten cul- 
tured pearls. 14 kt. pin. $35.00 ea, 


 #5399—Golden Circles forming tt 
_ favorite Gold Knot. 14kt. pin. 


#5832—Matching Gold Knot earrings. 1 
$12.00 | 





IT'S GOOD BUSINESS 
TO BUILD YOUR WATCH BUSINESS 


AROUND ~ 


NATIONALLY ADVERTISED 


(The above watches and many other models available in 14K gold as well as white and yellow rolled gold plate) 


“Exquisite as America’s Beauties” « Engineered for Accuracy 


Paul V. Eisner & Co. - 580 Fifth Avenue, New York 19 
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Now, for the first time in the 
history of jewelry design, 
Rosenthal & Kaplan, with their 
typical craftsmanship, have 
created an utterly new and 
different series of fashion rings. 
These startling innovations, 
never seen before in stone ring 
designs for men and women, have met 
with immediate approval all over 
the country. 

Unbelievably low prices have 
created interest and enthusiasm 
for such fine jewelry in hitherto 
untouched markets. Women can now 
afford to change rings as they do 
handbags .. . with each different 
costume. Men as they do ties. 

Wise dealers have already 
achieved marvelous sales results. 
Join these successful retailers-- 
take advantage of Rosenthal & 
Kaplan's headline making rings. 

To see the full Rokea line of 
genuine and synthetic stones 

set in 10K and 14K gold, write 
today for name of representative 
nearest you. 
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Simulated Pearls 


136 WEST 52nd STREET, NEW YORK 19, N-Y. 
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Another gleaming trio of compacts, transformed 
by K & K’s magic gift for designing into priceless golden 
treasures. Their sorcery is sure to cast a spell on shoppers 
looking for just the right graduation or June wedding gift. 
Set your sales sights on these K & K 
interpretations in jeweler’s bronze. . 
















K & K compacts are nationally-advertised in 


Vogue, Harper’s Bazaar, Mademoiselle, 
Charm, Glamour and Town and Country 


The Comb-Compact* Participating on Radio Network Shows 
(D2211/34) 


cleverly conceals a 
handy tortoise shell 
comb beneath its 
raised cover design. 
Panel for 
monogramming. 

K & K‘s'touch-catch’ 
pops the lid open in 
a wink. About $6.95 
retail. 





NBC —Honeymoon in New York 
Mutual — Married for Life 
CBS —Give and Take 
Look Your Besf 


The Rosette* 
(D1068/11) 


hand etched with a 
garland of Spring 
flowers is pure 
romance. Just touch 
the catch, and the 
lid flips open. Heavy 
beveled mirror, deep 
owder well. About 
5.95 retail. 


The Palm-pact* 
(J10003/27) 


is sculptured to fit 
snugly in your hand. 
Fingertip catch is 
moulded to the 
compact frame. Full- 
view mirror, leak- *Also available in smart, new 


f Hl. 
ye i an enameled spring and summer colors. 








KOTLER & KOPIT, INC. 303 FIFTH AVE., NEW YORK 16. Factory: PAWTUCKET, R. I. 
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This exciting NEW idea in mere 
is zooming sales of SERENADE pearl neck! 
coast to coast. Each SERENADE neckle 
in a luxurious velvet-covered je 
that plays a gay melody each time th 
____ is lifted. There are tunes appropria 
», every occasion .. . Birthdays . . . Wedding Day 
>. Mother's Day . . . Every Day . . . setting the st 
: for profitable promotion, the year ‘roi 
Cash in on the unique gift appeal 
“SERENADE” in the musical jewel cas 
There’s nothing else like 


NATIONALLY ADVERTISE 


“Lady Alice” is on the air, over 
radio stations from coast to ¢ 


NECKLACE a bat 
in Four Styles: FY For immediate Delivery write 


“Solo” —“‘Duo”— e* fo your wholesaler for 1948 price list. 
Trio’ —"*Quartet”’ - 








Complete newspaper advertisements 
in mat form, featuring ‘‘Serenade’”’ 
and other Lady Alice necklaces; will 
be supplied FREE upon request. Run 
them in YOUR local newspaper over 
YOUR signature. Take advantage of 
their tested pulling power to make 
new friends—new sales—new profits! 
Be FIRST in your city to zoom sales with 
the Musical Jewel Case—Lady Alice's 
dynamic NEW idea in merchandising! 


Te) SS Op 


NX 








9. U.S. Pat, 


37 West 47th St., New York 19,N.Y. 


~ 















































You can take the slower, one-at-a-time route to sales by concentrating 
most of your selling on a “class” market. But this year if it’s big 
volume and heavy traffic you’re after you can’t afford to overlook 
your express line — your mass-market merchandise. 


Among popular appeal, mass-market volume builders, King 

Edward Silverplate is a standout. King Edward Silverplate is Stoncaaland : 
“ane le — ‘KING EDWARD’ *CAVALCADE’ 

expensively styled and finished yet is priced for easy buying within 3S 

the most modest budget. 





% 8 


And for you King Edward Silverplate offers so many traffic-making 


VW, Fd Ww, 
“plusses” . . . complete set assortments, widest open stock (fl Teiasart 
selections, magnificent packaging, an “unlimited service guarantee,” f 
powerful national advertising, store-proved promotion support. 


This year take the EXPRESS LINE to sales. 


Promote King Edward Silverplate. § ily "4 i p la ip 


o*¥ 


EXQUISITE 





/ \o 
“te with the high price? 





NATIONAL SILVER COM PANY New York - Chicago - Detroit - Dallas - Miami - Los Angeles + Atlanta - San Francisco - Portland (Ore.) ° Seattle 
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The Phyllis “Lavalier” 
(illustrated) may be 
worn either as neck- 
lace and earrings, or 
as pin and earrings. 


EASTERN REPRESENTATIVE 
S. L. Villari 
585 North Broadway 
East Providence, R. |. 


MID-WEST REPRESENTATIVE 
Arnold Schloss 
29 East Madison Street’ 
Chicago, Illinois 
WESTERN REPRESENTATIVE 
Leo Colman 


940 South Spaulding Avenue 
Los Angeles, California 





a) 
a) 
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Tue pleasing smartness .... quality and craftsmanship of 
smartly boxed Phyllis gold-filled jewelry, is seen, 
admired and desired by customers. We know that, from 
the way Phyllis has been ringing up sales for retail 
jewelers, coast to coast. For name of nearest wholesaler, 


write to any of our representatives. 


THROUGH THE WHOLESALE JEWELER ONLY 


M&S JEWELRY MPG. 00, INC. 


Main Office and Factory 
585 NORTH BROADWAY, EAST PROVIDENCE 14, RHODE ISLAND 
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Removable links 
fol ame iia an tp alate 


Beautifully designed in 1/20 | 
12k gold filled. Yellow, Pink, White — 
(Rhodium Finish). 


ORDERS FILLED THROUGH: YOUR WHOLESALER ONLY © 


Finesse Wristlet Inc. 


JEWECUR Y CRAFTSMEN SINCE 1903 
« EME, 





mle 36 East 20th Street? New Yorke3eN_Y. 
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NEET’S FINEST 
SHELL 
CORDOVAN 
PADDED 
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“GUARDETTE” 


Best Protection 
a Watch ever had! 


.& 





Now for the first time— 

this finest quality shell 
cordovan NEET ‘’Guardette’’ 
—the one-piece padded 
watch strap that simply 

ek M-4-18 Zitllire pm hol mile hd 
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olso mele silsleiielsme-\Zeliie] eo) i= 
in cherry, brown, blonde, 
grey, red etc. Since 
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heavy, plan now to have 
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CONSULT YOUR WHOLESALER 


LASKO STRAP COMPANY 
200 Hudson S$t., New York 13 
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This attractive counter 


book display features ARISTOCRAT OF 
one doz. Shelf Cordovan WATCH STRAPS 
NEET ‘‘Guardette’’ straps. 
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MOON...” 


A MIRACLE 
oF 


TOMORROW! 


New Worlds to visit in the uni- 





‘NWEX © SCOP: 


























| Sa verse of tomorrow. Scientists 

é eS envision the far-away planets of 

| st Bete today transformed into scheduled 
| —s he airways of the future! 
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If ‘seeing is believing,”” you should see the Rings enlerged 
MIRACLE* Setting! It does things to a 
diamond ...makes it look at least 25% 
larger! See what it will do to your 
Sales Chart. Consult your jobber; if he |. 
cannot supply you, write us. | 
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warnnixnc.  _| SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 





None Genuine Unless Stamped “MIRACLE” 





Originators and Sole Manufacturers of Miracle Set Diamond Rings 







No connection with any other firm 


: FREE 
A NEW YORK 18, N. Y. 
| Mats and Dealer Helps on Request 234 WEST 39th STREET 














“Reg. U. S. Pat. Of. 
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Put your pipe in this \ LI, rT! 


aeE-” 





Yes. vour pipe, your watch, vour pen, your razor or for that 
matter. vour micrometer vets heightened desire when its “Packaged 


by Farrington . .. This is the packaging which. for more than two 


generations, has become most famous for putting a nation’s fine products on 


dress display. in the right way... [tis a type of distinctive showmanship 





which can achieve an lp-sweep 


of attention for your product. 


FARRINGTON MANUFACTURING COMPANY 


General Offices: 76-) Atherton St., Boston 30, Mass., Canadian Plant: Farrington Mfg. Co., Ltd., 1191 Bathurst St., Toronto 4 
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HERE’S A 


COMPLETE EMBLEM DEPARTMENT 


IN LESS THAN A SQUARE FOOT OF COUNTER SPACE / 
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IT’S ALL WOOD, WITH A GLASS 
TOP 


IT’S PERFECT FOR YOUR COUNTER 
OR WINDOW 


IT DISPLAYS AND STOCKS ALL 
YOUR EMBLEMS 


IT ACTUALLY COSTS YOU NOTHING*! 


Yes, this is the greatest selling aid ever devised for emblems! It’s a complete 
emblem department in one compact unit (stock drawer in back), that 
brings your emblems right up on top of the counter where customers can 
see them, and keeps your stock in one convenient place where your clerks 


can sell them. 


* YOUR WHOLESALER WILL GIVE YOU COMPLETE DETAILS 


TRADE PARR & ae 


IRONS & RUSSELL COMPANY § 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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Three Of America’s Leading 


Silver Lines Now In The 
U.S. Hall OF Fame 








1847 ROGERS BROS. 


FOR OVER 100 YEARS AMERICA'S FINEST SILVERWARE 


WM. ROGERS & SON 


REINFORCED PLATE BY INTERNATIONAL 


LROGERSSSTERLING 


BEAUTY AND CRAFTSMANSHIP IN SOLID SILVER 


HE U. S. JEWELRY CoMPANY is lines in the country. Your customers 
proud to announce the addition of three know and trust these quality names. 
more great names to its already long list They see them advertised continuously. 


of famous names in desirable merchan- All this makes your selling job easier— 


dise. In bringing you these three silver makes success in your silver department 
lines of the International Silver Com- more certain. 
pany, we are furthering our traditional a ee ee rs oe 


policy of offering only the finest to the Jewelry Company for this kind of mer- 
retail jewelers of America. chandise. It will be to your advantage! 


We are naturally pleased whenever 
U. S. JEWELRY a 


we can supply you with the kind of 

merchandise that will help to increase 
your success. 1847 Rogers Bros. Wn, SSS H. E. BAUMOHL, Pres. 
Rogers & Son, and Rogers Sterling are ya 
that kind of merchandise. For these 


silver lines are among the best known, See The Following Two Pence 
most respected and most saleable silver For More U. S. Silver News J: 
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U.S. Jewelry Co. for the finest names 
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FOR OVER 100 YEARS AMERICA’S FINEST SILVERWARE 


Pate ae 


ey, ae 7 a \ z , ERE is Only one 1847 
f |s pile ,\ | ee: | Rogers Bros. Silverplate! Re- 
member that—and remember 
that U. S. Jewelry Company 
now sells it. We mention this 
because there are many brands 
of silverplate that use the name 
Rogers in their trademarks. But 
the first and finest of them all 
is 1847 Rogers Bros. It is the 
largest selling and most widely 
known silverplate in America. 
Make it your first choice and 
ji ~. fH — think of U.S. Jewelry Company 
™ 2225 ‘\ 2 d when you buy it. 
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In bringing you Wm. Rogers and Son... we AVA VM R & (5 'z R S én S ca N 


REINFORCED PLATE BY INTERNATIONAL 


offer you silverplate that has no comparison 
in its price field. You can offer it to your 
customers with the assurance that its appealing 
beauty and value will build more sales. This 
rich, reinforced silverplate takes its place 
proudly among the many other famous lines 
featured by U. S.—and may be bought with 
the same confidence that jewelers have in all 
merchandise offered by U.S. Jewelry Company. 


U.S. JEWELRY CO... 


H. E. BAUMOHL, Pres. 
BALTIMORE -1, MD. 
WHOLESALERS 
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in silver your customers know best 


© ROUND out the require- 
ments of your silver department 
—U.S. Jewelry Company offers 
you beautiful Rogers Sterling 
Silver. With this fine line of 
sterling silver in the higher 
priced field, plus 1847 Rogers 
Bros. Silverplate in the medium 
price field, and Wm. Rogers & 
Son Silverplate in the lower 
price range—you will be in a 
position to satisfy the needs of 
every customer. 
Decide now to build your silver 
department around these three 
great lines in silver flatware. By 
doing so, you will be assuring 
your own success. And remem- 
ber, when you buy them from 
U. S. you will enjoy the same 
benefits our present customers 
are enjoying. 































“ROGERS SSTERL 


BEAUTY AND CRAFTSMANSHIP IN SOLID SILVER 


EDUCATOR SETS The Perfect Gift 
in tROGERSSSTERLING 


And These Are Available For Immediate Delivery $3 15 FED, 


EACH SET COMES COMPLETE WITH GIFT BOX be 






Now you can look to U. S. 
for a practical, popular 
gift for little boys and 
girls. Avaliable in three 
patterns ... ““Mary Had 
a Little Lamb’”...“Little 
Boy Blue”... and ““The 
Alphabet.” They’re all 


H. E. BAUMOHL, Pres. . 
BALTIMORE -1, MD. twelve month business 


WHOLESALERS getters. Feature these fork 
and spoon sets. 
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perfection of workmanship and beauty of de ai 

that creates sales and customer good will, 
. . » That is why fine jewelers everywhere 
promote Glen -’Glider” bracelets consist- 
ently for greater profit and prestig 
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Write for the FREE Glen =i lider” catalog. 


SOLD THROUGH WHOLESALERS ONLY. 
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Schicksnaps is the trade name for the world’s most 


popular line of quality necklace clasps. 


Designed and produced exclusively by Harry C. 
Schick, Inc., Schicksnaps are available in Platinum 
and 14 Karat Gold with Diamonds, 10 and 14 
Karat Gold filigree, Sterling Silver filigree, Sterling 
Silver with Rhinestones, Nickel Silver, Rhine- 


stones in metal and Gold plated metal. 


For further information write to Harry C. Schick, 
Inc., 105 Chestnut Street, Newark 5, New Jersey or 


the following sales ollices: 


347 Fifth Avenue 55 East Washington Street 649 South Olive Street 
New York 19 + N.Y. Chicago 2 - Illinois Los Angeles 14 - California 


IOS CHESTNUT ST. 
NEWARK S, N.J. 


Harry C. Schick. inc. 
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DISPLAYS ¢ SHOWCASE TRAYS 


Poll as Many Jeweler Preference Votes 
as the Next 2 Combined! 


ae 


DOA eee 


le ae ‘ ey ag 4 
a - p* In a field of 43 manufacturers of jewelry 
Mee boxes, showcase trays, and window platforms, 
‘ Mautner boxes and display equipment was recently 
voted first choice by 43% of the jewelers—received 
as many total votes as the second and third choices 
combined! Typical of the 43% who prefer Mautner 
over all others are ROYAL JEWELERS, one of the 
ee oe ae |: “sal - | 2 largest chains in the East, with 9 important stores 
— pe oe in New Jersey. ROYAL selects traffic-pulling Mautner 
: oe boxes, platforms, showcase trays, and displays to 

stimulate sales in their new Hackensack store. 





















A ACTVTLTEED. “ii 


Telchin and Campanella 
Architects 






: 
THE MAUTNER COMPANY, INC. 


215 WEST 5™ ST., LOS ANGELES 13, CALIF. a n< | eo SPE: ae 
FACTORIES: BUFFALO, N. Y. 















THE GREATEST NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 








6 TIMES during 1948 








JEWELRY STORE CUSTOMERS 


will see the world’s 
thinnest self-winding wristwatch 
and other Omega models advertised 


In this 100th year of Omega's history, our advertising 
will reach more people than ever before. Our 1948 schec- 
ule includes consistent advertising in the following in- 


fluential magazines: 


LIFE—FORTUNE—ESQUIRE 
THE NEW YORKER—TOWN & COUNTRY 


THIS WEEK—THE NEW YORK TIMES MAGAZINE 


: Q 7 The total of impressions 


will reach nearly 98 million! 


To help you cash in on this strong national campaign, 


Omega offers you a variety of merchandising helps, 
The Omega Automatic 
in gold filled, $71.50; | : | , 
in 14K $175, promotional material to remind your community that 


from mats to radio scripts. Make full use of your Omega 


Federal Tax included. your store is headquarters for Omega timepieces to suit 
every budget and taste. By tying in locally with Omega's 
nation-wide promotion, you can make 1948 yield a sub- 
stantial profit for your business—in prestige and in- 


creased sales. 





CELEBRATING 100 YEARS OF FINE WATCHMAKING _ 


Norman M. Morris Watch Corp. 


608 Fifth Ave., N.Y. 
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UALITY CREATIONS IN EXQUISITE HARMONY 


or more than a quarter of a century, America’s most successful 
jewelers ‘have relied upon the craftsmen of Seidman for always 
“different’’ and distinguished creations in Watches, Attachments, 
Rings and Mountings. Arrangements are made by our repre- 


sentatives, by mail and by visit to our New York offices. 


@ BELOW ARE BUT A FEW OF MANY EXAMPLES, 


Be SEIDMAN & COMPANY 


31 WEST 47th STREET 
NEW YORK 19, N.Y. 
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llvde Park 
mn 1943! 


SUPPORTED BY INTENSIVE 
NATIONAL ADVERTISING IN 


LEADING MAGAZINES.... 


Get set now for bigger and better 

HYDE PARK watch sales during 1948. 
Because HYDE PARK watches will continue 
to be pre-sold for you in America’s top 
mass and class magazines — in the most 


extensive HYDE PARK national advertising 





campaign to date. And remember — 
HYDE PARK watches sell easily and stay | - 
sold — because they are second to none 


for beauty and dependability. | » K li 


. ea i 


CONSULT YOUR WHOLESALER 





Cd 


THE WATCH THAT TIMES AMERIC Tes £ 4 








EMit Lercu TE x Ww arTCH, COMPANY, INc. 
551 FIFTH AVENUE, NEW York 17 ; 


g 





FREE AD MATS 


Dynamic advertisements for 


CORT Watches, in complete mat form 
ready for your newspaper, supplied 
FREE upon request. 
Use these advertisements 
Toh OF) a ib Mela rololeh A Mic-lilemie 
‘The Watch of 


Heart's Desire.’ 
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ON THE AIR 
FROM COAST TO COAST 


Daily over more than 
ey 10M CololloMtichilelile 


* 

Strong sales messages 
reach millions of listeners 
oli Moh 2-1 aw Wul-takae| 
winning new friends 
and new customers 


for CORT WATCHES 


























CORT WATCH C 


THE ACE WATCH CO., - _ Samuel Hyatt, 5624A Labadie Ave., St. Louis, Mo. 


Southwestern Representative: 
Jack Schneider, 1098 Chelsea, Glendale, St. Lovis County, Mo. 


Mid-W est Representative: 
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Increasingly Jacco is your finest source for jewelry Illustrated: Handsome cuff links in 10K and 
in the traditional or modern manner. For | 14K gold...impressive rings for men and 
al-1g- Me LULol Tin AmolaleMmagehariiilolaliall oMelslemed-)olUl (cham women tn 10K and 14K gold, with genuine 
tion guarded jealously since 1905. Here is variety | or synthetic stones ...cameo bracelets in 10K 
and versatility—products that yield steady worth- | and in 14K with 19K green gold ornaments 
while profits to fine jewelers everywhere. More | ...modern bracelets in 14K green and pink 
than ever, Jacco is the Line of Least Resistance— | goldx**Also pendants, tie holders, diamond 


the trade mark of the oldest cameo house in {| mountings, earrings, baby goods, crosses, 


the country. cameo brooches and seamless weddings rings. 


Sold thru fine distributors from coast to coast 


NEWARK JEWELRY MANUFACTURING COMPANY 


foundéd 1905 


: 
Zz 


z 


18-20 Columbia Street, Newark 5, N. J. 


> 


NEIL D. SOFMAN CHAS. WEITHAS WILLIAM G. FRIZZELL MORRY GOLDSTER 
8639 West Olympic Bivd. 


New York, New York New England Chicago, Illinois Los Angeles, Calif. 
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REMEMBRANCE 
%300.00 * 3 


x 






THE ROUND-TOWNER 
S71.50 * 

‘Retail Price 

Including Federal Tax 


AS ADVERTISED IN... 






4 ices: hanes o | | 
ay LIFE-Post-Colliers- eo 
RADIO TIME SIGNALS \ 





Gotham Watches | 
Product of Qllendortt Watch Go INC.. 20 W 47th STREET. H 
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LOUIS FRIEDMAN 


President 


SAMUEL |. VULCAN 


Secretary and Treasurer 





Louis Watch Co., Inc. with pride presents to 


the trade the sales force for Louis Watches. 


These salesmen will be calling on you soon 


to show you the 1948 Louis Watches, an 


entirely new line, designed for popular ap- 


peal and priced for quick profits. 


Lovis Watches, Watchword of Time and 
Beauty, have been advertised nationally in 
leading magazines to your best customers. 
During the coming year this national adver- 


tising will be continued and expanded. 


To back up this national advertising dealers 
helps are available without charge. An 
attractive full color counter and window 
display easel will be sent you on request, 
and free mats of the new Louis Watches are 


being prepared. 


980 FIFTH AVE. » NEW YORK 19, N. ¥. 











| 








. Headquarters: 220 West 5th Street, Los Angeles, Cal. 
} 


Covering: California, Washington, Idaho, Montana, 


Colorado, New Mexico, Arizona, Utah. 


Headquarters: 3115 Park Avenue, Minneapolis, Minn. 


Covering: Minnesota, lowa, Nebraska, Kansas. 


Headquarters: 20 Winsor Street, Providence, R. I. 
Covering: Maine, New Hampshire, Vermont, Mass- 


achusetts, Connecticut, Rhode Island. 


Headquarters: 656 Hayes Avenue, Youngstown, Ohio 


Covering: Pennsylvania, Ohio, West Virginia. 


Headquarters: 9810 Lawton, Detroit, Mich. 


Covering: Illinois, Wisconsin, Indiana, Michigan. 


Headquarters: 510 Holland Bldg., St. Louis, Mo. 


Covering: Missouri, Arkansas, Southern Illinois. 


Headquarters: 1540 Eastern Parkway, Louisville, Ky. 


Covering: Kentucky, Tennessee, Texas, Oklahoma, 


Lovisiana, Alabama. 


Headquarters: 580 Fifth Avenue, New York, N. Y. 


New York City representative 


General Representative 


these are your 


salesmen 


M. DIAMOND 
H. FABER 
GEORGE SWENSON 
SIDNEY BANDER 
PHILIP KALVER 
WILLIAM GALLOW 


TED HARRIS 


J. J. SOLOMON 


IRVING LEVY 


-M. G. MARK 
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Yellow or -combination pink and green 
















‘The trigger-fine mechan- 
Risaolameliisyoleia 42 meehreal-t: 
and snaps are due to the 
use of precision pilot 
guides that completely 
eliminate the necessity for 
safety chains or frequent 


adjustments. +915—FORTUNA ® Lapel Watch 









+919—BONA DEA @®@ Lapel Watch 


SPARKES MANUFACTURING CO. 


40 JOHN STREET, NEW YORK 7, N. Y. * COrtlandt 7-6926 





these two watches 


HERS —!17 jewel, ‘ 4 » HIS—17 jewel, 
gold-filled bracelet $59.50 = .. water resistant steel case $62.50 


a in “LIFE” 


plus the famous 
incaflex G 
the jeweler likely 
to succeed 


at graduation time. 


% UNCONDITIONALLY GUARANTEED AGAINST DAMAGE BY SHOCK, 


incecafftftle x 


New York Office: 630 Fifth Avenue, New York 20, N. Y. 
Chicago Office: 29 East Madison Street, Chicago 2, III. 


FOR APRIL, 1948 

























































BACK AGAIN, in all its | _—~fe 


enduring, sales alluring charm 






ELECTRIC GRAND MOTHER™ MODEL 


2 Vi), Mecont 


This Revere creation brings back the highly popular “grand- 

mother" style — missed by home-makers, gift-givers and 
* dealers since pre-war days. Offers four quick action buying 

reasons: . 


BEAUTY: Graceful, enchanting design. Two tone high- 
lighted mahogany case. Etched dial; silver numeral circle on 
satin gold finished background with bright scroll corners and 
shell motif. 


CHIMES: Waihsshicer Chimes — best known ant best 
loved — make an irresistible appeal. 















SIZE: Fits any room — in small apartment to spacious 
’ gh, Wap" wide, 85," deep. 






mansion. ie hi 


P PRICE: | atells s for ‘de I 95, feng tax. Brings into. a eet 





ee 
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For the 


charming — MEKE 
homes x CMs 7 


of : ELECTRIC 
America 





Rasen dathortane THE REVERE CLOCK COMPANY, CINCINNATI 6, OHIO” 
a NEW ‘YORK OUFICE ANG Be OWROOM: 37 West 47th Stree 
z of compiete line | SAN FRANCISCO SHOWROOM: 566 Western Merchandise Mart a 
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Americas Best Dressed 
Watches Wear 


ELITE CASES 


Cases pictured are 10K rolled gold plate with 
stainless steel or yellow back. 

#860 takes 634 rectangular and tonneaux, 4AH, 
8x10AK, 6!/2 oval, 734/11-7AP and 7AH, 15/0 E, 
14/0 H, 744 W, 834, 18/0 E, 750W, 6!/-3436 
Dome, diamond or 3 way crystal. 


#898/85 takes 834 ligne. Square. Diamond and 
dome crystal. 


#1065 takes 10!/2 ligne. Flat top and dome crystal. 














THE BEST KNOWN NAME IN FASHION JEWELRY 


Coro’s powerful 
every-month-in-the-year 
, advertising campaign 

is reaching millions of 
readers in America’s 
leading consumer and 
fashion magazines. 
You can bring these 
Coro-conscious”- 
customers into your 
store by featuring Coro 
jewelry ... the best 
known, best selling 
name in fashion jewelry. 





OM ae oe 


omer 


ee ee 





advertising like this, 6 _. 
(half page color, March 15th . 
and full page black and white, 
March 29th) keeps Coro | 
the leader in jewelry sales. Be 
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AMERICA’S BEST DRESSED WOMEN WEAR CORO 






































JEWELRY 

















P9718. 10% iridium platinum. 24 
diamonds. 17 jewels. $960.00 
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9552. 14K pink gold. 9 rubies. 7 
diamonds. 14K gold double strand 
® bracelet. 17 jewels. $395.00 


— \ Gs STON 4 AS THE M 7805H. Natural 10K R.G.P. Steel 


a oe back. High concave crystal. Gable 
fr om $5 2. 50 to $1 000. 00 expansion bracelet. 17 jewels. $49.50 
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iidising plans call for ful 
> popular-priced watches . ee 


KINGSTON HAS THEM 
From $22.50 to $71.50 


_ ° Hilustrated below is one of our newest crea- 
tions, “Ballerina, a timepiece certain to be pop- 
“ular with dealers and customers alike. 
We take pride in being the first to 
present this striking brace- 
let watch to the trade. 


7608E. Natural 10K R.G.P. Steel 
back. High rock crystal. 17 jewels. 
$39.50 









g®, 8992. Ballerina.” Natural 10K 
R.G.P. Domed crystal. 1/20 12K gold 
filled open link bracelet, easily adjust- 
able to fit wrist. 17 jewels. $71.50 






WRITE IN FOR YOUR COPY OF OUR 
4-COLOR CATALOG AND PRICE LIST. 
FREE MAT SERVICE AND OTHER SALES 
AIDS AVAILABLE TO DEALERS. . 



















All prices quoted above are the suggested retail prices including fax. 


NEW YORK is F | LOS ANGELES 
48 W. 48th "Go ng MoI Nelo Coan OIG 15. th ST 














Me 


heel makes a complete _ 


ns, this fly-wheel can be thinner 
yan in any other Automatic Watch, 


The new Robot Automatic Watch has FOUR times the 


winding power of any other automatic watch in the 
popular-price field. . . TWICE the winding power e : 
ANY other automatic watch ; regardless ofp id 


$ 


The fly-wheel in the ordinary Automatic 


Watch is limited by banking stops to 


a half-turn and develops winding 


power only in one direction. 
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WINDING WATCHES 


@ 17-Jewel 

@ Water Resistant 
@ Shock Resistant 
@ Incabloc 


@ All-Steel 


Robot Automatic Watch 
For Men Available 


for Immediate Delivery 
a 
Watch for announcement of 


lobot Automatic Watch _ 
for Ladies (Available Soon) ....-’ - 


ADVANTAGES! 
Fly-wheel makes a complete revolution and de- Permits use of a movement of same calibre as the 
case. Eliminates necessity of using a lady's watch 
size movement in a man's size watch as in 


ordinary automatic watches. 


velops winding power in both directions. 


Maintains adequate winding power reserve with 
The use of the full size movement (with its full 


minimum ef erm movement. size balance wheel and mainspring) facilitates 
adjustments and makes for more dependable 


Watch is always fully wound; cannot "‘run down.” time-keeping. 


No other Automatic Watch offers so much for so little as the Robot Automatic. 
Be first in your city to offer this revolutionary new Automatic and cash in on its tremendous sales appea 


 peabearedeete Feobot WATCH COMPA NY, INC. 


: §, featuring 102 Models retailing 
‘ia $19.95 to $71.50. Importers and Distributors of Watches and Chronographs 


_ 580 Fifth Avenue ° New York 19, N.Y. 


Write or Wire Immediately for 
Dealer's Franchise Adam lang °* Southwest John Hart * Washington, B.0. and Maryland 


Sales Representatives: Barney Livingston * South Caroline Jack Kopelowitz ™ 
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ON VIEW ... . 389 Fifth Avenue, New York 
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NORMANDIE watches 
distributed thru selected 
_ Wholesale Jewelers 





‘ 
¥ 
4 





Excellent quality and accurate : 4 YG oF PAN S ) 
timekeeping are distinguishing | 
features of Normandie Watches. The | Ac a | 
fine 17 jewel movements are fitted into 7g | 
smartly styled and beautifully finished | 


cases ...and when you offer your 
clientele Normandie Watches, you are 
assured of complete customer satisfaction. 





|  &. Write for illustrated booklet and 3 
| | &» name of nearest wholesale distributor. 
; NORMANDIE WATCH COMPANY ° 71 Nassau Street * New York 7, N. Y. 
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FOR FASTER TURNOVER AND BIGGER PROFITS — 
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smart jewelers choose the 


MDeltah 
Basic (Control Unie 


14 Necklaces and 1 pr. earrings 





sell for $180.25...cost you $73.88 


Your profit $106.37 


The Basic Control Unit consists of the fastest- 
selling items in the Deltah line: single, double and 
triple-strand necklaces in four different qualities— 
14 necklaces in all (including two higher-priced 
single strand necklaces that sell quickly and easily 
in their price class). These necklaces being quickly 
replaceable, your pearl department ts afforded com- 
plete representation of these fast-selling numbers 
at all times! Phone, write or wire for complete 


information. 


— Shown here are 3 of the six new Deltah 
gift packages that compose the Bastc Con- 
trol Unit. 


— Colorful 3 piece Display Group included 


free with your purchase. 


BROWN & SON, INC. 


723 CHESTNUT STREET 
PHILADELPHIA, PA. 
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4 Perfect Set-Up for Sales... 


Here are twenty- four of the choicest waldemars ever developed 
by Simmons . . . mounted in all their glory on a rich, distinctive 
display. Showing Simmons Quality Gold-Filled chains the way 
thev really should be shown, this new ‘‘Double Dozen”’ set-up is 
sure-fire when it comes to stimulating sales. It’s practical, too. 
Chains are easily removable and replaceable. And the complete 
set-up . . . including pad for showing individual chains . . . is 








compact, neat, yet striking. Order yours today. 








$194.00 KEYSTONE 
For 


Two Dozen Assortment 





we Bin hs bb Ronin Bok b54 >> we 


BROWN & SON, INC. 


723 CHESTNUT STREET PHILADELPHIA, PA. | 
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HAND-CRAFTSMANSHIP WORTHY of rarest 


diamonds, lavished on imported diamond-cut 
rhinestones and jewel-colored stones. That’s the 
irresistible sales-appeal of Kramer Jewelry. 
So popularly priced, so artfully designed that 
they set the Fashion trend. 
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DESIRE-T0-BUY ALREADY AFLAME! 


tor P f ¢ f | | . S Ul p Kindled by Kramer’s smashing national 


advertising. Fanned to peak interest by con- 
tinuous editorial acclaim in top Fashion 


F d sh | On ] ePWe | ry magazines and columns. 


Sas 











OPEN YOUR DOOR TO GREATER PROFITS! 
HERE’S THE KEY— KRAMER’S 1948 MAT SERVICE 


Action-stirring ads, complete, ready to translate buying 


Aramer JEWELRY 


desire into sales in your store. PLUS a wealth of sparkling 
| illustrations of Kramer’s fastest-selling numbers for ads 
you prepare. PLUs sales-effective radio commercials. 





"Arm ee 


MATALOG PLus display material to stop traffic— in your windows, 





on your counters. 





Kramer JEWELRY 





Every piece finished in tarnish-proof rhodium. 48 WEST 37th STR FET 
Many set in sterling. Luxurious jewel gift y 
boxes available....... To retail up to $50. NEW YORK 18, N. 1. 
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AS SLIM AS THIS PROFILE => 
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VULCAIN WATCH COMPAN 


West Coast: Hubert A _. 
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337m MESH WATCH BRACELETS 
oe e# 
See ee, FOR MEN AND LADIES 
22 
eee 
*> ce ee No. 405B Mesh Watch Bracelet for Men. 1/20 12K 
ee eee Gold Filled. Safety Catch and 2 Adjustments. 
eee? 
reer. No. 402B Mesh Watch Bracelet for Ladies. 
pb oe 1/20 12K Gold Filled. Safety Catch 
a ar Or ‘ Both Bracelets Available in 
> 29 Bs Yellow, Pink and White. 
> s 
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Styled to the minute .. . precision-made eae e. 
: "335% 
. . . * + * 
for long-lasting satisfaction ... priced for ae 
profitable selling! Ns Z 
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COMBINATION EXPANSION AND MESH 
WATCH BRACELETS FOR MEN AND LADIES 


No. 504 Combination Expansion and Mesh 
Watch Bracelet for Men. 1/26 12K Gold 
Filled. S.S. Back, Expansion. 


No. 204 Combination Expansion and 
Mesh Watch Bracelet for Ladies. 
1/20 12K Gold Filled. 
S.S. Back, Expansion. 


Both Bracelets Available 
in Yellow, Pink and White. 


rving Seltz, 29 BE. Madison 5St., Chicago, Ul. . 
#e Dolin, 707 South Broadway, Les Angeles, Calif. 
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ile-Hime Beauty... 
Lifetime Wiility .. 
Lijfe-time Satisfaction... 


OLD WAY MUL-T-FUSE WAY 
@ Time, trouble, : @ Just turn bottom 
tools ... removing knob to next number. 
bottom plate... Six fuses available — 
inserting new fuse. at a twist of the wrist. 
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CONTINENTAL CHROMIUM-PLATE 
ELECTRIC PERCOLATOR SEI 


featuring the exclusive 


= 


*K 


Re z= Bs : = gE Ss = Q 


@ Handsome! Gleaming, mirror-finish chromium-plating. 
Embossed design. Onyx Catalin handles and knobs. A 
classic design that’s never out-of-date. 


And then the exclusive MUL-T-FUSE feature! No tools, as “sii | 
no springs, no wires, no expense, no lost time. The busy Te 
housewife re-fuses the dry percolator at the mere twist of CAT. NO. 612 (AC-DC) * ' 
the wrist. No bottom plate need be removed. Instead, the @ Another easy-seller — Continental Electric Muffin 
MUL-T-FUSE knob at the bottom is clicked to the next as Seiad Mines Biitatiinn Mie dias dee. Oe 
dial number. 


scorching or burning contents. Handsome, wrought 
This set consists of the 10-cup percolator, sugar, creamer. aluminum with famous Silverlaok finish. Onyx 


2014” tray, and attachment cord and plug. Price $22.50 Catalin handles. Attachment cord and plug. Price 
f.o.b. Brooklyn. $7.50 f.o.b. Brooklyn. 


* Patents pending 


e Our representative will gladly call to show you our complete line 
of hand-wrought silverlook aluminum giftware and electric appliances. 
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These are sreat sellers 


The men’s and women’s Work-and-Play watches in the Lonville 


line are day-in and day-out sellers. No other shock-protected, 
water-protected and non-magnetic watches have brought such 
astonishing testimonials from users. 

Every man and woman is a prospective buyer. A “dress” 
watch should not be worn in extremely active play or work, so 
often the mere suggestion of a second watch makes a sale. 

Satisfied customers bring more customers and help to sell 
other Lonville watches. We urge you to make the small effort 
needed to prove that you can build a year-round business in 
Work-and-Play watches. 

Remember they have a heritage of reliability and consistency 
dating back to 1873, for that is the year the Lonville factory 


was started. 


Saeaaanisassssenaae t4 A R R VY R Cy] ) M A N INC. sees 


580 FIFTH AVE. Sole U.S. Agent NEW YORK 19, N.Y. 





LANGENDORF WATCH Co. 



























































Lonville watches are made in 
Switzerland, famous for scenic 
beauty —and fine watches 


The mechanisms are made 
under one roof—a rare ac- 
complishment even in Swit- 
zerland where most watches 
are assembled from parts 
made by various factories. 

One undivided control and 
responsibility governs the 
rigid, high standard of qual- 
ity in all Lonville watches. 

All the parts are standard- 
ized and interchangeable so 
that in any civilized country 
a Lonville watch may be re- 
paired at low cost and in 
quick time. 

Lonville watches are noted 
for reliability and consist- 
ency. You may sell them with 
assurance that at the prices 
there are no better watches 
—and no finer service at any 
price. 
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WATCHES 


Through Your Wholesaler 





















The beauty of cameo jewelry 1S care| y 
in the bea uty of the cameo “shelis, and 


hy, 


Van Dell uses only selected first qual- ¢ =< 
ity; hand carved shells. , 
From every lot of shells submit- 
ted to us we select only the very 
best. So, the ones we do use cost us “ 
little more, and cost you a little more. 
But, you can sell them with full con- 


fidence that they are the best. 


Nationally advertised for you in VOGUE 


thru wholesalers a Ke VY 
CORPORATION ¢ PROVIDENCE 3 * Rei ° 


“AMERICA’S FINEST GOLD FILLED JEWELRY” 


100 THE JEWELERS’ CIRCULAR-KEYSTONE 











HERE IS A NEW electric alarm, so 
advanced in design and so sud- 
denly popular, that customer de- 
mand has caught many a dealer 
“napping”. The Sessions “Cat- 
napper”’ has literally the five most 
desirable attributes you could 
wish for in an alarm: 


ULTRA-QUIET — The ‘“Catnap- 
per” has only half the number of 
moving parts found in ordinary 
clocks, and that means not even 
a pur-r-r. Greater reliability, too! 


PLEASANT BELL ALARM — The 
alarm is not a buzzer, but a gentle, 
sonorous bell. It is operated di- 
rectly from the motor without 
extra gears to complicate it. 


PROVEN POPULARITY — Actual 
consumer polls show the populari- 








ty of this new alarm, in appear- 
ance as well as in operation. Sales 
results back this up, beyond ques- 
tion. 


NATIONAL ADVERTISING — It is 
advertised in the leading national 
consumer publications, as local 
to your store as your nearest news- 
stand. Generous space, frequent 
insertion. 


ATTRACTIVE DISPLAY — The 
special Sessions display sets off 
the “Catnapper” alarm to great 
advantage in either your window 
or on your counter. It is yours 
free of charge. 

Considering everything, you’d 
better make sure you're not mis- 
sing a good bet. Better stock Ses- 
sions! 





THE 


fl 


HAVE YOU BEEN CAUGHT NAPPING BY THIS GRAND 


NEW SESSIONS ALARM .. . 





ff 
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*Approximate retail price, subject to Federal Excise Tax. 














S essions (To cks 


SELF-STARTING - ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart | 
In San Francisco: Western Merchandise Mart x ese 
In Canada: Northern Electric Company, Montreal, P. Q. ll Sc 


FREE! ATTRACTIVE DISPLAY 


For counter or window, to tie in with 
current advertising. Wooden base backed 
up by attractive photo cutout of sleeping 
kitty. A knockout attention-getter! Ask 
with order, or write The Sessions Clock 
Company, giving your jobber’s name 
and address. 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 


’ 


discriminating clientele. A wide assortment of 


styles and cases in I4 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 








Y Yj Yy G / Y Vi YY Y y 
yyy pf y mY Yy/V//VW/W/JWJ/W 
Yyyy YY Yy y Y spy 4 Y/y YH) YY YYyy Yyy 
YY fy yp JYMyMyywyyw$/Jjyywy); (Hf gy 


“yf, 
Wy/7 Yyyyf yy 


OF 
Calif. 


YW 
Yyy “WY 


“Yj 


ND BEAUTy 


OMPLETE LINE 
0% the 


G Yj Yyf fy 

Uj V4, 4 Wh, YW 4 Benn Z YYmmwyyyey)/ 
CU YHHE=tHUE)) thy ‘ . = dledind, . YY Yfy Yy YY 
WU hit Wi fips Vf, Vii pis Yj ° 4 Mf y 


LIGHTED WITH 


Y Uj 


MA 


R 


DAVE DIAMOND 
448 So. Hill Street 


Los Angeles 13, 
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SILVERSMITHS 


MAIN OFFICES AND FACTORY 
PHILADELPH 
JACK KAY 
M. MEYERS 
93 Nassau St 
New York 7, 
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To irreproachable 





quality, we add the gracious 
styling that outlives the years. 


It’s been that way since 1910. 
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Watch Cases 
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IT’S GOING TO BE A 





June... traditional month for 


weddings and commencements 


concentrated selling to SUPERB dealers. 
As bridesmaids’ or ushers’ favours, 


shower gifts and graduation presents, 


the instant appeal of SUPERB 
jeweler-craftsmen designs 
outsell competitive products 


on sight! 


Zeer ec RB - GASE MFG. CO. 
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MR. HANS WILSDORF, OWNER AND DIRECTOR OF 
ROLEX WATCH CO. LTD., GENEVA, SWITZERLAND 








— 


THE OPENING OF A DIRECT FACTORY BRANCH 


W Mr. Rene Dentan, Vice-President, will be in charge of sales and clientele as in 
the past. Mr. E. J. Meyer, Treasurer, directing administration personnel and service. 
W itis believed that alert recognition of the jewelers’ problems by these experi- 
enced executives, plus the close co-operation of the parent company will result in a 


greatly accelerated service to those exclusive jewelers who are selling our line in America. 
e%-e 
e | | | * 
5 Ss 


Masterpiece of Vale Crgflamanstige 


THE AMERICAN ROLEX WATCH CORPORATION 
580 Fifth Avenue, New York 19, N. Y. 
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THREE-WAY SET 


FEATHER-LIGHT and FASHION-RIGHT! 


am st thei liaise tl an ann wt anil tb ithe tas teats 


Can be worn as individual brooch, choker, or 
pendant necklace, with matching earrings. Very 
light weight necklace, available in assorted sizes. 
All units in either white or yellow 1/20 12 karat 
gold filled. Set with best quality stones in choice 
of clear or brilliant colors. 
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FROM NANCY LEE—FOR OVER HALF A CENTURY 
MANUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY. 


< TAREE = * 


1/20 12 karat gold-filled bracelets, chokers, pendants, 
watch bracelets, chatelaines, and earrings. Complete sets 
or single pieces. 


Distributed through the better jobbers. 
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PROVIDENCE, RHODE ISLAND 


21 Maiden Lane 29 E. Madison St. 1047 Flood Bldg. 
NEW YORK CHICAGO SAN FRANCISCO 
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Memo to Merchants... 





Travel Alarms in Assorted 
Genuine Leather Cases. 


Desk or Boudoir Easel Alarms in 
Gleaming Chrome Case. Radium Dial. 


That’s right! 


You’ve never sold such design and performance for so 
little! These handsome and accurate Oris timepieces 


combine eye-appeal with moderate prices. 


They have an established reputation the world over 


FAMOUS and are sold with pride and confidence by dealers 
GUARANTEED h 
TIMEPIECES —— . 


Oris Fine Timepieces — to the consumer $12.50 to 
approximately $25.00. Write for illustrated folder. 





Dis 




















MANUFACTURERS OF FINE GOLD FILLED 
STERLING AND GOLD JEWELRY 


Est. 1860 











Continuing a Heritage of 88 years of rattsmanshib 








! _ Enhancing a fine reputation for original 


je AVAILABLE FOR PROMPT DELIVERY 
10K wires with 1/20-12K gold filled hoops 
: 10K wires and hoops — 7 
. | 14K wires and hoops 











VIDE NCE, RB. 4. 


ISN 





- WAITE EVANS MFG. CO., 50 TOBEY STREET, PRC 
New York City —— 303 Fifth Ave. _ Chicago, Hi. “ah No. State St. Los An 
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Don't worry about dropping or breaking your WAKMANN. 7 Teluten an love tenate 
wea"? PERFORMANCE © => 


sN 
va 


Enjoy complete peace of mind by having your watch 
covered by our One Year Repair Policy. An exclusive 
service which reflects our absolute confidence in the 


durability and precision qualities of WAKMANN watches. 
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452 FIFTH AVENUE * NEW YORK 18,N. Y. 


ALSO SOLE DISTRIBUTOR OF Dreitling” CHRONOGRAPHS AND “ELECTION” GRAND PRIX WATCHES 
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ARL-ART, inc. 


MANUFACTURERS of CHAINS and JEWELRY 


70-12K Gold Filled 


PROVIDENCE - RHODE ISLAND 
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JUVENIA for prestige 
The ARITHMO 


Retails at $98.50 F.T.1. in steel 
$292.00 F.T.1. in 18K gold 


An excellent timepiece with an 


accurate patented slide-rule. 











An example of JUVENIA’S alertness in 


_ _ presenting new items which bring pres- 


tige customers to your store. 





One of a complete line of ladies’ 


and men’s watches in steel and gold, 


magnificently designed in exclusive 








; cases, to appeal to your luxury-minded 
customers. Exquisitely styled to win 
prestige with your coveted prospects... 

) to maintain prestige with your cherish- 


Z 
és 





fed customers. 
Ikomd-scoll Mmigeliime lel? 
A descriptive booklet of the ARITHMO 


will be mailed at once upon request. 


CP JUVENIA WATCH AGENCY, INC. 


604 Fifth Avenue, New York 20, N.Y. « Juvenia 
Factory at La Chaux de Fonds, SWITZERLAND. 
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Sales Resistance Yields to 
Uncas Birthstone Rings 


Personalized appeal backed by Uncas value means a potent 
combination! A different colored stone for each month makes 
these rings always fresh, always timely, always desirable — in 
styles for ladies, men, misses and boys. 





“America’s Largest Ring House” unites top-notch crafts- 
manship with modern production techniques. The U-Arrow points 
the way to style and value which se//—in rings, costume jewelry, 
novelties and plastics. 











1/20 12K 
Gold Filled 


Sterling 
Silver 











THROUGH YOUR WHOLESALER ONLY 


MANUFACTURING CO. 
623-631 Atwells Avenue, Providence, 


i ve oes : 4 oes | Established 1913 
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0- 12K Gold Filled in yellow or pink gold with stain- 


less steel back . . . also stainless steel front and back. The 


links are newly styled, fittings scientifically designed, and 


the springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET * PROVIDENCE, RHODE ISLAND 


PREPRESENTATIVES IN NEW YORK © CHICAGO « LOS ANGELES 


FOR APRIL, 
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24 hour 


service on 
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The Bridal Ring Co., Inc. presents exquisite 
Hand Carved, matched wedding ring sets 
of unmatched beauty. In Fred Barel’s 
original designs that include a great 
variety of shapes, curves, and ornamental 
effects—the largest exclusive assortment 
of Hand Carved wedding ring sets 

in the country. Sold directly from the 
manufacturer to you. Greater Profits for 
you. Greater Value for your customers. 
Greater Prestige for your sfore. 


Newspaper Mats and Counter Cards 
available. 


exclusively 
designed by 


? f? 
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87 Nassayu Street, New York 7, N. Y. 
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9,000,000 AMERICANS 





SAW THIS BRACELET 


IN Colliers 


LAST WEEK 


The continuing advertising of 
Cheever, Tweedy & Co., Inc. in 
Collier’s is making itself felt in retail 
jewelry stores. It is not a flash-in- 
the-pan campaign, dressed up to 
look important to you retailers. 
Regularly for the past year CeeTee 
ads have appeared in this major 
advertising medium, featuring a 
different CeeTee creation each time. 


Last week, for instance, over 
nine million potential buyers of 
jewelry saw the bracelet shown 
above, pictured in our Collier's ad- 


vertisement in full size. And they 
were advised to see their jeweler. 
That means you! If you did not 
have this particular bracelet in 
stock you had a golden opportun- 
ity to make a sale of another CeeTee 
creation, or some other item from 


your stock. 


CeeTee advertising is your adver- 
tising. If you are a retailer in a city 
of 20,000 population, probably 500 
to 600 individuals saw this bracelet. 
A fair share asked for it. Our whole- 


salers say that this is going on all 


over the country, so, we say, “It’s 
time for you to get aboard the 
CEETEE band wagon.” 


Ask your wholesaler for this Cee 
Tee bracelet. It’s got a big follow- 
ing. Cheever, Tweedy & Co., Inc., 
North Attleboro, Mass. 
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GOLD FILLED JEWELRY 
Since 1880 
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Here are cuff-links that win 
approval ...and sales! Cuff-links 
by Hayward have what it takes to 
win your customer’s approval .... 
smart styling, excellent workman- 
ship, beautiful finish, attractive 


packaging. 


Ei edibdhadiee aed ee 
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WALTER E. HAYWARD CO. Inc. 


+ 


Established 1851 








ATTLEBOR O ‘ MASS ACH US ETT S 
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is the mark of APOLLO, 
traditionally the finest in 





SILVER PLATED WARE 


Ante 


“IGOLD PLATED WAREte 


Created in a wide range 


of distinctive pieces. 


- 


‘oe >>>>>~<<~<~<~< 


eo 9 
Me Leon Qe: 
BERNARD RICE’S SONS, INC. 
Manufacturers Since 1867 
SHOWROOMS. FACTORY: 


325 Fifth Avenue, New York 16, N.Y. 139 North Tenth Street, Brooklyn 11, N. Y. 
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FOR SPRING, SUMMER, FALL AND WINTER SALES 


Come on in, the sales are fine. 


Gold Filled items are consistently selling in progressive jewelry stores. 
The reasons, of course, are plain. Gold Filled Jewelry is popularly priced. 
But more important, Gold Filled Jewelry is Quality jewelry. People want a lot of it. 


Also, jewelers have a strong selling point to stress with Gold Filled Jewelry. 
They tell customers that Gold Filled is made the “Old Shefheld” way. 

They explain that Gold Filled is a permanently-fused combination of 

Karat Gold on a strong supporting base ...a beautiful but economical 

duplex metal that is rolled under tons of pressure for uniformity and durability. 


Yes, jewelers find that Gold Filled Jewelry is a real spring board for sales 
... more sales ... more consistent sales, in all the seasons of the year. 


Research Division of 
GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 1, RHODE ISLAND 
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Betty Crocken presents a new attachment 
that makes the Tru-ffeat Iron a steam 
iron in a second 


HERE AT LAST —THE PRACTICAL, EASY-TO-SELL SOLUTION TO EVERY WOMAN’S HOME IRONING PROBLEMS 


Every woman will thank you for showing her the Tru-Heat 
Iron . . . especially when you add to all its famous features the 
new one that makes it a steam iron too. And think of all the 








time, homemakers have a common-sense tool 


first 
For the dry or steam: the finest dry iron on 


for both kinds of ironing, 


the market for regular ironing (which is about 75% of the 

‘ob in the average family) plus the Steam Ironing Attachment -folks who have already bought a Tru-Heat Iron. They’re 

‘which lets them do professional looking steam ironing and certainly going to want the extra advantages the Steam 
fine Tru-Heat Iron. Ironing Attachment offers them. 


pressing with the very same 

No longer are two irons necessary ...no longer does a 
woman have to handle the extra bulk and weight of an 
ordinary steam iron when she isn’t using steam. 


Yes, at last you have a really practical story to tell your 
customers about steam ironing...a story that’s going to 
pry loose more and easier sales for you. 


* & 
® 


@ Ordinary tap water can be used 

@ Can be cleaned easily at home 

@ Needn'’t be cooled before refilling 

@ Can safely be refilled with cold water 
@ Water tank never gets hot 

@ Listed by Underwriters’ Laboratories 
@ Completely safe—no steam pressure 


@ Slips on or off Tru-Heat Iron instantly 
@ Plenty of steam in 2 to 4 minutes 

@ Irons 30 to 45 minutes on one filling 
@ Larger soleplate cuts ironing time 

@ Weighs less than 6 Ibs., ready to iron 
@ Steam flow is easily adjustable 

@ Every part made of rustless metal 


This attachment has been designed 
for use only with the Model GMIB 
Tru-Heat Iron. Owners of the earlier 
Model GM 1A Iron may have their iron 
converted at a nominal cost. 
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The Tru-Heat Iron with tapered back, 
longer, larger soleplate, Sa fety Side Rest, 
Tru-Heat Control, Button-Saver Edge. 
One of the top selling brands in the 
country because its features spell faster, | 
easier Ironing to every woman who sees it. 


IT'S SPONSORED BY Bett, Crocker 


The Steam Ironing Attachment slips on the 
Tru-Heat Iron in a second. Generates 
steam in 2 to 4 minutes. Steam irons or 
presses 30 to 45 minutes on a single 
filling. Tap water can be used because 
unit is easily cleaned at home. 








Copyright 1948, General Mills, Inc. 


FOR APRIL, 1948 


The General Mills “Steam Team” is beauti- 
fully balanced, light in weight, easy to 
handle. Steam irons many washables 
without the bother of dampening. Does a 
professional looking job of pressing wool- 
ens without a dampened pressing cloth. 






Betty Crocker 
isa 
trade name of 
General Mills 
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smart 
customer s 
preference 


e make the long story short: 
H | a good case 


for sales! 


\ 
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ae 


#@ Genuine leather in Black, 
Brown, Red, Green and Blue. 


To retail at $5.95 


Metalfield sizes up the selling situation and tells a 
bb Satin and polished brass 


in precise engine-turned 


long story with a short moral for retailers. Our “LONGFELLOW” 
cigarette cases are customer-made magic . . . crafted for 
design, as illustrated. Also in : 


name-plate-and-lines design. 


Retail $4.00 


results! In leather or metal, smartly styled to run the gamut of 
Also in rich tortoise shell finish 


your customers’ tastes, the “LONGFELLOW?” is tall, trim and 


handsome ... lightly carries its full pack burden... 
ideal for pocket or purse. It’s more favorable evidence for 
with brass. Retail $5.00 


another good selling case for quality by Metalfield. 


Metalfield, Inc., 19 West 34th Street, New York 1, N. Y. 
West Coast: 607 S. Hill Street, Los Angeles, Calif. 


slerovaflsmen for OVER a quarter century 


This advertisement appears in the April issue of 


JEWELERS’ CIRCULAR-KEYSTONE 
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$5,000.00 in PRIZES 


(GRAND PRIZE: 1948 BUICK) 





_FEATURE 
W_ DISPLAY —FE 
INSTALL A WINDO A PHOTOGRAPH 


7@ 10m OL OF 


DISPLAY MUST STAY IN ]4 DAYS — 
CONTEST ENDS May 3} 


We want 1948 to be your biggest B-B pen sales year. Here’s how 
your entry in this $5,000 contest will help assure that as well as 
work to your personal benefit: 





} You'll be tying in with B-B advertising in 
Full-page color ads appear April 26 and May 17. 


2 Your display will remind customers to buy the world’s larg- 
est selling pens in your store. 


3, You'll qualify for one of 35 big prizes we're giving away. 








THESE ARE THE SIMPLE RULES 


1. Install a window display featuring B*B pens. Duratiqn must 
be not less than 14 days. 


2. Submit photograph of display. Preferred size is 8x 10 inch glossy. 
3. List on back of photograph: yourname; store name; full address; 


date display installed and removed. Store manager or owner 
must verify entrant’s signature. (List sales figures if you wish.) 


4. Entries will be judged on display size; prominence given B*B 
name; originality and over-all appeal. 

5. ENTRY MUST BE POSTMARKED NOT LATER THAN MAY 31, 1948. 

6. All photos become property of B*B. None returned. Entries 
will be judged by sponsor’s advertising agency, Foote, Cone & 


Belding. Their decision is final. In case of ties, duplicate prizes 
will be awarded. Winners will be announced July 15. 


7. Only one prize awarded any one retail store. Person originating 
window display and submitting photo will receive award. 


8. MAIL ENTRIES TO B°B PEN CO., INC., HOLLYWOOD 38, CALIF. 








Three models available! “EXECUTIVE” (No. 223), “VP” (No. 114), 
“RETRACTABLE” (No. 445). All pens fair-traded. B-B “PERMA-DRI” 
INK REFILL CARTRIDGES (No. 34), 49¢ retail price. 


THE 











FOR THE BEST WINDOW DISPLAYS OF .Jf PENS! 


YOU'RE ELIGIBLE TO WIN ONE 
OF THESE 35 VALUABLE PRIZES 


Grand prize— 1948 BUICK. A ‘“‘Special’’4-door sedan 
(model 41-C) delivered to your door. Approx. value: 
$2,500. 






2nd prize— $1,000 VU. S. 
SAVINGS BOND. 
Worth $750 now, full 
$1,000 in 10 years. 








4th prize — ADMIRAL 
CONSOLE RADIO- 
PHONOGRAPH, Mira- 
cle Tone Arm, FM Band. 
Value: $200. 
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3rd prize — FRIGID- 
AIRE COLDWALL=— 
7 cu. fe. box. Model 
CDM-7. Value: $325. 





Stas 


Sth prize—2 GRUEN 
WATCHES. Beautiful 
17-jewel man’s and lady's 
precision watches. Value: 
$200. 





6th prize —5-YEAR 
ADAM HAT WARD- 
ROBE. Choice of 15 hats 
by ‘‘America’s Foremost 
Hatter.” Value: $100. 


WORLD'S LARGEST 


DISPLAY MATERIAL AVAILABLE FREE! 
WRITE US DIRECT OR ASK YOUR JOBBER. 


SELLING PEN 





NO LUXURY 
TAX 


7th prize— KEYSTONE 
MOTION PICTURE 
CAMERA. 8 mm. model, 
3 speeds. Value: $75. 





8th to 35th prizes— 
“TOASTMASTER” 
TOASTERS. Value: 
$20 each. 
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GOLD FILLED CHOKER SET 


Delicately fashioned, yet heavy 
enough to impart richness and 
feminine sales appeal. Beauti- 
fully gift packaged for effective 
display. One of a brilliant 
series. 1/20 12K Gold Filled. 
Also available in Sterling. 





STERLING SILVER IDENTIFICATION BRACELET 


Definite Masculine appeal in these finish. Complete price range in 
Bracelets of extraordinary beauty various weights. If your wholesaler 
and weight. Name plate and sol- can't supply you — send us his name. 
dered links are of non-tarnishable Complete line sent on request. 


714 SANSOM STREET, PHILA. 6, PA. » CHICAGO: 10 SOUTH WABASH AVE., HARRY W. SHERRILL 
















Wedd if days ale commng. 


_.. And you should be ready to meet the increased demand | 
Spring always brings to jewelers. The Rings-O-Bliss tray is Wf = 
the sure way of satisfying every bride-to-be’s desire ~ ., : y) 
for a ring which suits her personality. ——— 


Now you may have FREE the Rings-O-Bliss tray that has 
increased jeweler’s sales everywhere. A few days after your 
initial order, your Bliss tray will be selling for you . . . adding 
to your profits. Here’s how: 

The satin-silk lined tray contains a full range of styles . . . sizes 
are represented, doing away with large, costly inventories. — 
I'wenty-four hours following your order of almost any size or design, 

that ring is on its way to your store. What’s more, we’ll engrave 
desired initials on any Bliss ring for a very small charge. 

We replace discontinued styles . . . recondition or replace 

trays ... refinish samples once a year. 

You can invest less than $200 in this sales help that has increased 
ring profits (sometimes as much as 8! times) for more than 
. | , 2700 profit-wise jewelers. We’ll make 
arrangements . . . send you rings 

suited to your class of customers. 


SEND FOR RINGS-0- 


The new Rings-O-Bliss catalog is coming off the presses. It’s filled with pic- 





CATALOG 






tures and descriptions of the exquisite wedding bands and engagement rings 
designed to enchant the bride-to-be. Just write us a letter or card .. . we'll 
mail this valuable sale help by return post. SALESMEN! Add the Rings- 


O-Bliss line to your sample case— AND WATCH SALES CLIMB. Re- L | S s & | N G C O M PA N y 


member, you Can’t Miss with Bliss. 29 East Madison Street, Chicago 2, Illinois 


FOR APRIL, 1948 127 





s L. F. Slaughter, 


“1 get tremendous enjoyment from the New 
Hermes Portable Engraver. it helps me sell many 
items which would otherwise 9° ynsold. The 


Portable surely PoYS off — even in the smallest 


LIMINATES 
HANDISE 
e Makes everybody an engraving 
expert. 


Engraves on jewelry, ountain pens, 


silver flatware, watches, compacts, ef¢. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 


Pcs 
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VAILABLE AGAIN AFTER AN ABSENCE OF SIX YEARS 





ILLUMINATED VC UN GLO HOME CLoeKs 
































«ARG $19.95 retail price plus tax 
no foal > Beautifully molded walnut plastic case with hand engraved lucite end panels. 
ansmits light in a 


lucite dial which tr ddition to the two lucite ends. 










Pep up your Clock Department 
.and bring new customers into 
the store ... easy, with the breath- 
fol alate Mm ol-Xol0ia mo) mi ial-ti-M olalillelalmal-h 07 
1948 models; far, far in advance 
of anything heretofore available. 


Molt-syamlalilohaclilolsmlimelele M@eagehire 
manship: perfect timekeeping 
oltre Ibil-S Pa Abie Mmlali-te ice] Mile lalilale mm ob] 
fluorescent neon tubing, carefully 
concealed and subdued. 


Natural color photograph taken in evening shadow 





Natural color photograph taken in evening shodow 


SEVEN NEW DESIGNS IN AIL 
$14.95 up 
LIBERAL DISCOUNTS 


— see over for details 


*REG. U.S. PAT. OF! 


THE HOUSE OF LACKNER 
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your clock department 
AND INCREASE SALES FOR 1948 


Each el Koel custom-made 
equipped with famoy; sel 
ifelailale mal mlelatt-t; Mechanicr 
and sealed motor. Lighting j 
mysteriously shielded. .. 
glare or objectionable hale 
olU] Memmi sl-X-Yai0] tot glow 
permitting time-telling oi 
darkest room. , 


Quality — Beauty 















= Salabilty | 
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ULCY $22.50 retail price plus tax 


Ultra modern . . . Catalin (gem of plastics) cabinet in beautiful marble effect, 
mottled dark brown. Illumination: white, gold, blue, green. Size 6 2”x6%4”. 





Natural color photograph tak a 


Write for 
booklet and ¢ 
the complete 
Lackner Iliu 
Neon-Glo* 
Clocks, also # 
obtain miniature? 


case FREE. 


walnut, hand-rubbed wood cabinet. Illumination via HE HOUSE OF . 
: oe 


dial and crystal glass are processed in translucent 
LACKNER BLDG. _ CINCI 
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e "new look" in earrings. 
engraved or Choice 


\d, or gold fi 
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A302: Yellow; Cover handset with rhinestones; $72.50 _ 
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A303: Yellow; Cover handset with rubies, rhinestones; $72.50 
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And just see how the ladies take to the new 
Cover Watches. A flick of the thumb and the 
world’s smartest bracelet becomes the world’s 
smartest watch ... . another in the long 
line of “Fashion-Firsts by Orloff”. 


in (OR | 0 ‘aa Company 


Designers & Distributors of Fine Watches 
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Creators of “Fashion-Firsts” 
706 Sansom Street e Philadelphia 6, Penna. 
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Watches shown are 5 Ligne, guaranteed 17 
Jewel Swiss movements in 10K rolled gold 
plate cases. Dials set with imported rhinestones. 
Bracelets are 1/20 12K G.F. Prices are 
Keystone and include handsome velvet and plastic box. 
immediate Delivery. 


Terms, 2% 10 days. . . Net 30. 
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THE xtra FEATURE Gm 


4 


MAKES MORE DIAMOND SALES = 


The extra feature is this . . . to the eye 
Rhodi-Gem rings appear to be gem set, 
because they are uniquely carved of : 
RHODI-GOLD ... that whiter-than-white 
precious metal that simulates actual 
diamonds ... you'll sell more diamonds 


if you feature Rhodi Gem rings. 


GOODMAN & COMPANY 


MAKERS OF FINE JEWELRY « SINCE 1903 
INDIANAPOLIS, IND 


FOR APRIL, 1948 
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CUTLERY CREATIONS 
by 
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Cutlery of the highest quality...Cutlery with 
STERLING SILVER handles...Cutlery with BONE 
handles...A wide assortment available for im. 
mediate delivery. Thesterling silver sets are available 
in three beautifully distinctive patterns with stain- 
less steel mirror finish blades, forged stainless 
steel forks and highest quality sharpening steel 
...the sets with bone handles are available in 
a variety of styles including Water Buffalo, Dyed 
Beef Tyne, Stag, or Cape Horn, all with nickel silver 
name plates for engraving. These forks are all of 
forged stainless steel; with jockey guards, the carve 
ing blades are of the finest quality surgical steel. 


joogeh M Shenhely 


Manufacturing Silversmiths 
723 Sansom Street Philadelphia 








Miami « Los Angeles ¢ Chicago + New York 


Order any of the items illustrated on this page for fast 
delivery... Write for information about the complete 
line. Sold thru leading jobbers from Coast to Coast. 
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¢ Stunning Pendants * Enchanting Pins 


Illustrated: Handsome Cuff Links ¢ Also: Elegant Earrings * Beautiful Bracelets 
Orders Filled on Day of Receipt. 


Exquisite Rings °¢ Striking Tie Holders * Luxurious Chokers. 
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No. W1081 . . Platinum 
fishtail wedding ring set 
with fine diamonds all 
around. 








No. W1084 . . Platinum 
wide fancy wedding ring 
set with fine diamonds 
all around. 
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te 3 : No. 2131... Platinum 
No. 1244M .. Platinum 4 princess ring with 14K 
€>) yellow gold shank set 


solitaire ring set with : ¥ 
fine diamonds. a ee SS with fine diamonds. 

















No. 1198M.. Platinum [i | 1 No. W1083 . Platinum 

diamond mounting set jf > pene wedding ring set 

with fine diamonds. Bi No. W1082.. Platinum with five large fine dia- 
‘31 channel wedding ring monds. 

set with fine diamonds | 

all around. 
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LB article of jewelry is designed and ma Ww mee ured with 
are and precision. No wonder then that retailers who 


quality and value select Leif Brothers as the source for 
Gtinum and gold diamond rings .. . semi set mountings, 
inum and gold wedding rings with and without diamonds. _ 
dies and men’s stone rings, diamond watch attachments _ 
hum and gold, fraternal pins, rings, lapel buttons in 
ym, palladium, 10K and 14K gola with and without — 
. Ladies diamond wrist watches. sts coe 


os 


wae 
ae 
















Qnank Levine & Co. Inc. 


BRyant 9-39ll 
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For the Man of Distinction 


our Diamond Dial watches 


ere a prized possession. 
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Individualism is the essence of | 
style ...and Platinum Watch 
Cases and Attachments 
created by Frank Levine + 
are distinguished for their 


superb style-flair. and 


exquisite craftsmanship. 
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Manufacturing Jewelers 


48 West 48th Street — 
New York 19, N. Y. 
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LEADING JEWELERS 
and DEPARTMENT STORES 
in NEW ENGLAND 


are featuring 


~ PACIFIC © 


=D SUCK (Meth oS 


ACTUALLY PREVENTS TARNISH! 








Consumers, retailers, and silver manufacturers are all discovering how bright 
and lustrous silver stays when it’s wrapped in Pacific Silver Cloth. Of 61 jewelry 
and department stores interviewed in Portland, Manchester, Worcester, Spring- 
field, New Haven, Bridgeport, Boston, Providence, Fall River, and New Bed- 
ford, 58 now carry Pacific Silver Cloth. Here are the reasons as they give them: 


a It saves customers hours of silver polishing. 
4 It is the only cloth which actually prevents 
tarnish with lifetime effectiveness. 

It adds a profitable line to the store. 

It creates customer good will. 

It creates store traffic. 

It saves customers the embarrassment of 
placing tarnished silver before guests. 

It makes silver easier to sell by removing 
objection to polishing. 

It preserves the natural sparkle of gift silver 
on display. 

It preserves factory-bright quality appear- 
: | ance of silver, eliminating the repolishing job 
Sa. A of for busy dealers. 


Your customers have seen Pacific Silver Cloth advertised in at least one of nine 
leading women’s and home magazines. Through reading about Pacific Silver 
Cloth and using it, they think of Pacific Silver Cloth as a natural accessory for 
fine, beautiful silver. Ask your distributor about chests, bags, wraps, rolls, and 
packets made with Pacific Silver Cloth, or send us the coupon below. 


*This is #10 of a series covering major cities. 
Previous surveys showed similar results in 32 Eastern and Middle West cities. 


re << 
305 





This is what happened to five gleam- 
ing new spoons in a tarnish test* 
conducted by the United States Test- 
ing Co., Inc. Only Spoon A, protected 
by Pacific Silver Cloth, retained its 
original sparkle! The other four 
spoons, though wrapped in various 
“anti-tarnish’’ and “tarnish - proof ”’ 
cloths, did tarnish as shown. 


“Test #70448, Mar.6,'46 (photos absolutely unretouched) 
























5 
* PACIFIC MILLS, Department JC 4 : 
SAUNT OR A REFUND G s 214 Church Street, New York 13, N. Y. . 
S * £>> = Gentlemen: I am interested in (jwraps, (jchests, (7 hollow ware bags, [) place-setting rolls, 7) pack- : 
C rs ne by " : ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 

00 ouseKeepin 
\40r 46 ae : NAME eeeeeer eeeceveeeeeenee eevee eeeeeeeeeeeeeereeeeeeeeeeeeeeeeeeeeee eeeeeneeeeeeeeee2e0008@ : 

AD £0 

VERTIS - Pareeeticaescee 0 ehee6b0b6666060666060606000000000600800" eeeeece eeeeeeeeeeeeeeeee eee ee : 
Pacific Silver Cloth 18 guar- : STORE *eueen2e#ee#ee#ee#e#e eeeeeeve eevee eeeeeeeeeeeeeeeeeneeee eee e*eee3eseee#e#ee#8e*?es @eeeeoseeoeeeeeeeeeeeeneeeeee - 
anteed by Good Housekeeping an es ft 
as advertised therein, and it 7 STREET ADDR TSScccecceoceceeeesce eeeeveeev eee eeeeeveeeeeeeeeeee eee eee eeeseeveveeeeeeeeee 7 . 
is recommended by leading 4 CITY Sae2084646066 68 6 66606 6866 eee eee0ee#e#e ZONE e*eeeeeee e*eeeee#e STATE e*eeee8eee 7 @eeeeoeneeeeeneee#e . | 
stlversmiths and jewelers Re meeeee eee SSS SSS SSS BSB SSS eSBeBeeeenenenaevwaanaerdtaaad 
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RINGS 


SINCE 1880 


Liadies’ Fine 14K Rings, set with 

Precious and Semi-Precious Stones, 
ornamented with Diamonds, Star 
Sapphires, Star Rubies, Catseyes, 
Oriental Sapphires, Rubies, Emer- 
alds. Tourmalines, Aquamarines, 


Topaz-Quartz, Amethyst, Garnet. 


IFFFCD 


Reg. Trade Mark 


IF. & IF. FIEILGIER, INC. 


Manufacturing Jewelers 
480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 


THE JEWELERS’ CIRCULAR-KEYSTONE 















Vine Gyan 


ULTIMATE BEAUTY IN 
MEN’S EXPANSION WATCH BRACELETS 
Designed by EVAD 
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CURVED TO FIT THE WRIST as \ DOYS eee 
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Sensation of 1948! Men’s sen dank 








e, Bracelets with the new masculine massive 
GOLD FILLED. 
STAINLESS BACK. look and full expansion centers... setting 


a new trend in watch attachment design. 





SOLD THROUGH WHOLESALERS ONLY “CONSTRUCTION PATENT PENDING 





7 ee . _i- aie rN 2 we 
STONEWALL PRODUCTS CO. Inc. (ime 
gee — 79 Seventh Avenue at 15th Street, New York | =o, eo “ — | 
, WAtkins 9-4874 
Ss. GELLER 


29 KE. Madison St., C hic ago 


"<4 


M. DIAMOND 
nA 0% 5th St. los Angeles 
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eo. AUPE-TESTED’ 
2 — Love Bird Diamond Rings 


The greatest asset of any diamond dealer is the trust and confidence of his trade. That confidence, without 
exception, is based on quality merchandise. It creates a reputation for integrity which is the jeweler’s complete 
assurance of consumer acceptance. It is the source and fountainhead of profitable repeat business. 
The “loupe-tested” quality of Love Bird Diamond Rings engenders exactly such unqualified confidence. 


For every Love Bird Diamond has been appraised and approved by veritable diamond experts . 
each represents the high ideal of color, cut and clarity! 








Loupe-Tested Love Bird settings are decidedly superior as well. Modern, graceful, dynamically designed 
to emphasize the size of the stone, they fittingly conform to the perfectionist character of the diamonds they encompass. 
Pp Y Yy Pp Y 


Join progressive jewelry merchandisers in every part of the country who are profiting from the 


consummate quality of these diamond rings. 


v — By 
v qRADE MAR, oa 
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CREATORS Oo ND R I 
630 FIFTH AVENUE, NEW YORK 20, N. Y. « *Pat. app. for 





FINGER TIP CONTROL 
of Jewelry Buying 











The 


lewe lers Information 


Buyers 1948-1949 
D I I’ C (’ [ () r y edition now being compiled 


of the MANUFACTURERS, a a Te 
? WHOLESALERS © vewelers buyers Uirectory is the original jewelers directory. 
IMPORTERS and 


It has been published continuously for over 50 years, as a supple- 


mentary service of THE JEWELERS' CIRCULAR-KEYSTONE for 











ia oe LINES the jewelry trade. 
JEWELRY and KINDRED It is not simply a compilation of names and addresses taken 
. from jewelers listings. For each one of the editions published, a 
questionnaire has on a to manufacturers, asian im- 
—_ ° porters, and members of the trade whose products or services 
A Handy Classified List — into the jewelry market. This information is checked against 
' Pocket the vast reservoir of data that has been built up over the years 
for Desk and of publishing information about the jewelry industry. The result 
oman is a carefully indexed, completely catalogued, reference volume 
Price ° 2 that invites instant access to any jewelry item, related product, 
or service, with the names and addresses of the concerns divided 
e by State and City to give the utmost assistance to jewelry buyers. 
oon ‘ e The Jewelers Buyers Directory is recognized as an outstanding 
The Jewelers Circular heyston advertising medium in the jewelry onde lt has no connection 
A Chilton ® Publication with any other directory. 


N.Y. An information-giving advertisement to supplement your list- 
Inc. ing is a service to which buyers respond and is a steady business- 
getter. 


100 East 42nd Street, New York 17, 
ghted 1948 by Chilton Co. 





Copyri 








Please fill in and sign the order form below so we may reserve 
your space now. 


il ns — a _——— ——— —— a =e —— — —— ee ee ere ae een teeter oe ee coe — ae Semel eee neem ieee ee odiaeeal eee ee —- eed 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, 
New York 17, New York 


Reserve page space for our advertisement in the JEWELERS BUYERS DIRECTORY for which 
we agree to pay in accordance with the rates printed hereon: 
ee ee er a 
ee $100.00 ca Te ETT ee eas ee 
I, page .................. $ 55.00 
Wy page |... $ 30.00 + » en ES LT ee RIA y/ ©. | eee it | ee 








Fill in and sign this order form and be assured your space will be reserved now. | : 
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Since 1900 
wy 


HARRY & BEN FRACKMAN 


is £¢co 2 fF 8 2 a@ fT 
20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS ATLANTA 
Emil F. Burger Tracy W. O’Neal 





THE JEWELERY’ 


CIRCULAR-KEYSTONE 








STERLING SILVER 


. NW, Rhodium Finish 


WNMustrated 


Priced for Quick Turnover 


@® Heavily made for extra-long wear @® Individually and handsomely boxed: 
mounted on rich, colorful velvet 


@® Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED @ In stock now for immediate delivery 


@ Sold exclusively through wholesalers 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 
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udget Rings 
with that 
xelusive Touch 


elias eS - = 


Se eee Hees 


BEARERS 


4 $80.00 
10% ine, Platinum 
dias. 
jos gold 
| ble in 14K ye 
10.00 D700. oe Both avalia® <5 00 e2. 
$ 14K white 
ite wee g dias. 
dia 


; 4. 
Both oon also in yellow go! 


EYSTONE 


tak yellow gold 14k yellow gold 10% irid. Platinur aK yellow gold aK yellow gole 
. b ° * inum 
2 dias. & center 4 dias. 7 dias. 8 i. plea si Cua 


AeA 


$140. 00 
W gold 
- & Cente, 


acne titi ee LLL: 


i mia Platinum 


8 . 10% is $7 
center, dia. ° id, Platinum 


We also manufacture a complete line 
of engraved wedding rings,.. men’s 
and ladies’ stone rings, etc. 


ID SARKIN, INC. ““S3'wasdau'sr, New Youe7. NY 
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Chokers—Signet Rings, etc. ASK FOR OUR LATEST FOLDER 


Complete line of 14 kt. Ladies’ and Men's Watch Cases—Watch Attachments 
© Jewelry Manufacturers 
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FRANKFURT CO. 
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@ SOLITAIRE... over a full karat of genuine 
white zircons | 


@ 3 GENUINE white zircons in wedding band 
@ 10K YELLOW GOLD matched mountings 











®@ Powerful 
action-getter 
mat given 
FREE with order 
Ties in 
with Dason 
National 
Advertising 


DAVIDSON 4 SON JEWELRY CO., INC. manuracturers oF 
Dason Rings AND Bredal Ura fl WEDDING RINGS 
20 WEST 47th STREET, NEW YORK 19, N. Y . CHICAGO OFFICE: 29 EAST MADISON STREET 
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The salesman’s right... that watch has a case that is different. 

It’s gold filled, with a solid kind of durability. Gold filled, made on a 
foundation of pure nickel. 

Here’s what the nickel foundation means. When the gold has been rolled 
on a base of pure nickel, you can give full assurance to your customer. For, 
like the layer of gold above, nickel is a “noble” metal in its resistance to cor- 
rosion by acids. The nickel base will not discolor the gold . . . and affords 
equal protection to the wearer’s skin. 

Find out about the jewelry you sell. If the foundation metal is nickel, you 
can promise your customer, “D’ou just couldn't buy better gold filled jewelry 


than this!’ 


i ( (; 0 0 0 “YourWUnieen Brtend ™ 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. 


EMBLEM OF SERVICE 





TRACE MARK 
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our Refine is Triple Checked 
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“DYNA-FLO”, the exclusive Williams process, 
squeezes out the very last grain of gold, silver, 
platinum ... and palladium ... fromthe scrap you 
send us. There is no chance for error. ,. triple check- 
ing of each step assures vou of that. Our detailed 
refining report, checked, doubled-checked, triple- 
checked, goes with every return we send you. 
euiiies. the bigger we can make 

our check for your scrap the better 
we like it. Try our modern refin- 
ing service for best returns always. 


WILLIAMS caccRofningGo.me 


FORT ERIE N., ONTARIO © BUFFALO 14, N.Y. © HAVANA, CUBA 
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COLDS TELV-GERSON C0. 
have moved 


For many years we have had the privilege of 





serving you in one location. But the old land- 


mark had to make way for progress. 


The month of April will be Open House in 


our new business home: 


126 West 46th St., 
New York 19, N. Y. 


In the spirit of friendship we invite you to 
visit with us and take advantage of the facili- 
ties available for your convenience and more 


efficient service. 


We sincerely trust you will come to see us. 


Arthur Goldstein Jules Gerson 
GOLDSTEIN-GERSON CoO., 
126 West 46th Street New York 19, N. Y. 


Phone BR 9-9845 























I Can Open the Door for You 


into 


500 Retail Jewelry Stores 


and many Department Stores 


in New England and New York State 


For over 13 years I’ve been cultivating the friendship 
and respect of hundreds of important retail jewelers 
and department store jewelry-buyers in New England 
and New York State. 


I understand the needs and problems of these jew- 
elers. My sales volume has averaged $300,000 a year. 
Now I am available for a new sales connection, but 
can serve best only as the representative of a nation- 


ally known, top drawer concern. 


Complete personal and business references available. 
Past commission earnings and current requirements : 


approximately $20,000 per year. Age 36. | 


For further information write: 


BOX J, 811 
Jewelers Circular-Keystone 


100 East 42nd St., New York 17, N. Y. 
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SILVERSMITHS. 





yes... 




















Miniature covered 


vegetable dish and 


\4 


well & tree platter 





A TRAFFIC BUILDER 


AT A TRAFFIC PRICE! 


a 








Packed 12 sets 


to a carton, 


SIZE ... vegetable dish 


copper base 





INDIVIDUALLY PACKED 


value 


Write your wholesaler now for prompt 





i lf does make passers BUY 


this replica of an Antique English ensemble... 


well & tree platter 5” x 334” 
EXTRA HEAVY SILVERPLATE on _ heavy 


AUTHENTIC ENGLISH STYLING from Ga- 
droon Border to Baroque Handle 


Gift Box adding to Display and Sales 


SUGGESTED USES—Sweetmeat dish, Smoker's 


accessories, Collector's items. 


shipanemé! 








43/1" “ 354" 





in richly embossed 








Our Mr. Ensign is walking on air! 








George Ensign, head of 
Elgin Watch Company 
research, that resulted 
in, among other notable 
advances, the Dura- 
Power Mainspring. 


LES 





On January 1, 1947 we started to 
put in every new Elgin Watch a 
mainspring made of “Elgiloy,”’ 
an entirely new alloy of metals. 

Previous to that, it had been 
put into 100,000 Elgins as a final 
test of its qualities. 

In March of 1947 we announced 
to the nation—“‘The most impor- 
tant watchmaking development 

in over 200 years!” 4 
mainspring that eliminates 
99% of watch repairs due 
to steel mainspring failures! 

Now more than a whole 


year has passed . . . and well over 
a million DuraPower Mainsprings 
are in use. We have heard of a 
few DuraPower Mainspring fail- 
ures—an infinitesimal few. Not a 
single one was due to rust. 


In making our claim for Dura- 
Power, we allowed for a possible 
% failure. Actually the record to 
date indicates that our new main- 
spring ts 99.9985% perfect! 

It’s an amazing performance 
record. The DuraPower Main- 
spring is a success—it has even 
exceeded our fondest expectations. 


ELGIN NATIONAL WATCH COMPANY 


EXTRA BUSINESS 


DuraPower Mainsprings 
are available for replace- 
ment in all Elgins back 
to 1939. Advertise this 
fact to Elgin owners and 
get this extra business. 


Elgin, Illinois— Also Aurora, I[llinois and Lincoln, Nebraska 








he First Basic Improvement Ever Made in Wrist Watch 


_ | () nu C | . in this sensational ney 


watch strap. 











your fastest selli; 
- 


radio audience will hear 


... over leading stations’ trom coast te cocds! fte ; :  £ ! | 


s | . ~ ‘ ee THE SENS 
distinctive packagin “TONAL New 


Each ZIPLOC strap is luxuriously package n ‘ sor ; go ver OD 
die-cut card, wrapped in cellophane. ee ee 
ramatic display-mercnandise 


Tells All! Shows All! Sells All! This hard-hitting %s¢ 
ZIPLOC Watch Strap in action. Using an actual Zi 





wiil get buying action FAST. It's yours FREE with your f 
ZIPLOC Watch Straps. 





Sizes: 100 lines x 2 col. — 100 lines x 1 col. — 75 lines x 2 col” 


os 


Powerful newspaper advertisements will start the Father's Day & 
meving in your direction FAST! Because of their strong novelty afi 
will out-pull any other advertisement you could possibly run at thi 
cf the year. You get the complete set of three advertising mats FREE 





CHECK THESE QUALITY FEATURES OF THE ZY WATCH STRAP 


Finest Quality Leathers 6. Available in 5/8", 11/16” and 3/4” widths. Special 


izes Made to Ord 
Superb Workmanship s1ZeS MAGE 10 Urder 


7. Available in Calfskin, Pigskin and Morocco. Also avail- 
able in Alligator and Lizards in a variety of shades 


Teleiharel reli bam @x-1ife) olalelal-Me A Agel o) ol -te) (prices on application). 


Pil ide] oF Kole) (-toMelaloM ater Glal-to 





oToalai digo] om lol-tahihil-teMl ob ANP 4-Me late M BYd oleh am A -Yeh ial -14 oa OLIVA @1ULol delat i-¥-to 








*Prior to its national debut ZIPLOC was tested 
in 35 selecfed markets. Advertisements fea- 
turing ZIPLOC were run by leading stores. 
Consumer response was immediate and mos? 
convincing! ZIPLOC Watch Straps moved ouf 
fast wherever shown. 





calfskin © pigskin 
and morocco 


4. 


© GIPIT-ANOITLOCKS™ 


ne, 
ite 





ON AND OFF IN A FLASH 


™ — = | | Wy : No fussing with buckles 
THE Ye Twaxee STRAP es ee * *, and holes. Just zip it... 


and it locks! 
EXFANDS TO FIT OVER ANY SIZE HAND. 


fits any wrist with style and comfort 


Be FIRST in your city to sell the first NEW idea in watch straps in the history of 

the industry. The ZIPLOC Watch Strap is based on an entirely NEW principle. 

It makes every old-style watch strap as obsolete as grandfather's mustache cup. 

ZIPLOC eliminates buckles and holes. Goes on in a flash. Just ZIP it and it LOCKS. 

Fits perfectly. Offers so many important advantages over the buckle-and-hole strap PERFECT FIT 
that every man will want ZIPLOC the minute he sees it! ZIPLOC locks at precisely 


, : ‘ the right point to give you 
ZIPLOC will sell on sight . . . at an assured profit for you! perfect fit. 


RETAILERS: Your Cost is $15 a Dozen in Assorted Colors and Sizes 
order today... for immediate delivery! 





KEEPS WATCH SAFE 


Simply push ZIPLOC up on | 
arm when washing. Watch con't! 
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WORE CXS 


NARA 
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Gruen watches are featured 
on many of America’s greatest 
radio network shows 


SEND FOR FREE POINT-OF-SALE HELPS! 











yal TIME! 





NATIONAL ADVERTISING TO ATTRACT MORE PROSPECTS! 


Check your plans for Graduation-gift sales now! Make sure they include 
tie-ins with Gruen‘’s most compelling ad-campaign in years! Since February 
a barrage of full-page ads and thousands of radio announcements on 
famous Curvex and Veri-Thin have been catching the eyes and ears of 
thousands of watch prospects. The week of April 30th will see this sales- 
building program reach its peak with a full-color TWO-PAGE spread in 
Life’s May 3rd issue. Combined readership of magazines on Gruen’s Spring 
schedule exceeds 100,000,000! 


“LOCALIZE” THIS CAMPAIGN WITH YOUR TIE-INS 


A wealth of free tie-in material is yours for the asking. They include news- 
paper mats, car and bus cards, postal cards, window displays, radio 
recordings and the stimulating sales-planning book, “Gruen Guide”. Every 
selling tool you need to do a successful promotion job, plus the famous 


Gruen 50/50 plan to stretch your ad-dollar twice as far. 


THE GRUEN WATCH COMPANY « TIME HILL + CINCINNATI 6, OHIO + IN CANADA: TORONTO 





PLAN YOUR GRUEN TIE-IN NOW! 








HAVE YOU READ THESE BOOKS? 








These authoritative and interestingly and address, attach your check, and send 
written books an a wide range of subjects it to us. We will send them postage pre. 
about your business will be a great help paid anywhere in the United States. Re- 
to you. mittance must accompany all orders. No 


books sent on approval. Prices subject to 


ust put a circle around the books you want : 
Just p y change without notice. 


on the coupon below, write in your name 























16. SIX QUAKER CLOCKMAKERS $10.00 
For the Gem Expert, Connoisseur and Student en Si Se 
P : 17. TIME AND TIMEKEEPERS $2.49 
of Gemology W. I. Milbam 
18. MODERN METHODS IN HOROLOGY $2.50 
1. GEMS AND GEM MATERIALS $4.00 Gesat Meed 
Drs. Kraus & Slawson 
19. PRACTICAL BALANCE AND HAIRSPRING WORK $3. 
1A. KEY TO PRECIOUS STONES $3.25 W. J. Kleinlein — 
ihe tiiapypteeened 20. RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
2. GETTING ACQUAINTED WITH MINERALS $2.50 W. J. Kleinlein 
Geonge 5. Sagnes 21. PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
3. REVISED LAPIDARY HANDBOOK $3.00 Louis and Samuel Levin 
j- 8. Howard 22. SCIENTIFIC TIMING $6.00 
4. STORY OF THE GEMS $4.00 Charles Purdom 
sin oo Samamaneanee 23. KEYSTONE WATCH REPAIR RECORD BOOK _ 32,75 
5. STO $1.85 24. WITH THE WATCHMAKER AT THE BENCH _ $3.00 
5A. FAMOUS DIAMONDS OF THE WORLD $1.25 Rensld Be Corte 
5B. INTRODUCTORY GEMOLOGY $3.50 . ; 
tee For the Jewelry Repairer, Engraver, Designer and 
. . Enameler 
On Silver for the Jeweler, Collector and Anti- —— 
; 25. JEWELRY REPAIRERS’ HANDBOOK $1.25 
eGrian J]. G. Keplinger 
6. THE STERLING FLATWARE PATTERN INDEX $10.00 6 a oa5.08 
Without Binder — 
7. ENGLISH SILVER (1675-1825) $2.50 .. a a ee aes 
Stephen G. C. Euske and Edward Wenham ° 
8. OLD SILVER, ENGLISH, AMERICAN AND Eee eee $6.00 
ae oe — 29. ART MONOGRAMS AND LETTERING $2.00 
J. M. Bergling 
9. stig * — PUEBLO SILVERSMITHS $4.00 (Special 16th Edition—Paper Cover) $2.00 
steed 17th Edition—104 Pages—Paper Cover $4.50 
For the Skilled Watch and Clock Maker, the 30. METALCRAFT AND JEWELRY $3.00 
+i d St d rn Emil F. Kronquist 
Apprentice an dagen 31. A BC OF MODERN ENGRAVING $1.00 
William Kassel 
6. Se ee $5.00 32. TESTING PRECIOUS METALS $2.00 
C. M. Hoke 
ih, ee — IN HOROLOGY $2.75 33. RINGS THROUGH THE AGES $2.50 
‘ James R. McCarthy 
12. manele ie gag HANDBOOK, _— 34, TRADEMARKS OF JEWELRY AND 
F. J. Britten ° KINDRED TRADES $7.50 
13. KNOW THE ESCAPEMENT (New Edition) $5.00 35. THE JEWELERS BUYERS DIRECTORY, 
Barkus Watchmakers 1946-47 Edition $2.00 
14. MODERN WATCH REPAIRING & ADJUSTING _ $2.50 36. 3,033 RETAILING IDEAS $3.50 
Bowman & Borer Emanuel Lyons 
14A. MODERN CLOCKS $3.00 37. JEWELRY MAKING AND DESIGN $8.95 
T. R. Robinson Rose  Cirino 
15. CURIOUS HISTORY OF MUSIC BOXES $5.00 38. JEWELRY GEM CUTTING & METALCRAFT $3.00 
Roy Mosorak W.T. Baxter 
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THE JEWELERS' CIRCULAR-KEYSTONE ~- 100 E. 42ND ST., NEW YORK 17, N. Y. 


Please send the following books: 











1—1A—2—3—4—5— 5 A—5 B—6—7—8 —9— 1 0—1 1 —1 2—1 3 —1 4—1 4 A— 15 —1 6—17 

18—1 9—20—21—22—23—24—25—26—27—28— 29—30—31—-32—-33—-34—-35—-36 —-37—-38 

[] CHECK [] MONEY ORDER r]) FOR$. is attached. 

Name ssseuiibaesianeiemenssitnescaneebadoiaenetunanenete siaeanneiisnmenielll Street____. ne Ee ee ee eT 
City entetaiiaeinnonn sicinahsalanciacaniedla nue meme Ne.......... CER ar ane 
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Patent Pending 






















the ring that attracts... 





the ring that sells... 





the Multi-Purpose Ring... 





Friendship ... Guard. . . Cocktail 
..- Wedding ...for ladies and men. 





... A mew creative concept in rings, truly 
ingenious in design... faultless in action. 


NO SIZING PROBLEM 
It is flexible and expands smoothly to give 
perfect fit and comfortable wear. 


Available in two widths...and three sizes, 
(covering 3% to 11)...In yellow, white 
and pink 14 Karat solid gold. 


Regular band..25.00 Wide band.. 32.50 


Keystone discounts 





If the overwhelming 
increase in our orders 
have caused shipping 
delays and subsequent 
inconvenience to you, 
we re extremely sorry. 











MANUFACTURER OF FINE JEWELRY 





220 West 5th Street, Los Angeles 13, California 


GAUVIN - LINDSTROM INC, * LOS ANGELES, CALIFORNIA 
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"Art-Carved rings sold while my other 

















Cooperate with the Jewelry Industry Council 
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remained in the store..." 


relates Floyd R. Frazee 


owner of Frazee’s Jewelers, Parkersburg, W.Va. 





".,..Finally, I got on the floor myself...to ascertain just 
why customers preferred your merchandise to the other fine 
lines I carried. These five reasons were given: 


1. Styling 3. Heavy weight of the mounting 


2. Finish 4. Recognition of name Art—Carved 


». Written guarantee and prestige 
of manufacturer" 








Mr. Frazee lists five reasons why his customers chose Art-Carved 
diamonds over any other. They add up to one big reason why he, as a 
jeweler, prefers a stock of Art-Carved rings. They bring in more profit. 
Buying is quick. Turnover is quick. You need no heavy inventory of loose 
diamonds and mountings. You may order any quantity, and reorder as 
often as you wish. Instead of spending time buying, grading, and mounting 
loose diamonds, you turn your efforts to promotion, and increase your 
total sales of diamond rings. 

Specially designed folders, displays, newspaper mats and radio an- 
nouncements are available free to help you sell Art-Carved diamond 
rings. They are part of the complete new Merchandising Plan for selling 
Art-Carved* rings. Ask your representative to describe it to you today. 


RINGS BY WOOD ——— 


BELOVED BY BRIDES FOR ALMOST A HUNDRED YEARS 





*Trade Mark Reg. J. R. WOOD & SONS, INC., 216 E. 45TH ST., NEW YORK 17, N. Y. 
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Air View of New BALL Offices 


The new Ball Company headquarters 
at 6 North Michigan Avenue (arrow) 
faces Chicago’s beautiful Grant Park 


JEWELR 


NEW GARLAND 
ADVERTISING MAT SERIES 
AIDS BALL DEALERS 


Dealers who are using them say it 
really pays to advertise with GARLAND 
advertising mats. The new 1948 Spring 
and Summer series has more punch 
and greater sales appeal than ever be- 
fore. If you do not have a Spring- 
Summer Advertisement Mat Folder, 
write Dealer Service Department, The 
Ball Company, for your copy. 


GARLANDS for Graduation 


Distinctive, popularly-priced GARLAND 
watches always make a hit with grad- 
uates. Start promoting this profitable 
GARLAND line now. 


ra 
ck The BALL Company 


6 North Michigan Ave. + Chicago 2, Il. 
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E’VE always considered the 

matter of store traffic pretty 
much in the way a small child con- 
siders ice cream—you can’t get too 
much of it! Many an article has 
been published in these columns on 
how to increase traffic, but never, 











to our knowledge, has there been 
the necessity of even considering 
how to cut it down. 

Never, that is, until now. 

Cobet Jewelers, in the Lincoln 
Building Arcade in New York, 
however, have had many a _head- 
ache simply 
people were in their shop. Not too 
many buyers of jewelry, understand 
— just too many people. 

Whoever designed the Lincoln 
Building, you see, decided to com- 
bine a space containing some ten 
telephone booths with one of the 
arcade shops. And the Cobet firm 
drew not only a shop, but, in addi- 
tion, the ten Ameches too. 

For some time the arrangement 
was merely a nuisance: persons in- 
terested in using the phones would 
ask Cobet for change and, when he 
failed to have a sufficient supply of 
nickels and dimes, they would be- 
come indignant. They assumed the 
phones were his, apparently, and 
didn’t like his ‘“‘uncooperative at- 
titude.”” They’d walk away snarl- 
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because too many 


ing and all sorts of ill-will towards 
Cobet Jewelers was born. 

Then, later, even more sinister 
things began to happen. One of 
Cobet’s customers might be exam- 
ining a bit of jewelry he wished to 
present to his —er lady friend, and a 
fellow-worker from his office would 


come in to use the phone and ob- 


serve the transaction taking place. 
‘*Aha!”” he would say. “Getting a 
little present for the wife, eh?’’ The 
customer, who wasn’t getting any- 
thing for his wife at all, would turn 
crimson, mutter something about 
an appointment and be lost (as far 
as Cobet was concerned) forever. 

This, we could see, was a terrible 
thing. We mulled it over in our 
mind and determined to write an 
article on ‘“‘cutting down store 
traffic.” Just as we were inserting 
the paper in our typewriter, how- 
ever, Mr. Cobet called to tell us 
everything was fine. ‘The phones 
have been removed,” he announced 
exultantly, “‘and we have nobody in 
our shop but bona-fide customers.” 

That, gentlemen, seems to be the 
perfect solution. Remove the source 
of the unwanted store traffic and 
the whole problem is solved. 


© 
LL BURGLARS are not crude 
individuals, apparently — 


there’s one in New York who seems 
to believe in keeping his victims as 
comfortable as possible. 

The considerate bandit, in this 
case, appeared at the store of Aaron 
Kruger in the Bronx, one day, 
forced the owner into a back room 
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and trussed him up with rope, etc. 
He then proceeded to ransack the 
store. However, Mr. Kruger called 
out to him after a while that he had 
a cramp in his leg—caused, no 
doubt by the tight bonds. 

Did the burglar reply profanely? 
Did he throw something at Mr. 
Kruger for interrupting him? Not 
at all. He went back, untied the leg 





bonds and, for the next fifteen min- 
utes, massaged Mr. Kruger’s leg. 
Then he tied him up again, bade his 
victim goodbye, and escaped with 
$1800 worth of merchandise. 


oe 


OR TWELVE YEARS, now, 

jewelers in Springfield, Ill., have 
been courting the younger gener- 
ation just about as early as possible, 
viz: at birth. Of course they haven’t 
been sending direct-mail literature 
to all newborn infants — that would 
be a bit premature. Instead, each 
year they have conducted an an- 
nual New Year’s Baby Derby, 
awarding prizes to the first, second, 
third, etc., babies born in the 
New Year. 

This year, for instance, in con- 
junction with the Illinois Journal 
and Register the Bridge Jewelry 
Co. gave a silver plated baby cup 
to the first child born in the city in 
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1948, a gold ring to the second and 
a silver-plated spoon and fork set 
to the third. Another firm, Ed- 
wards Jewelers, offered a sterling 
rattle to the fifth 1948 baby and a 
lucite comb and brush set to the 
tenth. Holland’s Jewelry awarded 
an expansion bracelet to the first 
1948 baby and gold plated cups to 
the second, third, fourth, fifth and 
sixth children born in the New Year. 


e 


| ERE’S a little story with an 
obvious moral. 

One recent Saturday night Boris 
Stoll, Waterbury, Conn., jeweler, 
noticed, after putting his merchan- 
dise away in the safe, that he had 
overlooked a tray of diamond rings. 
“Shucks,” he said to himself. ** 1’m 
not going to open that safe again. 
I'll just hide them somewhere safe 
until Monday.”’ 

Accordingly, he looked around 
and decided that the waste basket 
was an unlikely place for anyone to 
look for rings. So he put them‘there. 

On Monday morning, entering his 
store, Stoll noticed that the waste- 
basket was empty. With a yip of 
alarm he learned that an employee, 
arriving ahead of him, had emptied 
the wastebasket into the garbage 
can out in the street. 

Rushing from the store, the jew- 


eler learned that the garbage had 
already been collected. This pro- 
voked a number of screams on his 
part and produced an immediate 
appearance on the part of one police 
Officer Sullivan. Hearing Stoll’s 
story, Sullivan snapped into action, 
deputized a bystander (who turned 
out to be a retired policeman him- 
self) and the three of them (Sullivan, 
ex-cop and Stoll) fanned out in 
search of garbage trucks. 

Two hours later officer Sullivan 
located the garbage truck which had 
made the pick-up in front of Stoll’s 
store and ordered the driver to start 
dumping his barrels. Just as the 
one containing the rings was dumped 
Stoll came into view and, noting his 
treasures surrounded by ashes and 
whatnot, he whooped for joy, flung 
his arms around officer Sullivan’s 
neck, and kissed him. 

The moral? If you’d rather not 
kiss a cop, put your gems away in 
the safe. 
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HE N. TT. Turner Jewelry 

Company, 704 Market Street, 
San Francisco, is giving a monthly 
merchandise order of $50.00 during 
1948 to some lucky cabman. The 
prize, designated a safety award, 
was won by Anthony P. Trinchero 
at the first drawing on February 6th. 












































“| wasn’t able to fix it—see what you can do with it! 
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The rule of the drawing is that 
the cabman must drive defensively. 
and he is eligible for the prize if, 
during the month, he has had no 
liable accidents, received no traffic 
violations, has worked a full shift 
daily, and if his bookings have been 
sufficient to make his weekly guar- 
antee. 

Numbers are drawn at the end of 
each month and, if the bearer of 
the lucky number has complied 
with the safety rules, he is awarded 
the merchandise order. He can 
win only once in 1948. 

In response to this, and other 
friendly gestures, and through a 
“Make Your Payments—Payday”’ 
plan, Mr. Turner has increased his 
credit sales considerably and _ has 
enabled many cabmen to purchase 
items which they could not other- 
wise buy. 


ee 
CANNY jeweler in Barre, Vt., 


has hit upon an unusual (and 
successful) method of getting people 
into his store in order to dispose of 
slow-moving, war-purchased mer- 
chandise. 

His newspaper ad read: 

‘*500 Brand New Dollar Bills (for 
sale) for 97c each. One to a custo- 
mer, none sold to children.” 

Vermonters simply couldn’t re- 
sist such a bargain, and the surplus 
jewelry was sold out. 


e 
UR OBITUARY EDITOR 


(who far from being an eld- 
erly, melancholy, ghastly white in- 
dividual is really a gay, personable 
young fellow) received a startling 
phone call the other week. 

The voice on the other end, it 
seems, wanted to know if we had 
ever published an obituary notice 
on a certain jeweler. 

Checking through his files our 
mortuary man replied in the neg- 
ative and, not being able to be- 
lieve that JC-K ever overlooks any- 
thing, he inquired: ‘Are you sure 
that Mr. X is dead?” 

‘“No—I’m not,” replied the voice. 
“That's why I called. I was in his 
store the other day and they just 
said, ‘It seems so funny without 
Mr. X around,’ [ want to find out 
what they meant. I can’t figure 
out if he’s dead or just gone to 
Florida.” 
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Cap and gown figures, mortar-board display units, set theme for this window. 


Two Windows For the Goming Month 


Theme: 





RADUATION displays are important to the 
Jeweler, not only for the immediate sales which 
well planned and well timed displays will always bring 
in, but also for the potential business involved. The 
recipients of these June-time gifts comprise a goodly 
number of prospective customers...some of them 
may already be jewelry store customers .. . all of them 
certainly will become so in the near future. Your store 
name on the packages which enclose their most cher- 
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(Graduation 


by VIRGINIA DIXON 


ished graduation gifts will do much to make them your 
customers! 

Your Graduation displays therefore are worth an 
extra bit in effort and materials to snare their full share 
of business—now and tomorrow! Particular attention 
should be directed toward the choice of merchandise 
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displayed—and sold—for these gifts. Graduates who 
find their heart’s desire in the box which bears your 
store name will remember it with real enthusiasm. If you 
can arrange such an event, it would be well worth 
your while to conduct a poll of “most wanted gifts” 
among the students of your local school or college. 
Then you would really have the low-down as guidance 
for fond parents, aunts and uncles. If such a straw 
yote cannot be arranged through school or student or 
student auspices, astute inquiry among your own young 
friends should give you a clear enough picture so that 
you can speak with the necessary authority. Hardly 
any young graduate would be disappointed in a first 
quality watch, his or her birthstone ring, a good pen or 

ncil set or any of the other standard items, but there 
may be certain school preferences or taboos to be ob- 
served. If you can wangle the sponsorship of some of 
the leading school personalities—class officers and 


athletic stars, you have a good talking point for both’ 


display and over-the-counter selling. 


Your particular school set-up should suggest other | 


means of tying in your windows with the Graduation 
event, so that you can be, not only the leading author- 
ity on what this year’s graduates want as gifts, but so 
that you can build up personal contacts and friendly 
interest with the entire school body. Offer prizes for 


FOR ApriL, 1948 


MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 
Daisy Chain Display 
Black cardboard or paper Art store 
Poster paint - light brown Art store 
Artificial daisies Department store - flower dept. 
Black velveteen Department store - fabrics 
Black silk tassels Department store - trimming dept. 
Diplomas for copy Show card writer 
Diplomas for price cards Show card writer 
Notebook Display 
Notebook (approx. 16” x 24”) Show card writer 
Copy scroll Show card writer 
Black velveteen Department store 





some scholastic or athletic event—that will get your 
name bandied about the school and written up in the 
school paper. Exhibit the prizes and the winners’ pic- 
tures in your window. Make every effort to create 
friendly feeling among these youug people, for they are 
your next age group of “‘customers-coming-up.”’ 

For the first of the two suggested Graduation dis- 
plays, silhouette figures in cap and gown are used against 
the window background. Copy is lettered on a giant 
diploma held between the two figures. A daisy chain 
further decorates the background. Individual display 
units consisting of miniature “mortar board” hats give 
effective showing to watches and rings, and additional 

(Please turn to page 236) 


Important not only to your business now, but representing your 
future customers, are the graduates of today. Here are two 
suggested window themes for promoting this pre-June business. 
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Giant notebook of “most wanted gifts” dominates this graduation display. 
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Reminder: Some of your best customers 
come in through the window! 





EATURE 1847 ROGERS BROS. in your windows during The 1948 
Silver Parade and you'll see what we mean! 
For nothing draws customers inside in bigger numbers than a 
well-planned window display of the silverware they know best and 
want most. 

This is why we make a special effort to supply you with well- 
designed, adaptable, and effective display material ...like the 
current 6-piece display of “America’s Finest Foursome. 

Be sure to put this material to work during The 1948 Silver 
Parade — April 19th to May Ist. And display 1847 Rogers Bros. 
regularly all through the year to increase your silver volume 
and build a profitable future business. 


The International Silver Company, Meriden, Conn, 


1847 ROGERS BROS. C4imunicas Dinut. Qflverolie 
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JIC Launches Advertising 
Campaign to Boost Retail Jewelers 





Full-page four-color ads to be 
run throughout the year in the 
Saturday Evening Post. First ad, 
to appear on May I5, will feature 


graduation gifts from jewelers. 


This advertisement at right, reproduced in miniature, 
will actually be a full-page in full color in the is- 
sue of the Saturday Evening Post that will be out on 
May 15. Other advertisements also in full pages and 
full color, and similar in general style to this one, 
will be spread throughout the year. Each of them will 
be based upon some specific occasion, stressing 
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the prestige and glamor of a gift in a jeweler's box. 


THEIR BIG DAY DESERVES 


WT ETHING FROM THE JEWELERS 
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i Always Something Special” ITU 








ETAIL jewelers throughout the country next 
month will begin to receive the impetus of a pow- 
erful new selling aid, such as they have never had be- 
fore. It is a big-league campaign of national advertising 
designed and created for the sole purpose of bringing 
more customers and more business into the retail 
jewelry stores of America. It is not a campaign in be- 
half of any one brand of merchandise, nor even of any 
one class of merchandise. Nor does it give preference 
to any type or size of jewelry store over any other. It’s 
whole theme and purpose is to help all jewelers to sell 
more jewelry store merchandise, to more people, 
more often. 

Each advertisement in the series takes some im- 
portant gift-giving theme or occasion, makes the point 
that every important gift occasion deserves a gift that 
will have a corresponding importance in the eyes of the 
recipient, and stresses the fact that a gift in a box from a 
jewelry store carries with it a certain prestige that 
nothing else will give. The basic idea is summed up 
in the slogan at the bottom of the accompanying illus- 
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tration of the first ad—‘‘Something From the Jeweler’s 
is Always Something Special.’”’ This slogan will be 
played up in every one of the ads throughout the year. 
Thus the entire business of the retail jeweler is pro- 
moted by consistently playing up the jewelry store as 
the place to go for all kinds of gifts for all kinds of major 
occasions, rather than featuring only some specific items. 

Because such studies as the Roper Survey confirmed 
the fact that most people have only relatively modest 
amounts to spend, the point is brought out in every ad- 
vertisement that the extra values of jewelry store 
prestige, integrity and glamour add nothing to the cost, 
and the further fact that the jeweler offers a wide 
variety of gifts at modest prices as well as the ex- 
pensive items with which the idea of the jeweler is 
often associated in the public’s mind. 

Copy for the first advertisement reads: 

“THEIR BIG DAY DESERVES SOMETHING FROM THE 

JEWELERS 

**It’s the end of four important years . . . midnight 

(Please turn to page 288) 
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Richard (left) and Walter Beyer wait on a 
customer. The brothers, upholding the 50 
year old tradition of the firm, back it up 
with a varied but steady promotion, 


Rural Promotion Program 
Gives Store ‘Area’ Kecosnition 


EPTEMBER this year will give the half-century 
mark to the Richard H. Beyer jewelry store busi- 
ness, 28 W. 8th St., Erie, Pa. Under the same family 
management continuously since 1898, this firm pres- 
ently has brother-partners, Walter E. and Richard L. 
Beyer, who point to years of “broadside’”’ promotion 
efforts that have gained this store a lasting, profitable 
trade in silver of all kinds. 

In fact, all advertising by this store has always carried 
with its signature, ““The Silver Center for Northwestern 
Penna.” Newspaper advertising and, of late, radio 
advertising, serves to integrate the diversified but well- 
planned promotions for silver sales always emphasized 
here. 

‘‘We have specialized in silver because years ago it 
shaped up as a dependable bread-and-butter gainer,”’ 
explained Richard Beyer. “Currently, in addition to 
skillfully executed selling prodcedure within the store, 
artful displays, extensive inventories in leading, na- 
tionally-advertised brands, and other silver promotion 
details, we’re considering a radio contract that will give 
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us a 15-minute musical program weekly. Advertising in 
conjunction with these programs, as always, will stress 
our silver lines and our ability to satisfy every cus- 
tomer’s silver needs.”’ 

Beyer’s has been using the air lanes since January, 
1947, as a matter of fact, to supplement heavy news- 
paper advertising. The partners find it difficult to dis- 
tinguish between the benefits in sales gained from the 
two mediums, radio and the dailies, but maintain that 
each reaches potential customers that are frequently 
untouched by the other. 

Current and past radio advertising has consisted of 
spot announcements, however, as compared to the 
more leisurely musical program under contemplation. 
It is felt that the latter will reach more of the trade that 
stems from quiet, unhurried radio listening, in contrast 
to the punch effect of spot announcements usually 
aimed at those who must listen on the run. 

In newspaper advertising, as well as in radio, the 
partners have relied on their own copy-writing abilities 
rather than turning the work over to an advertising 
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of their advertising budget to promoting rural trade. 
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by WALTER RUDOLPH 


a 


Walter Beyer specializes in sell- 
ing hollowware. One of the best 
methods of promoting customer in- 
terest is to let them handle goods. 


agency. They feel that, in view of their closeness to and 
long-studied efforts in silver selling, they can put more 
“meat” into advertising copy than ad-writers who lack 
that intimate knowledge of silver merchandising. 

Paradoxically, it might seem, the Beyer advertising 
layouts have made consistent and heavy use of mat and 
cut services extended to all jewelry stores by many 
leading silver manufacturers. This holds especially in 
one phase of their advertising, that which is aimed at 
the large number of potential rural customers. 

Rural promotion efforts, the Beyers state, are very 
important to the jewelry store that contends for “area” 
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shing their store as the **Silver Center for N. W. 


ansylvania,” the Beyer brothers schedule a large part 


Uncrowded displays are em- 
phasized at Beyer’s. Here, 
an attractive setup is ar- 
ranged with the aid of a 
traveling display and the 
suspended pattern showing. 





leadership in any branch of the business. In their case, 
as noted, silver is the big item—thus, the tag lines, 
‘The Silver Center for Northwestern Penna.” 

“For instance, we could have made it, “The Silver 
Center of Erie,’ or something like that,” said Walter 
Beyer, “but that would not accomplish our purpose. It 
would not include the rural customer, whom we want to 
cultivate. We want to flatter the area, and lead the 
rural customer to understand that we are concerned 
with his needs, as well as those of city-dwellers.”’ 

With this in mind, the Beyer firm has advertised 

(Please turn to page 236) 
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Throughout the year, smalj 
signs are placed in window 
and interior store displays 
calling attention to store's 
Christmas “Lay-By” promotion, 


Christmas Gift Lay-Aways 
Promoted the Year-Round 


by ETHEL C. PITKIN 
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Merchandising the idea of gift lay-aways throughout the year, 


Gerber’s, St. Paul. Minn.. insures the business of customers 


of plan, trades up customer purchases and increases traffic. 


These small hand-painted signs placed 
near appropriate gift merchandise, in- 
vite customers to ask about lay-by plan. 


T may seem like a wild pitch to ask a customer 
the day after New Year’s, ““What are you doing 
about your Christmas shopping?” but that is what is 
done regularly as a starter in a lay-away program which 
is actively promoted throughout the entire year at the 
J. A. Gerber jewelry store, for more than 60 years one 
of St. Paul, Minn’s., quality firms. 

It is not so far afield, according to S. C. Cohen, man- 
ager, because many a customer, after the rush of last 
minute shopping for Christmas gifts, is in a “‘never 
again’ frame of mind and receptive to suggestion of an 
easier way for the next holiday season. 

The ease of the lay-away plan for Christmas shopping 
is stressed as a basic feature. Important, too, in the 
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selling of the plan, is that customers thoroughly under- 
stand that they are not held to the article they have 
purchased but may change to any other item in the 
store if they should later wish to do this. This estab- 
lishes confidence and enables the customer to feel that 
he is not definitely committed to the original purchase. 

“We like our customers to feel that the store and the 
lay-by program is for their service,” said Mr. Cohen. 
“For the sake of the long view in the plan, it 1s to our 
advantage that each customer is entirely satisfied. We 
want them to feel pleasure in the long-time planning. 
We feel that this is as essential as the scarcely noticed 
monthly payments, which is one of the points we make 


in selling the plan.” 





That this aim has been achieved is attested by the 
fact that now, the program having been established for 
several years, from 50 to 60 per cent of Christmas pur- 
chases in the store are made by the lay-away method, 
even though the store is located in the loop district, 
on a heavy traffic street and does a good transient 
business. 

The largest promotion of the plan is by direct sug- 
gestion. All clerks are instructed to direct attention 
to the Christmas lay-away service when a sale is made 
at any time in the year. The suggestion is made to 
those who come in to make payments on other lay- 
aways. ‘There may not be a response to the first sug- 
gestion, nor the second, but the seed of thought is sown 
and, eventually, in many cases, there is a reaction and 
a Christmas purchase is made. New credit customers 
are invited to take advantage of the plan. Those with 
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small balances and those who have paid accounts in 
full are reminded of the Christmas lay-by service. 

As the Christmas holiday draws nearer, a more in- 
tensive promotion is begun. All small balance accounts 
are gone over and to these, whether recent suggestions 
have been made or not, telephone calls are made with a 
reminder that they should soon be planning their 
Christmas gift lists. They are invited, on their next 
trip down town, to stop in the store and look over new 
merchandise and are given a further suggestion as to 
the convenience of making selection early, using the 
Christmas lay-away plan. Other customers are tele- 
phoned concerning specific merchandise which has 
come in, of a kind in which they have at some period 
evinced interest. 

Throughout the year, window displays hold small 
signs which carry the words “Christmas Lay-by.”’ 
These are placed with certain pieces which are particu- 
larly suitable for gifts. As the Christmas season comes 
near, larger placards are used. These are also promi- 
nently placed in the store in sections which hold higher 
priced merchandise. 

In some sections placards read, “Consult us about 
your gift program.’ One of these is used the year round 
in a silver section which occupies a central location in 


the store. 
(Please turn to page 238) 


Newspaper advertising of Gerber’s stresses 
the wide range of prices to fit every purse 
and, of course, play up the lay-away plan. 
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Interior corner in Smith- 
Patterson store, looking 
out to street through the 
two-way windows. Both the 
cases and windows contain 
versatile display platforms 
designed by Eleanor Smit. 


Eleanor Smit, 22-year old 
display manager at Smith- 
Patterson store in Boston. 
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Windows With a 


And they’re literally that at Smith- 


Patterson Co., Boston, where 22-year- 





old girl is doing outstanding job. 





OUNG ideas in window and store display are being 
put to work today in one of New England’s smart- 
est and largest retail jewelry firms. 

Eleanor Smit, 22-year-old Display Manager of the 
new seven-story Smith-Patterson Company, has been 
with the store only a year and a half. Before the new 
location was opened last September, Miss Smit worked 
closely with the architect, George Ely, on plans which 
included ultra-modern showcases and unique two-way 
show windows facing on two streets. 

These eight large show windows, divided in half, 
horizontally, by jewelry display platforms, provide 
passersby with a full view of the store’s interior. 

It is the divisional and display platforms that are 
Miss Smit’s particular pride and joy. She designed 
them herself. 
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‘Don’t ask me how they were done,” she said with a 
smile as she outlined something of the ultra-modern 
artistic ideas which have been so attractively developed 
in her window displays. ““They just worked out.” 

‘“T’m really not a good manager. I have everything 
so mixed up. Just look at my desk — or in my brief 
case; filled with papers, clippings! Ideas! 

“But, the platforms are in seven basic shapes — 
squares, half-rounds, and other geometric figures — 
which vary in height and size and which may be used 
singly, in pairs, or combined to form any design one 
might wish. Their use depends a great deal upon the 
types of jewelry, watches, or accessories which are to 
be displayed.” 

Three key colors are used on these window plat- 
forms — aqua, royal blue, and maroon — and these are 


THE JEWELERS’ CircuLAR-KEYSTONE 








Valentine's Day window at 
the Smith-Patterson store 
showing use of platforms 
for dividing windows from 
interior of store and for 
displaying jewelry. Two 
heart motifs set the theme. 





Youngs Idea! 


by EVERETT SMITH 





Use of the various geometrically shaped platforms 
in combinations with each other for jewelry display. 


set off by the use of pearl-gray bases or low back panels. 
Shadow boxes or drapes, seen in so many jewelry store 
windows, are not used by Smith-Patterson. 

In the windows, themselves, combinations of egg- 
crate lighting, incandescent bulbs, and fluorescent tubes 
give a heavy intensity of light. Window displays are 
changed each week, and the settings rearranged occa- 
sionally durmng the week. 

A basic knowledge of design is essential to a window 
dresser, Miss Smit contends. Much of her knowledge 
stems from her art studies. She studied art and paint- 
ing for a year in the Boston Museum of Fine Arts. 

Born in Pretoria, South Africa, Miss Smit has lived 
in England and in Holland, and has traveled all over 





=— ~ . OnNA.. _ on 99 
the United States. My father traveled a lot, she Simple gold wire hearts set theme for this Valentine’s 
(Please turn to page 239) Day window. Note use of platforms to unitize displays. 
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Accent On Quality 


Is Password to Profits 


All promotion at John Byrne, Ine.. Omaha, Nebraska, is 


keyed to the thought that this is a store where the 


eustomer is assured of getting top quality for his money. 


UALITY” is the password to profits at John 

Byrne, Inc.—the theme that keynotes promo- 
tional maneuvers, the pivotal issue in clerk-customer 
conversation pieces, the nucleus idea around which 
window and inside displays are developed. 

A painstaking, thorough campaign to implant the idea 
that his jewelry emporium is a dependable port of call 
for quality-seeking jewelry shoppers is clicking for 34- 
year-old John Byrne whose store in Omaha, Nebraska, 
presents a strikingly different sales backdrop for the 
outstanding line. 

Formerly the Allgaier Jewelry company, a store 
which perpetually catered to a discerning clientele, the 
tradition of high-class merchandising combined with 
top-ranking branded merchandise, has been maintained 
since Mr. Byrne became sole stockholder early last year. 


t 








John Byrne hs upholding his store’s reputation 
for high class merchand:sing but he also has 
the welcome mat out for average income buyers. 
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He acquired his jewelry selling experience from an 
association with his father in a wholesale jewelry enter- 
prise, before serving a stretch in the armed services, 

Physically speaking, the Mankato marble front, and 
curved, invisible glass windows help set the store apart 
from the usual in sales backgrounds. Located in the 
Omaha Athletic Club Building, the medium-sized L- 
shaped store is outfitted, largely, for sit-down selling 
with chairs fronting practically every counter. 

‘“Sit-down shopping holds a particular attraction for 
the fair sex,’’ says John Byrne, who at 34 is the oldest 
member of the staff. 

Jewelry, watches, silver, diamonds, and diamond 
jewelry, in names of Who’s Who prominence in the 
industry are featured. Gold and costume jewelry, for 
both men and women, handbags and evening bags, and 
perfumes, however, are lively traffic-builders. 

“A neat per cent of the clientele seeks fine, rare 
jewelry,” says the jeweler. “Precious and semi-precious 
stones are in heavy demand. Business is rushing in our 
special order and design department, housed in a separ- 
ate shop, where we tailor jewelry to individual specifica- 
tions. A basic function of the shop is to refurbish old 
jewelry. These services produce a lot of new business, 
and keep old business coming back to us. Some stores 
perform such services perfunctorily—we publicize them 
in all advertising mediums, emphasizing that we treat 
each job with strict attention to the customer’s instruc- 
tions and tastes.”’ 

Although barely a year has elapsed since John Byrne 
acquired the store, the program he intends to pursue 
has been clearly drawn. 

“Quality will, as in the past, be accentuated; but a 
promotional campaign, now under way, is programmed 
for the purpose of obtaining more “bread and butter” 
trade, with the welcome mat laid out for ““Mr. Average, ’ 
the shoppers who purchase diamond rings ranging in 
price from $50 to $250.00 . 

The only credit plan that the store has offered up to 
the present has been one of 90-day charge accounts, 


(Please turn to page 240) 
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by G.R. LOWEN 





Mr. Byrne capitalizes on a unique 
window display arrangement by bill- 
ing his business as “The store with 
the famous invisible glass windows.” 





Omaha women jewelry shoppers 
prefer sitdown shopping faci- 
lities and, catering to this 
preference, has strengthened 
Mr. Byrne’s sales position. 





A standout in downtown Omaha because of 
its distinctive front, the Byrne store 
has coveted position in modern building. 
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A black and 
white theme 
dominates en. 
tire facade 
of the May- 
ers’ store. 


Display Technique, Not ‘Front’ 
Is Secret of Store’s Success 


University Jewelers, Westwood Village, Calif.. 


by JUANITA SAYER 


depends on a functional, efficient layout rather 


than on expensive, unnecessary store fixtures. 


N fashionable Westwood Village, Calif., where the 
per capita income is just about the highest in the 
nation, you might expect the favorite jeweler to operate 
in an exclusive salon type store. It would also be 
reasonable to assume that in this wealthy, sophisticated 
community, he would have to spend a small fortune just 
to maintain a “front,” i.e., outlays on such categories as 
display, modernization, and fixtures would be consider- 
ably higher than for jewelers doing a comparable 
volume in other communities. 

“You'd be wrong on all counts,” Joseph Mayers, 
owner of Mayers’ University Jewelers, will tell you. 
‘“‘We spend very little in the way of money in maintain- 
ing a ‘front,’ and although we believe in modernization, 
we have spent virtually nothing on revamping the 
store.’ He’s not expanding either, even though he does 
a volume that some jewelers might think would warrant 
twice the space. 

This may run contrary to current thought on modern- 
ization, he will hasten to admit. “‘In fact, what I spend 
on alterations is such a small amount that I am almost 
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embarrassed to mention it. But don’t get me wrong. 
I’m not a reactionary or a pinch penny. I have my own 
methods of store improvement.” 

Mayers has good reasons for not spending large sums 
on alterations. ‘First of all, our patrons like us the way 
we are—small, cozy, and informal. We don’t want our 
store to have that mechanical, automatic look you see 
too often in drastically modernized stores. Our store 
has made lots of friends because it is intimate and 
friendly looking.” 

A firm believer in a functional, efficient store that is 
easy on the eyes and easy to shop in, Mayers is con- 
stantly making improvements in layout, decor, and dis- 
play. But when he does make changes, he never de- 
stroys the individualistic look that has endeared the 
store to the community. 

By designing and arranging fixtures and charting 
store layout wisely, he has utilized available space well 
and has thus saved the expense of expanding his square 
footage. 

‘‘We have devised inexpensive methods of bringing 
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the store up to date, without making major changes in 
the structure of the building itself, he said. . 

For example, when he wanted to give a main show- 
room a more intimate and modern look by lowering the 
ceiling, he merely produced the effect by lining the 
ceiling with false beams and setting them with incan- 
descent floodlights. The result: streamlined beauty and 
better lighting, accomplished so smoothly that there 
was no interruption in business. “That little idea 
saved us $500,’’ he added. 

This is just one of the few smart tricks that Mayers 
has up his sleeve. His display tricks, he calculates, have 
saved him thousands of dollars over a period of nine 
years in which he has been located in the Village. 
“Considering the volume we do, we haven’t spent much 


Joseph Mayers (left) 
and associate Morry 
Howardwho has helped 
design smart displays 
which make every item 
of merchandise visible. 
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in the way of money on display, but we do give it a lot 
of time and attention.” Indeed, the ingenious displays 
and decoration dreamed up by him and his staff have 
made Mayers’ one of the most arresting and dramatic 
little stores in Southern California. 

With paint and material, attractive, colorful display 
pads, plenty of elbow grease and study, Mayers feels 
that even the jeweler on a tight budget can originate 
displays that will arrest the attention of the passerby 
and make him want to enter the store. Then, fresh, 
inviting interior displays, arranged to tell him an inter- 
esting story about your merchandise, will hold his inter- 
est once he gets inside and will help put him in a mood 
to buy. 


(Please turn to page 242) 





Closeup of aisle case 
with its tasteful ar- 
rangement of diamonds on 
top shelf and gold jew- 
elry, watches and watch 
bands on the shelf below. 
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Weisfeld’s, in 
Portland, Ore. 
Played up dig. 
monds for grady. 
ates against 
background of q 
large —hand.-itly. 
minated book. 





June is For Graduates, Too 


F there is ever a time when gifts of quality should be 


strongly featured, it is at the commencement sea- With the big accent in June on brides, 
son. It is the high point in the lives of all young people, 
marking the time when they leave the world of books don’t overlook the graduates, a phase 
for the world of business. It should be commemorated 
with a gift that lasts. Realizing this, Weisfield & Gold- of yvour business that’s important not 
berg, Seattle, Wash., devoted much newspaper space 
‘and their entire battery of windows to the featuring of only now. but for the future as well. 
diamonds and watches as graduation gifts. High on the 
wall, on either side of the store, were long strip cards, by W. B. STODDARD 


with blowups of graduates in cap and gown at either 
end. One of the signs called attention to ““Watches for 


American-made watches were featured 


by Peter Michael, of Seattle, Wash., — = $C 

last year. Against background card . GRADUATI EnIOR_ 

showing a bar of music of the song | i - lc el 

“Time On My Hands,” the watches were | 2 7 es grou oa 

displayed on a three-step fixture. ; 3 e * é Ca a “ “a : 
i 4, 5 f i sfeok Fea ob FF 


2 -nupeopoae EE BLO OE ILE OO. > 


nes 


BULOVA 


deo. 
ERS +. 
; : * ; 
eA : 
on : a 
™ ee 
oe 











198 THe JEWELERS’ CIRCULAR-KEYSTONE 














RONSON ARE 


“E ver-P resents 5 


... and this year Ronson PRESENTS them to the Public 
with a greater than EVER Spring gift campaign! 





* 


t+ + + 


FULL PAGES in FULL COLOR in: LIFE, SATURDAY EVENING 
POST, NEW YORKER, MADEMOISELLE, VOGUE and ESQUIRE. 


HALF PAGES in FULL COLOR in: BETTER HOMES & GARDENS 
and GOOD HOUSEKEEPING. 


RONSON LIGHTER NECESSITY gift ads in: LIFE, SATURDAY 
EVENING POST and AMERICAN WEEKLY. 


TELEVISION SPOTS...in markets covered by this dramatic... compelling 


eas great new advertising medium. 


RADIO MESSAGES... Coast-to-Coast every Saturday night (Pacific Coast, 
Sundays) on your Mutual Network Program — 20 Questions. 


Add to this dominant — a colorful campaign a 7 out of 10 
public preference for Ronson and you have assurance of 


continued overwhelming demand for the lighter that fea- 


() N () N tures that greatest of lighting conveniences: 





WORLD’S GREATEST LIGHTER 
Ronson Art Metal Works, Inc. . Newark 2, N. J. 
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PRESS, IT’S LITI... apy RELEASE, IT’S OUT! 


Safely out the instant you lift your finger. 
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LeRoy’s, Tacoma, Wash., used a 
novel idea inside the store to 
center attention on graduation 
gifts. Silhovette figures of 
graduates were shown against a 
white background with a cutout 
sign reading, “A Watch From 
LeRoy's For Graduation.” This 
sign backlighted at night could 
be plainly seen from the street. 


the Graduates,’ and the other “Diamonds for the 
Graduates.”” One window showed an open volume, 
with illumined lettering in Old English “Now and 
Forever—Graduation. The best award for the culmin- 
ation of four years of achievement is one of these fine 
watches.” Beside the volume was a cerise feather pen, 
and grouped about it were a number of watches for 
both men and women. A companion window showed 
another volume in which was printed “Now and for- 
ever—Graduation. The gift of a Diamond for this 
honored occasion will truly reward the graduate and at 
the same time reflect the good taste of the donor.” 
There was a broad strip of purple ribbon down the 
center, and a large cherry red feather pen. Strewn 
about the window were a number of diamond rings in 
velvet cases. Another diamond window, with a large 
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Another Weisfield window 
featured variety of gifts 
in a wide price range to 
satisfy customers who want 
something different. Cut- 
out figures of graduates 
were scattered through the 
display carrying out theme, 





white panel had a blue card, lettered in black and white 
“A diamond and a diploma—they go together—a 
permanent symbol of graduation.”’ Down front was a 
big diploma tied with blue. 

One of the most striking methods of calling attention 
to gifts for the graduates was adopted by LeRoys, 
Tacoma, Wash. Inside the store, wall cases lined with 
blue held silver, costume jewelry, pens and stationery, 
and watches. At the back of the store, high on the wall, 
against a white background were silhouetted larger than 
life, half-length figures of graduates, and above them in 
letters that could be read from any part of the store “A 
Watch from LeRoy’s for Graduation.” The silhouetted 
figures were placed on both sides of the big store clock. 
These silhouetted figures were floodlighted at night, and 

(Please turn to page 245) 
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A movie short on diamonds 
ise it FREE 


“The Eternal Gem” is a fascinating movie on diamonds, a 
10-minute professional production. It gives the history of dia- 


monds, the story of famous stones, and shows diamond-cutting 


operations in detail. 


This film is yours FREE, on a short-time basis, for showing 
before clubs, schools, trade associations, business groups, and 
for sales training and other uses. Entertaining, informative, 
this film has already been shown throughout the country in 3900 
theaters, before an audience of 15,000,000 people. It’s an im- 
portant part of the diamond promotion plan that’s stimulating 


interest in the diamonds you sell. 


For details on how you may acquire “The Eternal Gem” 


for your own use, write to Association Films, 347 Madison Ave., 


New York 17, N. Y. 








Diamond promotion promotes your business 





De Beers Consolidated 


FOR AprIL, 1918 


YOUR diamond promotion includes. . . 


ADVERTISING supporting the engagement ring tra- 
dition—in Life, Look, The Saturday Evening Post 
and Collier’s .. . stressing the fashion significance 
of diamonds—in Vogue and Harper’s Bazaar. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES—‘“The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


© All are designed to help maintain your diat :ond 
volume. 


Mines, Ltd. 
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“Special? Windows 
Win Store 


Wide Recognition 








WO original window ideas with a “different” twist 

have succeeded in making Dow and Stubling, 

jewelers at 581 Congress St., Portland, Maine, famous 
throughout the state. 

The first window, known as the $1 window, was 
established 20 years ago by Mrs. W. H. Stubling. “It 
has become famous throughout the state, and increases 
business both in personal contact and mail-order,’’ says 
Mr. John Dow, manager of the store. 

The array of $1 values offered each week often 
features a special item, sometimes one from a factory 
close-out. Mr. Dow offers as an illustration the time 
when a small diamond was placed in the window to see 
how long it would take to be noticed. Within three 
hours it was sold. In another instance a leather hand- 
bag worth $25 was the specialty offered. 
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The minitature clothesline at the rear of 
the window attracted passerbys to this un- 
usually attractive baby window. Merchan- 
dise is arranged on white satin, carefully 
balanced to provide an uncluttered effect, 


Dow and Stubling “dollar” window features 
a wide selection of one-price items; some- 
times a specialty item costing much more. 


The second successful Dow and Stubling window was 
designed to sell baby jewelry through the medium of 
“little garments.” An inspiration, a quick trip to the 
dime store’s toy counter, and a certain amount of care- 
ful preparation resulted in an unusual display which 
brought instant results. 

The window was a combination of cheerful, atten- 
tion-getting toys and regular Dow and _ Stubling 
merchandise, with a dignified all-over impression. The 
line of baby clothes at the rear of the window, for 
instance, was obviously five-and-dime. So was the 
chubby cherub dominating the window. But the tiny 
gold ring on the doll’s finger and the mucisal black lamb 

(Please turn to page 247) 
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He’s got a 


The Circle of Light representative 
who calls on you is a carrier of 
dream-stuff. Every brilliant, blaz- 
ing Circle of Light Diamond rep- 
resents the complete fulfillment 
of a young woman’s dream . . . the 
longed-for symbol of home and 
happiness. 

It's the diamond she longs for 
... looks for... because she knows 


of its greater fire, larger size ap- 
































wallet full of Dreams... 


pearance and more radiant beauty. 
She knows it’s the only diamond 
that is completely polished afford- 
ing complete light refraction and 
reflection. 

Yes... your Circle of Light rep- 
resentative carries a wallet full of 


dreams . . . Circle of Light Dia- 


monds that fulfill YOUR dreams 


of steady, profitable sales, satisfied 


customers and increased good will. 





‘The diamond with the signature no other can copy’’ 


THE CIRCLE OF LIGHT DIAMOND 


THE GUILD OF AMERICAN DIAMOND CUTTERS az affiliate of 


Melee Plant. 
305 Ease 45th Street, N. Y. C 


Otteeeteee 


BAUMGOLD BROS. INC. 


62 WEST 47th STREET, NEW YORK CITY, NY. 





Los Angeles Office: 220 West 5th Street 


FoR Aprit, 1918 





*Trade Mark U. S$. Pat. App. tor 


Diamond Tool Research Co., 304 East 45th Street, N. Y C. 
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New Designs From Paris. . . 





NEW note for Spring fashions in jewelry is 
accentuated in the modern designs reproduced 
above from the latest Parisian Jewelry Design Album, 
L’Officiel de la Bijouterie § Accessoires, a quarterly 
edition of jewelry styles by prominent designers. 
Combining simplicity and good taste is the watch 
bracelet with its dainty small time piece embraced by a 
double wrist band of plain polished gold, open at the 
bottom and easily adjustable on the arm. 
Similarly attractive with its refined modern lines is 
the ring at the lower right of the plate. 
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With the Spring season at hand, the pin showing a 
racing horse urged on by his jockey is a highly fitting 
theme for informal jewelry which among others will 
adorn the spring costume of the style-conscious Parisi- 
enne. 

The above illustrations are a part of the many novel 
ideas of real interest to American jewelers presented in 
the latest edition of L’Officiel de la Bijouterie g Access- 
oires, which can now be obtained from its American 
office located at 41 Union Square West, New York. 
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W soe pleasure in announcing 
to the trade our removal to 





550 Fifth Avenue 
near 46th Street 


Here in our spacious offices and workrooms on the entire eighth 
floor, all of our facilities are under one roof. With much larger floor 
Space and an efficiently arranged system, we will be able to give 
you better and quicker service than ever. 


Please make a note of our new telephone number L Ongacre 4-7/55 
We cordially invite you to visit us. 


S. NATHAN & CO., INC. 


Stone Headquarters since 1901 for all 
; precious, semi-precious and synthetic stones. 
In Providence 


40 Fountain Street VICTORIA PEARL CO., LTD. 


In Los Angeles The finest in Pearls--Simulated, Cultured and 
315 West 5th Street START-O-PEARL Orientals. 


In Toronto NATHAN LAPIDARIES, INC. 


The European Stone Company A complete lapidary service. 
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PEDaDER EF -4aS TEE’ % : . Keepsake 
24-sheet posters work twenty -four hours per day turning highways in- 
to buy-ways leading to your store. Keepsake bus and car cards ex- 
pand the selling radius ... reach new prospects and stimulate traffic. 





SHOWCASE DISPLAY SYSTEM Custom designed to 
fit any show case. This efficient layout treats mass display with the air 
of a distinguished collection. Planned for easy selection. In sectional 
units ...it anticipates your expansion needs with unusual flexibility. 





L\EWSPAPER YIAT SERVICE Free to all Authorized 


Keepsake Dealers—a complete series containing more than 
50 advertisements from small space insertions to big page-dom- 
inating special promotions and easy-to-use ad-making units. 
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GENUINE REGISTERED 


Free to all Authorized Keepsake 
Dealers. Full-color movie playlets ready for showing in any theater 
set the stage for extra sales. Kach playlet packages a selling 
message in drama and music . . . features dealer’s name in color. 


Time-Tested 
that Assure 


How the Greatest Advertising- 
Merchandising Plan in the Ring 
Field Promotes Top Sales for 
Authorized Keepsake Jewelers 








Through the years, Keepsake, the largest national ad- 
vertiser in the diamond ring field, has worked out a 
soundly integrated merchandising system focusing the 
full selling power of national advertising directly on 
authorized Keepsake Jewelers in their trading areas. 
While national advertising creates consumer preference, 
these dealer advertising-merchandising and point-of-sale 
helps are the signposts that guide pre-sold customers to 
the stores of Keepsake Jewelers. 


So extensive is the Keepsake line of dealer promotional 
aids that not all are shown here. Also available are: 


L. Imprinted with the Keepsake 
Sunetine s name. Designed as miniature catalogs, they 
present a full showing of popular Keepsake styles. 


Keepsake frames one of its 
most effective color advertisements as a distinctive 
showpiece. 


No wonder Jewelers with the Keepsake Franchise sell 
more diamond rings . . . higher priced diamond rings . - « 
easily double their sales with Keepsake! 
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Every season Keepsake offers 


dealers window displays as dramatic and attention-getting as 
miniature stage settings. Showmanship like this turns passers- 
by into prospects and customers, makes your window a showpiece. 


Sales Builders 
Increased 


SELL TWO WEDDING RINGS 
INSTEAD OF ONE! 


Keepsake helps jewelers capitalize on the fashion 
trend toward matched wedding rings with a 
complete advertising-merchandising package 
that sells two wedding rings instead of one 
WITH the Keepsake engagement ring. 


Authorized dealers receive: A Special Wedding 
Ring Window Display e Wedding Ring 
Counter Display e Wedding Ring Stock Con- 
trol Tray e Wedding Ring Display Tray e 
Wedding Ring Newspaper Mat Service e 
Wedding Ring Direct Mail Folders. 


Authorized Keepsake Jewelers receive every- 
thing needed to build wedding ring volume... 


to double sales and TRIPLE Profits. 


LH. POND C0., INC. + SYRACUSE 2, N. Y. 


FoR ApriL, 1948 





Keepsake puts the names of Keepsake Jewelers 
in neon and focuses attention on their windows. The handsome 
ILLUMINATED SIGN establishes quick identification of your 


Diamond Department and becomes a luxury touch for your counter. 





COUNTERPAD MERCH 
sales clincher! Simplifies the selling job by putting the Keepsake 
selling story at the jeweler’s fingertips. Unfolds from a portfolio to 


an easel-back, illustrated selling presentation with showing pad. 


A-NEDESEE Keepsake’s newest 


ans 


TEcES EE.AEDEO) Keepsake presents David Ross in a series of 
one-minute spots or 20 and 30-second chainbreaks. Jim Ameche sells 
for dealers in 13 other 20-second spots. Fourteen 5-minute shows fea- 
ture finest musical talent. All free to Authorized Keepsake Dealers. 
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Crystallography For Jewelers 





Second part of a discussion of the ecystal systems of gem 


stones, basis of many of the properties of minerals, and 


an important factor in the study and identification of them. 


E next come to what are called the symmetry 
elements of a crystal system. This is leading up 
to the part that is really a little difficult and which can 
be read up better in a mineralogy book, for those who 
wish to go further with crystals. In brief, the symmetry 
elements are of three types, the center, the planes and 
the axes. We can see that lines connecting any parallel 
pairs of faces, like those from the center of the cube 
would all meet at the center. "This then is the center of 
symmetry (Fig. 1). If we were to place our thumb and 
forefinger in the center of two opposite faces of a cube, 
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Fig. 1. Symmetry axes of a 
cube and center of symmetry. 
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we could rotate it so the side or the bottom was up, 
yet the cube would still look the same. This then is an 
axis of symmetry and since other cube faces would be 
up four times in returning the crystal to its original 
position, we would call it an axis of “four-fold sym- 
metry.” If we placed our fingers at two opposite edges 
instead we could duplicate its original appearance when 
it was upside down, but not when it was sideways, 
hence, this is an axis of two-fold symmetry. If we twirl 
it by opposite corners we would find three positions 
where it appeared to have returned to its original posi- 
tion (try it!), the corner axes would then be axes of 
three-fold symmetry. (Also Fig. 1). 

Now, imagine that our cube is made of something 
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by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


soft (try cutting one out of a potato, or piece of soap, 
and see these things for yourself) so we can slice it in 
half vertically. If we put the half on a mirror we see our 
potato cube reconstructed, this, then, is plane of sym- 
metry. If we slice it in half at the edges we would have 
another plane of symmetry. Slicing it diagonally would 
also reconstruct it, hence, this too is a plane of sym- 
metry. (Fig. 2.) Now we have all the elements of our 
system defined, and the cubic system proves to be the 
most restricted, most completely specified, of all the 
systems of crystallization. First we have three axes of 
equal length and at right angles to each other. Next 
we have three axes of equal length and at right angles 
to each other. Next we have a center of symmetry; 
three axes of four-fold symmetry, six axes of two-fold 
symmetry and four axes of three-fold symmetry; with 
nine planes of symmetry. 
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Fig. 2. Symmetry planes in the cube. 


This is all that the mineral collector needs to remem- 
ber about a cubic system; as a matter of fact it is 4 
whole lot more than the jeweler need remember. All he 
really needs to remember is that any face is up on a 
cube, and like the turned earthworm, is just the same on 
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SWISS CUTS 
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the other side. If he wants to exercise his brain and go 
further, he can start speculating about variations in 
what he can do with this lovely complicated crystal 
form he has. Suppose all those corners of the octa- 
hedron faces were lopped off alternately instead of 
from every corner of the cube (Fig. 3)—we would 
end up with a four-faced wedge instead of an eight- 
faced double pyramid. We would still have the same 
axes, but we would have lost the secondary symmetry 
axes and the plane and center of symmetry. This is a 
special class of the cubic system, known as the feira- 
hedral class, and this fundamental four-faced form is 
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Fig. 3. Cube and tetrahedron. 
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known as a tetrahedron, (from tetra — four, in Greek). 
Diamonds have been thought to really belong to this 
group rather than the full symmetry cubic group. And 
so it goes through a half dozen variations, keeping the 
axes unchanged (equal in length and at right angles to 
each other) but successively losing one after another of 
the other symmetry elements. We need not, in this 
description go into them, for they do not affect the other 
properties. 

We saw all of the things that we could do to sym- 
metry elements in the case of the cubic system, without 
altering the relative lengths or intersection angles of the 
three principal crystal axes. Now, however, we are to 
consider changes in the axes themselves. 

We have been visualizing a cube throughout—or 
better yet, actually handling a cube to see how the axes 
and planes fit in. Suppose we make the simplest possi- 





010 
Fig. 4. Second order prism. 











ble change in the axes, changing the length of one of 
them. We can visualize this by putting two cubes 
together; or cutting one of double length (Fig. 4). 
Now we see entirely different silhouettes, when we look 
at this attenuated cube from the side and from above. 
From above it looks like our old cube, but from the 
side it looks like a tall building. The reason that it has 
assumed this shape, in the case of crystals like those of 
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zircon, is that the atomic arrangement inside is such 
that successive planes, those which lie one above the 
other in the elongated (vertical) direction, are different 
from successive planes parallel to the long faces. Conge. 
quently, light is slowed (and bent) more or less than 
when it is traveling in either of the other two, and we 
have double refraction in these drawn-out squares, 
This system, with two equal axes at right angles to q 
third, unequal axis, is known as the tetragonal system, 
because it is four-sided. Its fundamental forms are the 
four long identical faces, called prisms in this system 
and a top and bottom square face, known as pinacoids 
We can lop off edges and corners in this simple solid 
form just as easily as we did with our cubed potato, 
and start developing a whole series of faces which can 
also be related to these tetragonal axes. The octahed- 
rons then become pyramids, and since we can have them 
top and bottom, as a rule, we call them bipyramids 
(Fig. 5). Then we split each of the pyramid faces in 
half, or each of the prism faces in half, and have two 
fours or ditetragonal prisms or bipyramids. Or we could 


Fig. 5. Tetragonal. 




















uniformly truncate each prism edge and by cutting 
deeply enough make a four-faced prism whose edges 
intersected at the axes, instead of its center, and we call 
it a prism of the second order. We could squarely lop 
off the top of a first order prism, instead of the corner, 
and get a bipyramid of the first order (Fig. 6). Lastly, 


Fig. 6. Bipyramid of first order. 





we could have the top different from the bottom, 
eliminating the plane of symmetry that divides it at 
the middle and not have bipyramids at all, just pyra- 
mids. No gem mineral has that type of crystal, so it 
really doesn’t matter, we are just trying to get a three 
dimensional concept. 


(To be continued) 


THE JEWELERS’ CIRCULAR-KEYSTONE 





— 
YUVUAGL New Selections 


of glamorous Gemstone Rings... Featuring 


genuine stones in distinguished 14 Kt. Gold 


and Platinum mountings ... Outstanding values 


~ 


at every retail level from $25 to $5000 


RUBY EMERALD + SAPPHIRE STAR SAPPHIRE 
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The special Mother’s Day dis- 
play at Hunt's featured silver 
flatware and hollowware. Note 
the liberal use of flowers and 
special Mother's Day placards. 











Commuuity Campaign 


Makes Publie Aware 
Of Mother’s Day 


Mr. and Mrs. Hunt, proprietors 
of the Santa Barbara store, Mr. 
Hunt is wearing the badge and 
carnation as a reminder, to cus- 
tomers, of Mother’s Day advent, 
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Leroy Hunt, Santa Barbara, Calif.. jeweler, conceived a plan last 


year which made the whole town Mother’s Day conscious through use 


of white badges on salespeople and, naturally. window tie-ins. 


HE best way to increase Mother’s Day sales,” 
said LeRoy Hunt, proprietor of Hunt’s Shop, 
Santa Barbara, Calif., “‘is a community campaign to 
make the public conscious that the day is fast approach- 
ing, and that she should be showered with ‘gifts of 
loveliness’ on Her day in May.” Mr. Hunt knows 
whereof he speaks, as he is president of the Retail 
Merchants Association, and last year inaugurated a 
plan that made all of Santa Barbara Mother's Day 
conscious. “I suggested,” said he, “that for two weeks 
before the occasion all the employes of all the members 
of the Association wear a white silk badge, printed in 
blue ‘Mother’s Day, May 11th’ (This was 1947). I also 
suggested—though this was not obligatory—that each 
badge be topped with a pink carnation. As there were 
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2000 of these employes, and the badges were seen 
everywhere and at all times the event was indelibly 
impressed upon every mind. 

“Naturally, all of the leading merchants arranged 
window and store displays suggesting gifts for Mother's 
Day. We had two windows, both with backgrounds of 
sky blue. On the wall was a strip card, “Remember 
Mother’s Day, May 11th.” The first featured high 
grade china and crystal; the second, silver flat and 
hollowware. In each was a rack holding Mother’s Day 
cards at a considerable range of prices. In front of the 
entrance was a long table covered with blue rayon 
cloth, with large bowls of pink and white stock, silver 
tray and silver tea set. Nested in open boxes were 

(Please turn to page 247) 
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@ = MAGIC CIRCLE’ 
MERCHANDISING 









THAT MEANS ADDED 
SALES FOR YOU.... 


. 


Here is the SALES BOOSTER that alert jewelers 













@) ones have been looking for as traffic and volume 

uw - builders! MAGIC CIRCLE will feature a NEW 

peoutitel eee diamond ergiowend matched wedding set each month, with an 
a or —— elaborate promotional plan, including nation- 
“caret tox nese eee al consumer advertising. The price is “right” 

on monde, ens tel Hen ete ...and the many dealer helps assure the 

Here the Oat enue ed —" ‘=s success of each set. If you aren’t familar with 
oth MOR ainory dioments this new plan, write today for memorandum 
wees. v5 PAT OM selections and further details. There are still 


exclusive franchises available. 


: @ TORE NAME 


Magic Cercle Diamonds are Created and Produced ty 


THE RUDOLPH DEUTSCH COMPANY 


Dhiamond Cutters - Manufacturing fewelers 


1258 EUCLID AVENUE @- CLEVELAND 15, OHIO 
*Registered in the U.S. Patent Office 
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Floor level display windows put the entire in- 
terior of store on view. The covered sidewalk 
prevents glare and allows all-weather shopping. 


Packaged Shopping Facilities 


Boon to Community Jeweler 


NEW departure in merchandising theory calls for 
a new departure in merchandising method and 
store design. 

The “theory” is the idea behind the new Bellevue 
Shopping Square in Bellevue, Washington, in which the 
first stores opened about a year and a half ago. The 
“method” concerns the steps which were taken to pro- 
mote the Shopping Square in general, and on the part 
of F. G. Richardson, manager of Bellevue Jewelers, which 


by EDWARD R. LUCAS 





"Self-service’ fixtures permit shoppers 
to inspect merchandise without ne- 
cessity of asking to see it. Short 
display islands with space in between 
allow shoppers to walk behind them to 
view the merchandise in shadow boxes. 
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opened in June of 1947, to promote the sale of merchan 
dise in his store in particular. The unique design fea- 
tures of what is one of the most attractive small jewelry 
stores in the Pacific Northwest, are readily apparent in 
the pictures. 

Several of these “shopping centers” have sprung up 
before and since the war. Offering freedom from con- 
gested city ‘streets and, probably more important, un- 
limited parking facilities, besides many other innovations 





THE JEWELERS’ CIRCULAR-KEYSTONE 



















in these 





FOR APRIL, 1948 





there are 


18 million customers 


Diamond ring customers should now know this 
story by heart... the story of the beauty 

and quality of Cardinal Bonded Diamond wedding 
and engagements rings... told again and again 
through Cardinal’s dramatic full-color national ads. 


Each month we plan to create more demand for 
Cardinal Bonded Diamond rings through assurance 
to our customers... and yours... that Cardinal 
Diamonds are fine diamonds... guaranteed by the 
Cardinal Bond for color, clarity and brilliance. 


the Cardinal principles 


of good selling are yours 


when you buy 


by Sy 
“3 ans. Ke, 
$ 





bonded diamond rings 


CARDINAL DIAMOND SYNDICATE...BAUMAN-MASSA JEWELRY CO., ST. LOUIS * J. M. BENNETT CO., MINNEAPOLIS 
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such as day nurseries, designed to appeal to the house- 
wife, these “packaged shopping” units have found im- 
mediate favor and appear to be the retail sales center of 
the future. 

The Shopping Square is located in the community of 
Bellevue approximately 15 miles from the city center of 
Seattle, and must be reached from Seattle by private 
automobile over the Lake Washington Floating Bridge. 
There is a toll of 25 cents each way, for car and driver, 
for the approximately 30 per cent of the firm’s custom- 
ers who are Seattle residents. Others come from the small 
cities of Renton and Auburn (the latter 25 miles from 
Seattle), from nearby Mercer Island, and from the Belle- 
vue side of Lake Washington. The potential shopping 
population of the Square has been variously estimated as 
between 30,000 and 50,000, some of whom must drive 
as far as 50 miles to reach the area. The Square was, of 
course, planned specifically to attract shoppers from this 
wide area, the resident population of Bellevue itself— 





















Open wall shelving designed 
by Mr. Richardson with dis- 
play island in front. This 
shelving is light blue with dark 
blue base contrasting pleas- 
antly with pink walls. Above: 
Copy of full page ad adver- 
tising the new "Square’ which 
ran in Seattle Times. 
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with an established business center about a mile away— 
being much too small to support such a venture. Trade 
is entirely drive-in. 

The drawing power of the Square can be attributed 
primarily to the completeness and variety of shopping 
services offered by all the merchants of the district, Ty 
date, more than 30 enterprises, no two the same, offer a 
variety of merchandise and service equivalent to that 
which could be found only by an arduous and exhaust. 
ing shopper tour in Seattle’s downtown area. 

At Bellevue, these are available by simply driving to 
the front door of the firm the customer wishes to patron. 
ize. There’s ample parking space for everyone—and no 
parking meters. Another service which is appreciated js 
the day nursery where customers may leave their chil- 
dren while shopping. Design of the stores and merchan. 
aise carried were planned to appeal specifically to the 
middle and upper middle income groups who live in the 
surrounding areas. Initial promotion of the Square in- 
cluded the publishing in Seattle newspapers of full-page 
display ads such as the one reproduced here, paid for 
jointly by the merchants in the Square. 

To date, the Shopping Square has proven an outstand- 
ing promotional success, with dealers generally reporting 
sales volumes 25 to 100 per cent greater than their pre- 
liminary estimates. Further substantial increases are 
anticipated with completion of nearby large-scale resi- 
dential construction which has been planned, as a direct 
result of the success of the shopping center. 

That Bellevue Jewelers has been able to obtain its share 
of this new influx of consumers’ dollars, is attributed by 
operator Richardson primarily to the physical appearance 
of the store, the facilities for leisurely, self-service shop- 
ping and diversification of merchandise. 

Self-service fixtures permit shoppers to drop in for 
casual inspection of all merchandise, without the neces- 
sity of asking to see it. This eliminates the feeling that 
they are expected to buy at least one of the items which 

(Please turn to page 247) 
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Bivebird Perfect Diamond rings are 
always prominently displayed in 
one of Klever’s beautiful windows. 


“We Feature Bluebird Perfect Diamond Rings Beeause 


We Consider Them The Best Value On The Market” 


Roy Klever, Bowling Green, Ohio 
Jeweler built his business on fine 
lines of merchandise that add 


prestige to his store. 


Guaranteed perfect diamond rings by Bluebird are a 
“must” in every community. These famous flawless 
diamond rings add prestige to the store and are consis- 


tently winning new satisfied friends. 


With ever increasing volume, the Bluebird franchise 
is a valued asset, backed with consistent national and 


dealer advertising and display. 


Bluebird was the first guaranteed perfect diamond 
ring line in America. Less than 1% of all the diamonds 
mined meet Bluebird’s standard of quality. The ring 
with individuality. 

There may be a franchise open in your community. 
Write today for full information. Bluebird Diamond 
Syndicate, 55 East Washington Street, Chicago 2, 
Illinois. 


Advertisement) 
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Roy Klever, Retail Jeweler, 121 North 
Main Street, Bowling Green, Ohio. 
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Jewelry is Key 
To Fashion 


Individuality 


For a luncheon date in the film 
Miss Russell wears a long single 
strand of pearls draped here in 
a graceful two-strand necklace. 








Necklace and matching earrings 
worn by Rosalind Russell in her 
star role in “The Velvet Touch,” 
are encrusted with diamonds set 
in platinum with emerald drops. 


HEN Hollywood Designer Travis Banton super- 

vises the wardrobe on a picture, you can usually 
be sure that there is a cordon of police on the set. 
Banton’s lavish touch calls for the most expensive and 
fashionable gem pieces, and the jewelry rentals on his 
pictures run into a sizable amount. 

“T’m a stickler for authenticity,” he says. “‘I love to 
use beautiful gems, and I prefer the genuine article.” 
Dinky, nondescript jewelry and cheap baubles, as far as 
he is concerned, have no place on the screen—or in 
milady’s private wardrobe. 

This designer likes the look of real jewelry, and even 
if all that glitters is not gold or diamonds, it must at 
least look as if it is. Then, too, whether it be diamonds 
or rhinestones, if it is worn in an arresting fashion and 


Well Known Hollywood fashion designer gives full importance 


to fine jewelry in bringing out a woman’s individuality. 


‘it must be functional as well as beautiful.”’ he contends. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N.Y. 


Cutting Works: on 
64 West 48th Street 32/34 Holborn Viaduct? 
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DIAMONDS Emerald Cut and Marquise : 








We have a large stock of Precious Stones, mounted and unmounted from 
which to make your selection. Let us cooperate with you on your special calls. 
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JEROME RICHHEIMER Vine. 


: GEMS OF 


608 Fifth Avenue os ee New York 20, N.Y. 


THE MODOE* * Reg. U. S. Pot. Off. 
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by JEAN SAWYER 


Pearls go equally well with Miss Rus- 
sell’s modern garb. Here she wears a 
triple strand choker of large pearls 
and small single pearl earrings high- 
light the sideswept feather chapeau 
and 2-piece black velvet cocktail suit. 


Miss Russell's long period gown, 
reminiscent of the 1890's, is in 
black velvet with the high-throat- 
ed yoke in fine lace — a perfect 
setting for the slender strand of 
pearls and pearl drop earrings. 





in good taste, it gives that look of quality and costliness, 
he feels. 

Banton, who has been a topflight Hollywood film 
designer for some 20 years, has always detailed jewelry 
to be worn with the costumes he creates. Fine jewelry 
has played an important part in every motion picture 
he has costumed. Like all other studio designers, he 
uses it to help create or “‘type”’ the character that the 
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star is portraying, to heighten interest in the costumes 
and to emphasize the best features of stars. 

‘‘l’m a firm believer in individuality in dress,” he 
says. That probably explains why he is such an ardent 
admirer of fine jewelry. To him, it has a special and 
swift way of bringing out a woman’s individuality and 
stamping her character, just as her clothes do. The 
jewelry any woman chooses and the manner in which 
she adapts it for her personal use will go a long way in 
helping her give the appearance of being well dressed, 
gracious and feminine. Just as it works wonders on the 
screen to type character, it can do the same trick in 
private life for any woman. 

Banton likes jewelry with a definite purpose. “It 
must be functional as well as beautiful,’’ he contends. 
For example, he has an antipathy for what he calls 
“‘dribbles of clips or fancy pins with colored stones, ap- 
plied with no attention to the important details of the 
costume.” Such careless displays are distracting to the 
beholder and they can make even the most expensive 
jewels look like cheap trinkets. 

Every piece of jewelry worn on the screen must be 
chosen with great discrimination. Even with access to 
the most fabulous gems, Banton sees to it that the stars 
are not loaded with them. Each piece is chosen because 
it fits in with the scene, the costume, and with the sta- 
tion in life of the character that the star is portraying, 
he points out. 

The background for jewelry is important. The 
special cut of a neckline or sleeve, the color of a gown, 


(Please turn to page 248) 
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GENUINE PEARLS...  /Giimus/@ Sia 
from the Orient Le fe, 
Your Anniversary Spring-scoop! 8 Beautifully gift-packed ij wd 
Necklaces... decked attractively in a gilt-trimmed tray... = A 
topped by the famous smile of the Anniversary-Pearl-Girl! 
What a shining invitation to come ...look...and buy! = 


And everybody’s your customer . .. because everybody 
knows some cute tot. Get ready for birthdays, Christenings, Every Pearl, glowing, lustrous. 
school events. Stock up now on this sure-seller ... Every chain, life-lasting 14K Gold. 
backed by 30 years of Anniversary success! In eye-catching Rose Velour Gift Boxes. 


’ Order Tray #77 from your wholesaler...($53.50 Net) 
H E RE S what you ao Holds 8 Necklaces. Prices depend on number 


of pearls on each chain. 


HERE'S BeeM Mae 100% PROFIT ON $ GENUINE PEARL NECKLACES 


Your Price Sells At 













FREE DISPLAY TRAY 1 Necklace No. Al $ 3.25 $ 6.50 

1 - “” A3 5.00 10.00 

NATIONAL ADVERTISING 1 ” ” Cé 550 — 11.00 

l - - & 6.00 12.00 

l o - 7.00 14.00 

NEWSPAPER MATS . og 7 50 15.00 

COUNTER FOLDERS Sh i ae 

SEE YOUR WHOLESALER $53.50 $107.00 


100% PROFIT 


PEARL COMPANY 48 West 48th St., New York 19, New York 


In Chicago: J. W. Monfort, 29 E. Madison St., Rm. 1315, Chicago 2, Illinois 
South and Midwest: Geo. O. Flemming, 29 E. Madison St., Rm. 1314 A, Chicago 2, Illinois 
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Better Selling For Better Profits 


Pat V&: 


FTEN the weakest link in the whole chain of selling 

and distributing jewelry and allied lines is the 

final one—the retail salesperson. This strategic “point 

of sale,’”’ when improperly handled, becomes “‘point-of- 
flop.” 

Retail salespeople can make or break many contacts 
and profits. They’re doing it daily—in hundreds of 
different jewelry stores, with all types of lines and 
locations. 

It is at this final point, unfortunately, where many 
sales efforts ease up. Manufacturers and distributors 
cover the country with advertising, train district 
managers, field men and certain dealers. Then they fall 
flat on their face when they get to the retail salespeople 
—the folks who are actually in charge of closing sales on 
jewelry, silverware, watches and similar items. They 
say, “This is where we stop. Our budget is exhausted; 
we can’t do everything.” 

Such selling efforts bog down right at the place where 
the prospect walks into the jewelry store with money in 
his pocket—and a person with only vague ideas of sales- 
manship walks up to the prospect. You know what hap- 
pens. The same thing that happens to the girl who 
wears cotton stockings. Nothing! 

Several years ago people were constantly asking me, 
‘“‘What is your postwar sales plan” It was very simple 
then and it is the same today: understand the desires of 
our customers better than our competitors do, and then 
do our best to fill those desires. 

The manufacturer can sell to the distributor, the 
distributor can sell to the dealer, but the cash register 
still shows No Sale until the dealer sells to the con- 
sumer. The sales cycle is not completed until the goods 
are moved on into the hands of the ultimate consumer. 
It is amazing how many people miss this “follow 
through.”’ 


MISTAKES THAT SPOIL SALES 


Retail salespeople often fall short in what their bosses 
expect of them because (1) they lack proper knowledge 
of the goods or of the customer’s needs, (2) they do not 
understand how to suit their merchandise to various 
types of customers, or (3) they lack interest, enthusiasm, 
courtesy. 
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Point of Sale or Point of Flop? 


by BRIANT SANDO 
Sales Counsellor 
Louisville, Ky. 


Sometimes the bosses themselves don’t measure up! 

Such shortcomings spoil all the previous good efforts 
of manufacturer, distributor, and dealer—yet it is not 
difficult to provide proper public relations at the point- 
of-sale. It simply takes extra effort. 

















Lack of interest or enthusiasm is often the reason sales 
people fall short in what their employers expect of them. 


First, every jewelry retailer and every salesperson 
needs to be sold on the importance and responsibility of 
his job. Next he needs a knowledge of his goods and 
their benefits, plus real interest in helping and serving 
people. This sounds easy, but the various steps in- 
volved in true training work are often slighted. 

I went into a men’s store recently to buy a hat. | 
knew exactly the kind of hat I wanted—I had seen an 
advertisement in a national magazine. Then I saw a 
newspaper ad of the same hat with a local store’s name 
tied in. 

So I went into that store 90 per cent sold. But what 
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EXCLUSIVELY WHOLESALE 





Every month is a month for diamonds, but there is an added sentiment for 
those who have a birthday in April. Our stock is complete in both loose and 
mounted diamond rings and jewelry, in range of price to meet your every 
requirement. 

Many diamond items are shown in the large 1948 Allen Catalog, together 
with listings and illustrations of merchandise for every department of your 
store. It will profit you to keep this complete Allen Catalog convenient at all 


times and use frequently. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
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happened? An unskilled clerk came up to wait on me 
and started showing me all kinds of hats except the one 
I wanted. He took the wind out of my sails right away 
by saying, “We don’t have very many of that kind in 
stock.” | 

I said, ““Well, I only want one.” He said, “‘Yes, but I 
don’t think we have your size in a shape that would look 
good on your particular head.” I snorted, “*“What’s 
wrong with my head?” 

By that time the deal was ruined all around. [| 
pulled out the old excuse, “I’m just looking around 
today; I’ll buy later’’—and walked across the street to 
another store and got the hat I wanted. 


FLOPS FROM SLOPPY SALES WORK 


My wife just told me about going into a ladies’ 
ready-to-wear store to buy a slip. The sales girl showed 
her three different price ranges and then held up the 
most expensive one and said, “I’d like to see you buy 
this.”’ 

Can you imagine anything less effective as a reason 
for buying? Not a word about style, beauty, color, 
materials, or other real buying motives. Instead, just a 
weak statement that the store wants to make a sale! 
Who cares? 

The average customer doesn’t give a hoot about what 
you want, or what any salesperson wants. He responds 
best to suggestions couched in terms of his own interest. 

There’s a point-of-sale or point-of-flop for every kind 
of business under the sun. Even banks. A cashier in 
Wisconsin writes: 

‘“There was a line-up when the man asked the bank 
teller about renting a safe deposit box. ‘You'll have to 
go to window six for information about that,’ the teller 
said curtly. ‘Like heck I have to,’ the man answered. 
I can just keep my stuff in the office the way I have 
been doing’.” 

Unsatisfactory public relations are just as common in 
jewelry stores as in any other line. If you think “‘it 
can’t happen in my store,” hire some test shopping by 
disinterested parties. You might be surprised at what 
they’d report! 

Every person who contacts the public in any way 
should be trained to do it right—not only in handling 
routine work but in talking effectively to people face- 
to-face, over the telephone, or in writing ads or letters. 

Some years ago one of my advertising clients was a 
retailer who continually wore me to a frazzle. I had to 
keep convincing him that all any advertising could do 
was to bring prospective customers into his place. 
From there on it was strictly up to the store manage- 
ment and employees. Some of his floor men were 
indifferent and discourteous, and the girl at the tele- 
phone snapped at those who called up to order mer- 
chandise or to straighten out something that had gone 
wrong. No wonder this chap complained that his ‘‘ad- 
vertising didn’t pay.” He didn’t back it up with the 
right stuff. 

A better viewpoint was that of the retailer who re- 
cently said, “I'll fire a clerk for discourtesy quicker 
than for petty dishonesty. There is no reason why the 
customer—the very backbone of any business—should 
be pushed around or mistreated.” 

Smart selling these days makes a special effort to 
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atone for the sufferings of customers during the war 
years. Have you heard about the man who went into 
a store to buy a new vacuum cleaner for his wife) 
They seated him in a big comfortable chair, while 
demonstrating, and before he left he bought the chair 
as well as the cleaner. 

Think how many times you can use a similar idea to 
tie in additional items or make extra sales. 

It is often stated as a point in favor of sales work that 
in this field, more than in any other activity, ‘‘a man is 
on his own.” This is all right but it means that many a 
salesman is self-trained. Others may show him an 
occasional point, he may have the knack of adapting 
and copying from others, he can read articles and books 
on selling; but not enough retail salespeople get the 
organized assistance and regular training they need, 

The salesman who has to paddle his own canoe may 
enjoy great freedom but he also may have a tough time 
getting anywhere. 








The statenent, “I’m just looking around today I'll buy 
later,’, challenges the attention of the real salesman. 


Jewelry salespeople do best when they get real 
guidance from the store or department manager, from 
the distributor or manufacturer. Not only on how to 
sell better, but also on facts about merchandise, the 
various ways to use it and the results that may be 
expected. 

How else can jewelry salespeople learn) Somebody 
has to give them complete and accurate information. 
Especially new help and replacements brought in from 
other lines of activity need good text books or a regular 
training manual, with practice sessions and some sort 
of regular follow-up. 

The retail jewelry salesman, doing his job at the 
point-of-sale, is selling his article (whatever it 1s) 
against the competition of the grocery man, the butcher, 
the landlord, the gas company, and the tax collector. 
As Harry Boyd Brown of Philco says: 


(Piease turn to page 243) 
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anteed by the American Safety Razor Corp. Barleycorn or straight line rhodium plated designs. 


Made like a fine watch. Completely enclosed mechanism. Liberal advertising allowance. 


Don’t miss a bet on these highly styled, jewel-like trigger action A. S. R. Lighters made and guar- 
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“BUY FROM BECKEN — AND GET THE BEST” 
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is window, by Hardy's, Seattle, 
Wash., featured etched glasses, a 
fluted sterling silver dish, can- 
delabra and some sterling flatware. 













Spotlight On the June Bride 


N the month of roses the June bride comes into her Co., Los Angeles, came out with a series of striking 

own—but it is in April and May that the spotlight ads that called instant attention to their engagement 
should be turned upon her requirements by the retail and wedding rings. Each ad showed a feminine hand 
jeweler. First and most important are the wedding and upon whose fingers sparkled a diamond set ring. There 
engagement rings, and then in rapid succession—sta- also was abundant white space, and the brief wording 
tionery, gifts for the bridesmaids and ushers, her silver, at the top stood out distinctly. The first ad said, 
china and crystal, and wedding gifts of jewelry for “Traditional as the wedding march—bridal rings by 
the bride. Brock”’; the second, ‘* “—something borrowed’ to bring 


The well known, long established firm of Brock & her luck and happiness, as will the bridal rings by 


# That cers Bede excl be hoppy 


Pte ge ormcehe Weisfield & Goldberg, Tacoma, Wash., 
wissccce Kawase MS | cleverly put across the point that 
ee bridal attendants also receive gifts. 
Costume jewelry, pearls, cigarette 
cases and compacts were on display. 





An oft-overlooked item, stationery for 
the bride, was emphasized in this win- 
dow by J. Jessop & Sons in San Diego, 
Calif. Invitations, announcements, “at 
home” cards and stationery were shown. 
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Linde Synthetic Star 


TRADE MARK 


Sapphire 


and 


properties to natural gems 


LINDE Synthetic Sapphire St : . 
and Ruby are identical in > : Uf 
physical and chemical ee ) 











WITH A ““NATURAL” STAR 


Science has now reproduced the phenomenon they are not discernible from natural gems even 
of nature that causes the star to appear in sap- when placed side by side with those of col- 
phire and ruby. The first public announcement lectors' quality. 
of this achievement was made on September LINDE Synthetic Star Sapphires and Rubies 
24th, 1947. are not mass-produced—that is why they vary 

This is a real star—a “natural” star in every in size, shape, and color, just as do the natural 
sense of the word, because it's inherent in the stones. Essentially a product of the laboratory, 


they are, and will continue to b i 

nag: Banana ue to be, available only 
Natural star sapphires and rubies compar- 

able to these superb LINDE synthetics command 


stone. 
In beauty, color, and sharpness of asterism, 
these synthetic star sapphires and rubies are 


comparable to the finest nature has given us. such high prices that they are far beyond th 

Only to the jeweler equipped for examina- reach of most people. But LINDE pine A 
tion are these gems distinguishable from nat- stones offer the same lasting beauty within a 
ural stones—to the naked and unpracticed eye moderate price range. 





LINDE Synthetic Star Sapphire and Star Ruby are distributed by 


Max Duraffourg Gem Company 


576 Fifth Avenue, New York 19, N. Y. 
Cable Address MAXDURAM ° Telephone BRyant 9-4161 
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Modest gifts of sterling quality were 
featured in this window by Frank A. 
Heitkemper, Portland, Ore. Occas- 
ional sterling items were shown, to 
gether with a chest of sterling flatware, 


























Brock’’; while the third showed two hands, with wed- 
ding and engagement rings, and a single candle on a 
big cake. Copy read, ‘The first anniversary party— 
a time for memories, kept alive by her wedding rings 
from Brock.” 

The brides of former years should not be overlooked 
—especially those who are celebrating their silver 
weddings. Dohrmanns, Los Angeles, showed a silver 
teaset, and an invitation to the silver wedding. The 
ad went on to say, “Her heart’s desire—it’s always 
been a beautiful teaset. This service was designed to 
harmonize with both traditional and modern table 
settings.” In the silver department was a table set for 
a bridal dinner, with full complement of silver flat and 
hollowware; also a luncheon table, with silver tea 
service, and Jarge silver tray holding fragile china 
cups and saucers. 

Stationery for the bride—both the formal wedding 


(Please turn to page 249) 
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Dohrmann’s, Los Angeles, used the ad 
at top to suggest appropriate silver 
wedding anniversary gifts, while the 
three lower ads were used by Brock & 
Co., Los Angeles, to promote rings. 
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This Sales Building Display 


a d=i-tn Lonel Bastelitla-) lola elm Blclel isi a- 


Mines ed seetiewill 
and Wedding Ring Season NOW 


Treasureland also offers you complete local 


Your diamond ring sales will rise right along 
with the mercury this Spring if you exhibit this 
SidLalire Mate lire bl oXellati-re MReihy ol(oh ANAM Zo1'] ae (olg-ea 
your window, it acts as a “stopper” to draw 
passers-by inside. On your counter, it arouses 
the buying impulse in the casual shopper. As 
oi oLolel do lgeolelalo Mm (CoM INA - ME» ColUlCih (MM Ec-tolille-) elite 
bridal sets, it becomes your best extra sales- 
man for the busy days ahead. 


advertising support. Mats for newspaper ad- 
vertising, radio scripts and dramatically _illus- 
trated mailing pieces are yours for the asking. 
Ccxolaeasllicommare lac maliiice Melo hZ-1aittiale Mam (role [lure 
national magazines keeps the Treasureland 
name constantly before the diamond-buying 


public everywhere. 


WRITE TODAY FOR DETAILS ON EXCLUSIVE COMMUNITY TREASURELAND DEALERSHIP 


THE TREASURELAND RING COMPANY 
Box I, Chicago 90, Illinois 
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Want Your Ad to Be Looked-For? 


Use the Classified Section 





Classified readers are interested in buying. 


You’d be surprised at the number of people who are avid readers 


of elassified advertising pages. and they’re all looking for 


something. Here are some tips on the best use of the medium. 


S there one place in which you can be sure that readers 
will look for your advertisements? A place in which 
all the readers want to read advertising? 

There is. And jewelers who have used it report that 
advertising in this place pays off. The place in question 
is the classified advertising pages of the daily newspaper. 

“But,” say many jewelers. “Classified advertising is 
for renting houses and apartments. It is for selling real 
estate, hiring employees, or finding jobs. It is not a place 
in which jewelry can be sold.” 

For an answer to that, there is the experience of one 
Southern jeweler who, opening his store on a very small 
capital, determined to make every dollar spent for adver- 
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by DAVID MARKSTEIN 


tising produce heavy results. He consulted specialists 
from his local newspaper, and was advised of the sales 
volume that painters, flooring firms, bookkeeping com- 
panies, appliance dealers, and every other kind of small 
business had reported. The decision to use classified ad- 
vertising was made. 

“Now, he reports, “I’m so sold on classified space 
that, although the store has grown to a point where we 
can compete in display advertising space with our com- 


(Please turn to page 250) 
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Star Beautiful—in the controlled 
perfection of LINDE Synthetic Star 
_ Sapphires and Rubies 


HE creation of these star sapphires and 
rubies by synthetic means—stones com- 
parable only to Nature’s own—is the most 


remarkable jewel achievement of the times. 


These are custom-produced to rival the 
characteristics of natural stones in size, shape 
and color, yet their cost is fractional by comparison. And despite 
synthetic creation, they contain stars of such natural appearance 


that only gem experts can make distinction. 


Popular demand for these stones in appropriate settings for 
both men and women is already high and still climbing. We are 
conscientiously applying our efforts and facilities to satisfying 


retailers’ needs as quickly as possible. 


Churoh and Company 


MANUFACTURING JEWELERS 
2 Garden Street, Newark 5, New Jersey 
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The Ad-Viser 


- «ee Headlines That Get Attention 


S FAR as the retailer is concerned, there is but 
one justification for newspaper advertising: 1m- 
mediate and profitable sales! This means that your 
advertisement must get readership, must convince the 


readers, must get them to act upon your suggestions. \, pier 

Obviously, then, the first and most important problem | 

confronting the advertiser is to get attention. Competi- we eo eee janine 

tion within the newspaper is tremendous. The average L Ae io are tt 
person buys a paper to read the news, to enjoy the he; 3 mies e 


comics, the features and columns. The advertisements 
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This effective headline appeals 
fo the “self interest” of reader, 


Fourteenth in a series of articles designed 


to be of help to retail jewelers in doing a better 
advertising and promotion job. 


by IRVING SETTEL 


within the pages are merely incidental from the stand- 
point of the average reader. It is necessary, therefore, 
to entice the readers from what they want to read to 
what you want them to read. Assuming that this can 
be accomplished, we find another group of competitive 
factors, other advertisements. Every advertiser is 
fighting for attention. All are trying to sell. All are 
demanding the reader’s attention. 

What makes the reader leave the news items, take 
his eyes from the comic pages, give up his favorite 
columnist? The advertising headline! What element 
gets the reader to stop as he rushes through his paper? 
The headline! What, within the advertisement, offers 

(Please turn to page 289) 
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Selective curiosity is effective in a head- 
line when it’s combined with love interest, 
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Century of 
accurate research 
and careful production has 
earned for these fine timepieces 
the seal of enthusiastic approval 
from American dealers 


and consumers 


everywhere 


Bavc PPcrrtC1000 & MUS INC 


MANUFACTURERS AND IMPORTERS OF WATCHES 
hI SA ST 42Oth SE: OME WO Se t 7, Nak. 














FoR Apri, 1948 


235 

















Whitelaw 
brothers. 


Importers 


of 


Diamonds 


in all 


SIZES 


and 


SHAPES 


Memorandum Selections Upon Request 





























Also 


Fine Diamond Jewelry 
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TWO WINDOWS FOR THE COMING MONTH 
(From page 185) 


merchandise may be shown in gift boxes. The sil 
houette figures may be cut from black paper or wok. 
board with faces, hands, skirts and trouser legs painted 
on in light brown opaque water color paint. Or more 
elaborate paper sculpture figures may be made if you 
have anyone with the necessary talent to do them, Ip 
figures of this type and size, facial features and details 
of dress can be omitted—in fact such omission will add 
to their “stylized” character. The “copy” diploma 
should be three-dimensional—that is, an actual roll of 
paper should be used with the lettering correctly 
placed to show when the diploma is in position. Gold 
seal and ribbon may be added. Daisy chain is of course 
made from artificial flowers. ‘The mortar board display 
pieces can be made from squares of cardboard covered 
in black velveteen or other dull surface black fabric. 
Prices are lettered on tiny diplomas which may be 
rolled paper or flat cut-outs painted to represent the 
circular rolls. If you can get tiny black silk tassels 
(probably from a dress or upholstery trimming depart- 
ment) to tack to the center of each “hat,” it will make 
them that much more effective. Watches may be 
pinned to the squares or slots may be cut for the ends 
of the watch straps to slip through. Slots such as are 
used in your regular ring pads will hold the rings in 
place on the smaller “hats.” Easels to support the 
units at the right angle may be small blocks of wood 
glued to their backs. 

A giant notebook dominates the second display. 
Actual merchandise is pinned to its pages with approp- 
riate comment (real or imagined) of typical students. 
The lettering and indication of pages and so forth of 
the notebook can be done by your show card writer. 
A hand lettered paper scroll identifies the book as the 
‘Blank High School (or college or whatever) Class 
Book of Most Wanted Graduation Gifts.”’ Additional 
merchandise is displayed on large black fabric squares, 
again simulating the mortar board hats. Other mer- 
chandise in boxes and pads is scattered over floor and 
step elevation. 








RURAL ADS GIVE STORE AREA RECOGNITION 
(From page 189) 


strongly for years in a chain of five rural papers, both 
weeklies and those published twice a week. They have 
called this program of promotion, merchandising 
among “Our Country Cousins.” By placing adver- 
tisements in all papers of the chain, operating in the 
largest rural communities of northwestern Pennsyl- 
vania, lower rates have been obtained per insertion. 

‘“‘In rural advertising, you have this advantage over 
big city newspaper advertising,’ Richard pointed out. 
‘Tn a rural area, a newspaper isn’t just a daily phenom- 
enon. It is not just a ‘habit,’ in other words. The news- 
paper doesn’t come often enough to be taken lightly, as 
in the city, where readers, in the main, glance quickly 
through the pages and discard it. 

“We know, from our own country life experiences, 
that the rural newspaper is carefully digested, prac- 
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tically column by column. Then it becomes reference 
material for days, at least until another issue of the 
paper appears at the doorstep. The rural newspaper is 
read and placed nearby in the kitchen or living room, 
and is taken up at odd moments and read again. 

“Fyen after it has served its immediate purpose,” 
says Richard Beyer, “it becomes a piece of cupboard 
trimming, or lines a shelf somewhere in the farmhouse.” 

Thus, the Beyers reason, their rural advertising is 
reviewed over and over by potential rural customers. 
The effectiveness of this kind of advertising is borne out 
by the large number of rural accounts on the store’s 
books. 

With this heavy advertising budget, planned to bring 
people to the Beyers store, the partners then rely on 
in-store promotion efforts to close sales. First of all, a 
great deal of thought goes into show window displays. 
Traveling silver displays, available from most nation- 
ally known brands, are an important factor in their 
display program. 

Surrounding the traveling display, or to its front and 
sides, the Beyer store places chests of silverware, indi- 
vidual hollowware pieces, and partial or complete silver 
sets, such as for tea service. Then, suspended almost 
flush with the store side of the plate glass of the window, 
the Beyer policy is to make use of additional display 
aids furnished by manufacturers. 

Currently the suspended display consists of a number 
of patterns, mounted on plaques. They hang from a 
silver bar or tube, which in turn hangs from two silken 
cords. Eye-level or slightly higher, for the passerby on 


the sidewalk, is best for these suspended displays, ac- 
cording to the Beyer partners. 
‘While the plaques are ours to keep, the traveling 


display remains only two or three weeks, when we get 
-word to ship it on to another locality’’, explained 


Richard Beyer. “One of the silver firms is preparing a 
series of twelve plastic boxes, similar to the plaques, 
holding teaspoons, for instance, and we expect this, as a 
hanging display, to make quite a hit with street traffic, 
drawing them to the store. 


UNCLUTTERED DISPLAYS EMPHASIZED 


“We emphasize uncrowded displays in our show 
window, above all,” he went on. “If you clutter your 
window with masses of silver and many brands, you fail 
to focus the attention of passersby on any one or two 
items and they have only general interest in what they 
see instead of a genuine desire for a particular item.” 

Next, the partners follow a set selling procedure once 
the interested customer is in the store. Richard has 
made an intensive study of patterns of silverware, for 
instance, and potential buyers are comfortably seated 
at one of three flatware display cases. A considerable 
amount of literature, such as prepared pamphlets and 
booklets and a bride’s memo book, are handed to the 
seated person. 

Then it is brought out that the customer should select 
a pattern that fits his or her home. This store carries a 
tremendous variety of patterns, stemming from the 15th 
century to the present, modern era, from the Renais- 
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sance to the Atomic Age, in other words. If the cus- 
tomer has a colonial type residence data as to the 
home, or the occasion for the considered purchase is 
tactfully elicited, a pattern in the style of colonial 
times is suggested, several varieties shown, and so forth. 

There must be no “‘pushing”’ for such an important 
step to the home owner as buying silver, point out 
these silver merchants. Let the customer leisurely in- 
spect every pattern in which he or she shows an interest, 
and keep in mind that the purchase finally made can 
be but the first of many in connection with outfitting a 
home. 

‘“‘We have one other helpful ‘trick of the trade,’ ” 
stated Walter Beyer. “We keep a journal of names of 
silver buyers, and the particular pattern chosen. Thus, 
when a new customer comes in and has her mind made 
up to purchase a pattern she saw and admired in Mrs. 
Blank’s home, we just look up Mrs. Blank’s name, note 
the pattern in question, and we've saved a lot of time 
and impressed the customer with our thoroughness.”’ 

Walter Beyer takes a particular interest in hollow- 
ware. Large wall showcases house these items, kept 
gleaming and polished. He recommends this selling 
point: 

Open these wall cases when a customer expresses 
interest in one of the pieces, take it out and hand it to 
the person, and you’ve made an important stride toward 
completing the sale. Take no notice of fingerprints, 
and in fact encourage the customer to handle the piece. 
The fingerprints are easily removed, and the customer 
gets the “feel” of the piece and is impressed favorably 
in practically every instance. 


LAY-AWAYS PROMOTED YEAR-’ROUND 
(From page 191) 


Items particularly good for this manner of sale, ac. 
cording to Mr. Cohen, are watches, rings and silver 
Frequently when a watch is bought by a customer in a 
regular routine of sale, he will buy a second as a lay-by 
Christmas gift for some member of his family, when the 
plan is laid before him. 

. Rings rank high in this manner of purchase, Many 
rings are sold to women for men’s gifts. They find it 
easier to make the purchase with the lay-away method 
with savings from allowances and therefore, more are 
sold than would be without it. 

The store carries small electric appliances and radios. 
These also are favorites among purchasers who use the 
Christmas lay-away plan. 

Any merchandise, either large or small, in any price 
range, may be bought by this plan, if the customer de- 
sires. Among the smaller items, costume pins sell well 
as Christmas lay-away gifts. 

Higher priced merchandise is by far the greater in 
volume under the plan. This is one of the advantages 
to the store, because, through it, it is enabled to sell 
more high-priced merchandise. Another advantage is 
that customers, having learned of the ease in making 
purchases in this way, follow-up with others. This is 
noticeably true in silver purchases, as table services 
are filled out. 

A further advantage checked up is that the store is 
sure of the Christmas gift business of this group. It 
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‘veg them a hold on the customers, bringing them in 
regularly, increasing traffic and permitting other stock 
to come under their notice so that many impulse sales 
result. 

Customers are asked to make monthly payments. 
The earlier in the year the lay-by is made, the greater 
number of visits to the store follow, with opportunity 
for other sales increased. 

A walk-in vault at the back of the office is used to 
hold the lay-aways. Boxes are set up under alpha- 
betical index. By October of last year, 300 Christmas 
lay-aways had been filed. The number increases 
sharply after October and before Christmas Day, the 
entire space is filled. 

So satisfactorily has the Christmas lay-away pro- 
gram worked out, the store now uses it to promote sell- 
ing for other special gift days. There are Valentine’s 
Day and a Mother’s and Father’s Day lay-away pro- 
crams. These are begun closer to the special day and 
are intensively promoted for a shorter period, but 
merchandise may be bought at any time for these 
occasions. 

Many customers who regularly use the Christmas 
lay-away privilege have extended their lay-aways to 
take care of their year-round gift program. Because the 
store has a section devoted to religious items many 
Easter remembrances are included in these type of 
purchases. 

Breaking down the benefits to the store briefly — the 
plan shows greater Christmas sale of higher-priced 
merchandise; insures the Christmas business of the cus- 
tomers partaking; brings customers repeatedly to the 
store, increasing other sales; and, by no means the least 
important, creates a good feeling between customer and 
store management. 





WINDOWS WITH A YOUNG IDEA! 
(From page 193) 


said, “and I picked up a general knowledge of art, 
which I had always liked. I prefer to paint, in oil and 
in water color—no commercial stuff; fine arts only. 

“During my travels I have met a lot of artists from 
other countries, and in talking with them I have 
gleaned a number of ideas on art and design which have 
enabled me to inject an international touch into some 
of my displays. 

“A display manager should know something of such 
art, but, above all, must know what is good taste. A 
display manager also must have a good sense of design— 
and the resourcefulness to carry out an idea. There also 
must be the capability of working things out after 
you get an idea. 

“T would say that this is all that is needed—for that 
is all I have. I always try to keep my eyes and ears 
open. Ideas might come from any source—even while 
looking at a Van Gogh painting. 

“IT also find it helpful to subscribe for and read a 
number of art and fashion magazines. Just a look at 
a colored advertisement in Vogue, for instance, some- 
times gives me inspiration for a display. The colors 
or combinations of colors used, a yellow drape, or a 
green scarf, or something in gray, or just off the biege. 
Such magazines usually have swell color combinations 
and layouts. One has but to use his own resource- 
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fulness. ]’ve learned a lot from such colored ads. windows exclusive and a little different from the di 
§- 





“These show windows at Smith Patterson’s are ultra- plays in other jewlery stores.”’ 
modern, so I am obliged to stick to modern props. Yet, In addition to the regular windows which are cha 
they must be delicate, since it is jewelry that is being weekly, Miss Smit always arranges special windeantll 
displayed. Thanksgiving, Christmas, New Years, Valentin ‘i 
“Take different types of jewelry and stones, for Day, Mother’s Day, Father’s Day, June weddings — 
example. The idea is to bring out the brilliance and Touching on Valentine’s Day, Miss Smit shied A ; 
sparkle. Naturally, to do this, it is necessary to use the use of too many big red hearts. Bows and onus r 
various fabrics, and, Of course, the color is most im- gold wire—‘‘delicate things’—set off her Valentine’ 
portant. Day window displays. 
‘Say, we take silverware. Most maroons, bronzes, “It’s not the Valentine, but the merchandise that js 
and oranges, and other colors on that side of the spec- the most important,” she said. ‘We are not sellin 
trum, will always give a tarnished look to silver. hearts and flowers. We are selling jewelry. , 
Silver is best displayed with white or blue. White “Another thing. I never use tinsel or spangles, J 
brings out the highlights, and blue blends well with think such things detract from the merchandise 
these high lights. 7 Many jewelers’ windows are terribly overdone. My 
‘Again, pearl-gray goes with almost anything in the: rule is always to keep things simple. 
jewelry line. It is a neutral color, and almost any: ‘Simplicity is the key,” she added. 
object will stand out well. | 
‘“When it comes to gold jewelry, one has to think of ACCENT ON QUALITY PASSWORD TO PROFITS 


colors. But, when a special stone is to be emphasized, 


the stones, as well. It’s best not to have too many (From page 124) 


such as a topaz; a topaz-colored bit of drape will help but Mr. Byrne now plans to reach out for some of the 
to add a bit of oomph! It intensifies the stone. better time-payment business. 

‘Another thing that is well to remember is that “But not the fifty cents down, fifty cents a week 
various stones should be displayed separately, where variety,” he stresses, “We are too limited for space to 
possible. Of course, there may be special units within handle the volume of traffic that is necessary for the 
a complete display, but, I try to keep them separate. success of this type of selling. Besides, we intend to 

“It’s o.k. to display watches and clocks together. maintain our reputation as a high-class store for dis- 
But, I always eliminate boxes in displaying watches. criminating people.” In fact, Mr. Byrne is waging a 
The real reason for this is that we like to keep our determined struggle against what he terms “borax 
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: mpetition.’” 
om with the famous invisible glass show 

- dows,” is a line frequently inserted in advertising 
= Although the store is one and a half blocks from 
rd central shopping district, the street is well-trafficked. 
The entrance of the Omaha Athletic Club adjoins the 
store; the jeweler maintains a jewelry display case in 
the building lobby. 

Drapery, in a midnight blue shade, forms the back- 
drop for the unusually-designed windows. A profes- 
sional window display expert makes major changes in 
the windows four times yearly, installing completely 
new props, and arrangements. But store personnel 
grooms the windows throughout the year—shifting 
merchandise, inserting just-arrived items, etc. 

Five per cent of the gross “take’’ is earmarked for 
advertising. Trend of current copy is to dissipate the 
feeling that exists among residents of average means 
that the store stocks only high-priced luxury merchan- 

ise. 

Newspaper and radio advertising spearhead the 
drive to get word around that Byrne’s maintains a 
wide stock of medium-priced merchandise. Termed the 
“popular diamond promotion,” newspaper and radio 
advertising copy points up the advantages of buying 
diamonds in $50, $75, $100 and $250 brackets from a 
trustworthy sales institution. 

In putting the store over with such buyers, John 
Byrne’s promotional harp has one string—he hammers 
away at a stratagem based on the premise that since 
the store sells for cash (or 90-day payment, which is 
considered cash) the customer is assured of getting top 
quality for his money. 

Moreover, radio copy particularly, stresses that ‘“‘we 
tell each customer exactly what each diamond is like, 
its quality, its cutting, its mounting.” 

Two radio shows aired by the store are in large favor 
with local listeners. A 15-minute Sunday afternoon 
show features a talented local pianist. But the high- 
lighted radio attraction is a Saturday twilight show, 
between 6:15 and 6:30, programmed on WOW, Omaha’s 
largest station, combining four popular records with a 
key commercial featuring an exchange of comment be- 
tween John Byrne, the store owner, and an announcer. 

Here is a typical excerpt from copy on the show re- 
flecting the artful fashion with which the firm is ap- 
proaching smaller-income diamond buyers: 

Announcer: And here’s the boss himself, John 
Byrne—and John, what was that question you were 
asking a minute ago... 

John: I was just saying Russ . . . suppose you were 
in New York... were going to buy a diamond en- 
gagement ring . . . and had just $100 to spend. What 
jewelry store would you go to? 

Announcer: Oh... I suppose I’d go to some out 


of the way store. 
John: Well, if I were in that same situation, I’d 


go to Tiffany’s. 

Announcer: Oh, but, John—Tiffany’s—$2,000 

brooches . . . $5,000 rings. 

John: Yes, Russ—and they’re worth it, too. And 
when Tiffany’s sell a $100 ring—it’s worth it. In 
jewelry, you always get more for your money when 
you buy from a quality house—a trusted jeweler. 
That’s why I say to the fellow interested in diamonds 
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—visit us at John Byrne Jewelers—let us sh 

how much real quality your money can buy. 

Influence on sales of this campaign has been forceful 
and almost instantaneous. Business in the past 
weeks with young men of modest means 
nuptials has been on a definite upswing. 

Newspaper advertising copy, underlining the quality 
theme, is timed to appear on Friday nights preceding 
the broadcasts. 


OW you 
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DISPLAY IS SECRET OF STORE’S SUCCESS 
(From page 197) 


“Display has worked magic for us,” Mayers ep. 
thused. ‘Our windows have been a wonderful and jp- 
expensive advertising and publicity medium. They 
have created invaluable word-of-mouth advertising, 
Our interior displays have saved us a lot of money that 
we would have had to put into expensive fixtures,” 

The first jeweler to operate in Westwood on a large 
scale, Mayers’ has since its inception always operated on 
substantial inventories. “I have always carried large 
stocks of merchandise. In our store the patron can find 
practically every famous branded line of quality jewlery, 
in quantities.” 

Why this emphasis on abundance? “When I have a 
patron ask for an item, I want to be able to sell him. | 
don’t want to show him a catalog, take an order, or 
send him down the street.” 

Maintaining such well-filled shelves costs money, but 
according to Mayers, ““The money we save on such 
items as fixtures and advertising we can put into mer- 
chandise, and we are satisfied with nothing but the 
finest.” 

Even though there is always a substantial amount of 
merchandise in the window cases and interior aisle and 
wall cases, they always look immaculate and unclut- 
tered. ““We believe in letting the public see our wares, 
but we display them so that they can see and pick out 
each individual piece.”’ 

The facade of the store, which is done mostly in 
black cararra glass, is set with small display windows. 
These were formerly almost twice their present size, 
but Mayers decided that the store as well as the exterior 
displays would benefit by cutting them down. Smaller 
windows, he reasoned, would be more in keeping with 
the cozy, intimate look he was trying to achieve. 

‘And we did it for a song,” he said. Mayers and his 
staff decided to “lower” the windows by painting the 
upper portions with glossy black enamel, which matched 
the carrara glass below perfectly. Then they framed the 
glass on the door with the same gloss. To decrease the 
width of the window cases, they put in curtain rods and 
hung them with 40 yards of lustrous velvet-like fabric, 
using white in the front windows and aqua in the win- 
dows near the doorway. “The labor was our cheapest 
consideration. My wife and son-in-law and I made 
sketches, bought the material for $5 a yard, and draped 
it outselves.”’ For about $200. Mayers had a brand new 
front, simply by modifying the original, not by de- 
stroying it. 

The arresting black and white theme is further car- 
ried out in the two windows that face the sidewalk, 
where beautiful black and white velvet display pads are 
used as backgrounds for diamonds in one window and 
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watches in the other window. These are striking against 

background of thick white draperies, with the same 
fabric used as window carpeting. There are scores of 
display pads and a dazzling wealth of jewelry here, but 
the arrangement and the dramatic color scheme point 
up the beauty of each piece. . . 

The windows to the rear, with their dainty pastel 
aqua drapery, are also carpeted in white. These are 

‘ven over to small clocks, gold jewelry, compacts, and 
small sterling pieces, with one window usually devoted 
to fine gold jewelry. 

Inside the store, color and arrangement make for 
vivid, easy-to-look-at displays in the aisle and wall 
cases. Glass cases featuring diamonds are carpeted with 
sray velvet, and merchandise is shown against black and 
white velvet display pads. ““We think that this color 
scheme combined with the rich look of velvet, produces 
a wonderful psychological effect, especially when used 
as a background for platinum and diamonds. It gives a 
feeling of luxury and enhances the beauty of this mer- 
chandise,”” Mayers has found. “‘We usually use pastels 
and vivid colors as backgrounds for gold jewelry, com- 
pacts, costume pieces, and watches. Warm colors like 
coral add spice to display of such items and give a 
cheery look to the showroom.” 

“Keep your displays fresh looking and clean,” 
Mayers advises. He changes his window settings twice a 
month. Display pads, backgrounds, and merchandise 
are kept scrupulously clean and shining by daily polish- 
ing. This task is performed by a college girl, who spends 
several hours after school dusting, polishing, and 
beautifying the displays. 

Mayers may appear to have gone overboard for dis- 
play, but, he says, only because he is convinced that it 
has been one of the leading factors in helping build his 
business. 

It has been a prime mover in banishing threshold 
resistance, which was one of the toughest problems 
facing him when he opened the store, Mayers said. 
“Just getting patrons to come in through that doorway 
posed a bigger problem than you might think in a town 
like ours.”’ 

Mayers’ has broken down this attitude by emphasiz- 
ing friendly personalized service and informality in a 
small cozy store, coupled with quality merchandise 
from prestige makers—all this backed up by display, 
which, in the words of Mayers, “‘sets the whole tone of 
the store.” 





BETTER SELLING FOR BETTER PROFITS 
(From page 226) 


“He is selling to the man or woman who doesn’t 
expect to get anything except pleasure or service or 
comfort out of that which is being bought—and who is 
balancing the cost of a new car, a new hat, or a new 
radio against the bills coming in the first of the month 
from a dozen unrelated and supposedly noncompetitive 
sources. They are competitors—the toughest sort of 
competitors—because they are the necessities of life, 
the things that none of us can do without.” 

With the present high cost of living, this drive for the 
dollar takes on added importance. To meet and beat 
this competition, spend more time and effort at point- 
of-sale and thus avoid flops. 
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Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will be answered 
in this department each month by Miss Virginia Dixon, one of Aierica’s top- 
notch display experts whose talents have been brought toa focus on the jewelry field. 
Miss Dizon is already well known to JC-K readers as the author of many stand- 
out articles on jewelry store display. 








HAT is the most suitable height for a ceiling in 

a jewelry store measuring twenty-three by 

seventy feet? The present height of the ceiling is thir- 

teen feet six inches. It seems to be a bit too high. Some 

recent remodeling that I have seen, however, seems to 

be too low. We are planning to use all concealed light- 
ing fixtures in our new store. G.A.S. 

Answer—This is really more of an architectural 
problem than a display problem and your architect or 
contractor should have the answer for you, but the 
height most generally favored for a store of your size 
would be twelve to twelve and a half feet. Your con-- 
cealed lighting fixtures would probably require this 
much space for installation below your present ceiling 


height. 


HERE can I purchase equipment for an auto- 

matic window display curtain control... tracks 

and mechanism to open and close background curtains 
quickly and smoothly? D.K. 

Answer—YVallen, Inc., 226 Bluff Street, Akron, Ohio, 


are an old established firm in this line. Their catalogue 
shows all types of curtain control equipment including 
the fully automatic types. 


S IT possible to get simple equipment for flock 
finishing? We have a quantity of old fixtures that 
need refinishing, but are not worth the expense of ye. 
covering in fabric. It occurred to us that they might be 
flocked to appear quite presentable again. Will appre- 
ciate any information you can give us on this. T.MJ. 
Answer—You can get from the Behr-Manning Cor. 
poration, Troy, N. Y., a twelve-page brochure describ. 
ing the various methods of flock finishing and the 
standard colors available. Also Berorr-Ross, 411 No. 
Foothill Road, Beverly Hills, Calif., offer a complete 
spray outfit kit including undercoat, choice of two colors 
of flock, solvent, brush, patented spray gun and fyl] 
instruction, for a very modest price. They will send 
free circular and color sample card. Flocking, which 
gives a velvety, fabric-like finish would seem an excellent 
way of refinishing old fixtures, but I rather think that a 
little practice would be required for professional results, 
Possibly you can find a display concern in your locality 
who could do the work for you. If not, the above con- 
cerns can certainly supply you with all the necessary 
data. 


SHOPPING NOTES 

Lovely and unusual! floral effects are possible with new 
giant fiberglass flowers from Arkow-Lewis Associates, 
705 Arch Street, Philadelphia, Pa. The translucent 
fiberglass material is airbrushed in delicate pastel tones 
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or the flowers may be given a dewy pearl-like finish 
which would be very effective with jewlery displays. 
The “Fabulous Flowers,’ as they call them, may be 
had in six to ten inch diameter sizes or for a really dra- 
matic splash against a background, there is the heroic 
93 inch size. There are three styles of blossoms— 
pointed petals, rounded petals and charming ruffled 
effect! 

For grass-like effects in small scale, you may want to 
see a sample of “Grasslawn” by Dazian. It is a flocked 
fabric with an attractive “grassy” texture that is ex- 
cellent with displays of summer merchandise—silver, 
glass and china for summer entertaining—or even with 
summer jewelry. Comes in chartreuse and yellow as 
well as grass green, 50” wide. Write for sample or 
order from Dazian’s, Inc., 142 West 44th Street, New 
York 18, N. Y., or their Boston, Chicago or Los Angeles 
offices. 

For more genuine grass effects, where the full scale 
is not too coarse for the merchandise or for using as 
carpeting under table settings and for other summer 
displays, you will want the regular grass matting from 
Eaton Brothers Corp., Hamburg, N. Y., or from Memo- 
rial Grass Company, Uhrichsville, Ohio. The Eaton 
mats now come in 17’’, 3’ and 5’ widths and from 3’ to 
30’ lengths so that it can be cut to fit almost any space 
without having seams. Matting from both these con- 
cerns should be ordered through your local display 
products dealer. 

For colorful “summery” backgrounds, for temporary 
partitioning in the store or window and many other 


uses, don’t overlook the woven-wood screens from 
Tropicraft, 535 Sutter Street, San Francisco 2, Calif. 
These screens are composed of narrow wood slats 
bound together to form a screen flexible enough to 
assume an infinite variety of graceful curves. The 
standard size is six feet high by seven feet wide, but 
other sizes can be made to order. There is a wide selec- 
tion of stock colors or they can be purchased in a 
natural finish. They are particularly useful in cutting 
off awkward corners of a window or a room and make a 
pleasing but not conspicuous background. They can be 
used for supporting pictures, flowers and other decora- 
tive material. 





JUNE IS FOR GRADUATES, TOO 
(From page 200) 


could be plainly seen through the glass doors by all who 
passed the store. Large scroll cards on the side walls, 
resembling an unrolled diploma, said ‘““To make the day 
live in happy memories forever, Graduation Gifts from 
LeRoys.” 

Said the manager of The Diamond Shop, Tacoma, 
Wash., ‘““The young business men of Tacoma put on a 
big Junior Ice Revue for the benefit of the bands of the 
three high schools of the city. We linked up with this 
project, purchasing a number of tickets, and during the 
first four days of the week, offered a pair of tickets to 
everyone opening a new account, and a single ticket to 
everyone purchasing a graduation gift. We made our 
offer known through newspaper advertising and window 
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THE HERSCHEDE HALL CLOCK CO., CINCINNATI 6, OHIO 








For Aprit. 1948 245 





cards—the latter showing some of the stars and en- direction of the college heads, preliminary contests a 
re 


sembles of the Revue—and secured a number of new staged and on the basis of these trials, five students 
accounts, as well as stepping up the sale of graduation chosen for the final contest which takes place in - 
gifts to a considerable degree. college auditorium, and which is open to the public 

Something new in the line of graduation gifts was Not only does the contest arouse a great deal of inter - 
featured by Hirsch Jewelry Co., Salinas, Calif. They in the community, but—it is emphasized by Ark m 
used a quarter page ad to call attention to the Casco Kerr, head of the jewelry firm—it is not a case of luck 
electric tool of 10,000 uses. A special booth was erected, but a test of ability and effort by those who enter the 
where a young man was seen operating the tool and competition, and the awards are made on the basis 4 
explaining its various uses. Other electric appliances— actual merit. The contest is open to both boys and 
razors, flash lights, curling irons, etc., were also shown girls, and in addition to the prize watch, a valuable 
at this booth—all advertised as very desirable gradua- trophy is given as a runner-up prize. The watch and 
tion gifts for young moderns. A card in the window, trophy are on display in the window of the Kerr store 
where watches and rings were shown, called attention to for several weeks in advance, surrounded by other 
the demonstration inside. watches in a considerable range of prices. 

American made watches were featured by Peter But though a watch is usually the first choice of 
Michael, Jeweler, Seattle, Wash. In the window was a every graduate there are many people who cannot give 
large pink card in a silver frame, reading “Peter one, or for one reason or another prefer to give some- 
Michael, Jeweler, for the graduating senior.” It thing else. The jeweler should therefore feature a wide 
showed a bar of music of the song ““Time on My Hands.”’ variety of gifts at popular prices. This was the thought 
On a three-step fixture, covered with gold brocade, were of Weisfield and Goldberg, Portland, Ore., who ran an 
velvet cases holding watches and pens. ad topped with figures of graduates, and headed “Gifts 

Many jewelers attract the attention of graduates by that Say ‘Congratulations’ and mean it.” A score of 
placing the names of all the members of the class around gifts from $3.00 to $10.00 were listed. They backed it 
a big clock, and offering a watch to the lucky graduate up with a window topped with a cabinet, at each side 
before whose name the minute hand of the clock stops. of which were 18-inch cutout figures of graduates, and 
For a number of years the Kerr Jewelry Co., Compton, a number of smaller cardboard figures scattered through 
Calif., have adopted another plan—which gives them the display. At the top of the cabinet was a card “Gifts 
an equal amount of publicity. As commencement time for the Graduate.” Featured were small leather goods, 
draws near they sponsor an oratory contest at Compton pens, pipes, tie sets, clocks, compacts, cigarette lighters, 
Junior College open to all senior students. Under the field glasses, and costume jewelry. 
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‘SPECIAL’ WINDOWS WIN WIDE RECOGNITION 
(From page 202) 


he rode, were items the store sold to many customers 
whe came in, attracted by the display. 

“We have a baby window about every six weeks,” 
explains Mrs. Stubling, “and they usually bring results. 
| wouldn’t say there’s any particular time of year when 
people buy more baby jewelry—lI guess it’s always open 
season on babies.” 

This particular window was designed by John Dow 
and Mrs. Frances Olsen. Among the items which Mrs. 
Stubling reported as moving much faster after the 
appearance of the window display were tiny enameled 
lockets and orange juice cups, which have been so 


hard to get. 


Other items in the window were bracelets, a silver | 


piggy bank, silver-backed comb and brush sets, silver 
miniature frames, aad forks and spoons. The whole was 
arranged for an uncluttered look. 





COMMUNITY CAMPAIGN FOR MOTHER'S DAY 
(From page 212) 


individual pieces of silver, with Mother’s Day card 
attached. Also several boxes wrapped in red or white 
cellophane and tied with ribbons of contrasting hue, 
supposed to contain silver gifts. A strip card of silver 
said, “Remember Mother’s Day Sunday.” Back of the 
table was a case of silver. A spot light was thrown on 
the table at night, and a black screen placed behind it, 
so that it stood out distinctly and could be plainly 
seen through the glass doors. 

“All of the tables in the store held bowls or vases of 
flowers—carnations, the Mother’s Day flower, pre- 
dominating. Incidentally, fresh flowers are used to 
adorn the tables all the year around. There is a budget 
of $10 a month for the purchase of flowers, the decora- 
tions being in charge of one young woman. This allows 
a rather lavish decoration, as most of the time flowers 
from the florist are supplemented by flowers from our 
own garden and that of our employes.”’ 








PACKAGED SHOPPING BOON TO JEWELER 
(From page 218) 


they must ask to see—a feeling which inhibits many shop- 
pers from even entering a jewelry store in the first place. 
Potential customers are therefore encouraged to come in 
and look around without being subjected to the pressure 
to buy which is inevitable if the salesman must bring 
forth each article from a drawer beneath the counter. 
Suburban shoppers in particular prefer to shop in an 
unhurried manner, to get ideas for a gift which they may 
come back io purchase a month or two later. 

Though small and valuable items such as watches and 
rings must be displayed in closed cases, these can be 
easily seen beneath glass top cases. Costume jewelry and 
larger pieces of silver and giftware are displayed on the 
two islands and the open wall display cases which stand 
at either end of the display room. Price is clearly 
marked, and merchandise here may be picked up and 
inspected freely. 
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Diversification is a necessity, as the firm is in compe- 
tition with downtown Seattle jewelry stores of consid- 
erably larger inventories. For this reason, and because 
customers are drawn largely from middle and upper 
middle income groups, merchandise carried is restricted 
largely to nationally advertised brands of proven quality. 
A complete watch and jewelry repair service, with a 
qualified watchmaker employed full-time, is also main- 
tained. The firm advertises in both Bellevue newspapers, 
which have a large rural circulation. 





JEWELRY KEY TO FASHION INDIVIDUALITY 
(From page 222) 


and the pattern and type fabric must be taken into 
consideration. A gorgeous diamond necklace would be 
lost under a wild print dress with a frilly neckline, but a 
low-cut gown with simple neckline and in a plain 
fabric is the most stunning frame for such a costly 
piece. 

Banton’s latest assignment for Independent Artists, 
“The Velvet Touch,” bears striking testimony to his 
verdict on gems. Starring Rosalind Russell, this produc- 
tion features one of the most style-worthy and expensive 
wardrobes of the year. There is also important fashion 
news in the jewelry, which consists of interesting new 
pieces from the country’s outstanding gem houses and 
from Miss Russell’s private collection. 

The beautiful and brilliant “Roz, ’who has what 
Banton calls “fine clothes sense both on and off the 


screen,” plays a stage actress of considerable meang in 
“The Velvet Touch.” During the course of the film she 
is seen both on stage and in private life. Her costume 
changes are so numerous and her wardrobe so varied and 
costly that it raised a howl of delight from the normally 
placid Banton, who, like most people of artistic bent 
does his best work in the absence of such pressures ag 
“economy” and “low budget.”’ 

“We exercised great care in selecting jewelry in keep- 
ing with Miss Russell’s role. Since she portrays g 
modern, well-educated, well-groomed woman, which jg 
exactly what she is off the screen, the wardrobe and 
gems are much like the ones she would wear in private 
life,” Banton reveals. In fact, the statuesque actress 
was so smitten with her screen clothes that she ended 
up by purchasing most of them. 

No expense was spared in getting new gem pieces that 
would tell a fashion story together with the costumes, 
Although the story is laid in modern times, in many of 
the scenes Miss Russell plays the part of an actres in 
period plays, and for three sequences Banton insisted 
upon authentic period gem pieces. 

One of the most gorgeous modern gem creations ever 
to sparkle on the screen was furnished by John Rubel to 
complement a magnificent evening dress. Valued at 
more than one hundred thousand dollars, the matching 
diamond-and-emerald necklace and earrings had studio 
guards and private detectives jittery for weeks, and 
the closely guarded cast breathed a sigh of relief when 
the gems were shipped back to their owner in New York. 

The ensemble consists of a diamond necklace of bril- 
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liant and baguette cuts sets in platinum. The center 
section is solid with large baguettes and from it hang 
aceful drops of huge pear-shaped emeralds. There are 
a dozen of these rare stones suspended like ‘ear drops 
from little strands of diamonds. The matching earrings, 
with their immense emerald drops, are shown off dra- 
matically against Miss Russell's upswept coiffure. 

These breathtaking gem pieces were practically made 
to order for a luxurious but dainty evening gown Banton 
designed for Miss Russell. With lines that are reminis- 
cent of an old French court dress, this exquisite gown 
of stiff pink slipper satin has strapless decolletage and 
low, gently molded bodice, providing a splendid back- 
drop for the necklace. Pannier drapery, SO important in 
the new fashions for both day and evening wear, flares 
out gracefully from the snug waistline and unfolds like 
a flower atop the voluminous skirt. The look of elegance 
‘s carried out in the sable-edged scarf that fits snugly 
over Miss Russell’s shoulders and fastens at the bodice, 
but which is cut low enough to expose the scintillating 
gems. 

There are pearls in profusion in this film, as you can 
see from the accompanying stills taken from actual 
scenes in “The Velvet Touch.” Their abundance and 
the diverse ways In which they are worn should have 
quite an influence upon the millions of women—and 
men—who see the picture. ‘“We used pearls with at 
least a dozen of Miss Russell’s gowns,” Banton says. 
“She wears many dresses of chiffon and velvet, two 
fabrics that both she and I like because they are femi- 
nine and photogenic. With them pearls are a natural. 
But they are excellent complement for any fabric, for 


that matter.”’ 





SPOTLIGHT ON THE JUNE BRIDE 
(From page 230) 


invitation, announcement, and At Home Card, and the 
social stationery the bride will want for acknowledging 
gifts and good wishes, was featured in an interesting 
manner by J. Jessop & Sons, the old established 
jewelers of San Diego, Calif. On stepped up mounds 
of white, against a black background were shown a 
photo of bride in a silver frame, and another picture 
of a pair of feminine hands with beautiful engagement 
and wedding rings, the display flanked by silver 
candelebra. Fountain pens in satin cases; boxes of 
deluxe stationery with pen attached; leather bound 
calendars, as well as specimens of engraved stationery 
for all the wedding functions were displayed. A special 
ad called attention to the boxes of “‘informals.” It 
depicted one of the cards with an envelope, and was 
captioned, “‘Attention, June Brides and Graduates: 
Now is the time for thank-you notes and informal in- 
vitations. They featured a box of 100 cards and 
envelopes. 

A display that attracted much attention was that 
of Schwabacher-Frey, San Francisco, Calif. It had a 
background of deep blue, traced with silver. In the 
center was a panel showing a bride in white releasing 
a number of white doves—a symphony in blue and 
white. At either side were silver pillars, and at the 
lop, silver bells lined with blue. White silk ropes ex- 
tended to the floor, and to these were attached a num- 
ber of bride dolls. At the base was a big art card 
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reading, ““Your Paper Trousseau.” Here were shown 
calling cards, wedding invitations, announcements 
At Home cards, boxes of stationery, and wedding books 
in white and gold. Shortly before the bridal gta. 
tionery window was installed they ran an ad with g 
cut of a bride, captioned “Your Paper Trousseay— 
Whether your wedding be grand or modest, long 
planned or a rush affair, you will want your paper 
trousseau to be correct. Bring any of your problems 
to our Social Stationery Director. She will be glad to 
help you.”’ 

Gifts for the attendants were cleverly suggested jp 
displays by Weisfield & Goldberg, ‘Tacoma, Wash. The 
first had a large white card lettered in red and blue, 
“Cherished gifts that any bride would be happy to 
give or to receive.” In front of the card was a doll 
bride and four maids in pastel gowns. Costume jew- 
elry, pearl chains, compacts and cigarette cases were 
shown. The companion window had a white card, 
lettered in red and blue, “Gifts a groom would be 
proud to give.” Here were shown cigarette cases, 
pipes, watch bands, cuff sets, tie clasps and small 
leather goods. 

Calling attention to modest gifts, yet of terling 
quality, Frank A. Heitkemper, jeweler, of Portland, 
Ore., came out with an ad illustrating a silver shell 
dish and sugar spoon. It was captioned, “It’s That 
Wedding Month Again—Here are two answers to the 
‘wedding gift problem’—practical . . . gracious... 
inexpensive . . . thoughtful—in fact, this fluted shell 
dish in sterling will make your name shine among the 
suests. And this sugar spoon has every chance of be- 
coming an heirloom. Come in to see our full line of 
sterling, gifts to delight any bride.” In their window 
was a wedding party of dolls—the bride and her maids, 
in silken gowns of pastel tints. In the corner was a 
silver bowl of pink carnations. At one side was a 
chest of sterling flatware, and down front a one-place 
setting of silver, china and crystal. High quality 
tablewares are given much attention by this fim, 
and during the months of May and June frequent ads 
are run calling attention to high quality service plates, 
cups and saucers, as well as crystal stemware and 
punch bowl sets. 

Another jewelry firm that featured quality china and 
crystal as well as silver was that of Hardy, Seattle, 
Wash. A clever little window, striking in its sim- 
plicity, showed a gnarled drawf tree, highly polished, 
and a formal bridal bouquet of pink rosebuds and 
forgetmenots, in lace paper holder, tied with pink and 
blue ribbons. A set of etched glasses, a fluted sterling 
silver dish, candelebra, and a number of pieces of flat- 
ware were displayed. Two tables, one holding several 
patterns of crystal stemware, and the other, deluxe 
service plates, were each adorned with formal bridal 
bouquets similar to the one shown in the window. 





CLASSIFIED SECTION GETS ADS NOTICED 
(From page 232) 


petitors, we still put the biggest part of our advertising 
money into the classified pages.” 

What is the secret for success in classified advertising? 
This jeweler lists four main points: Choosing the right 
reader; offering him the right merchandise; offering tt 
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‘1 the way that will bring top results; and making the 
offer in a paper that is capable of delivering a heavy 
classified readership. 7 

These pointers, of course, apply to all advertising. But 
there are special twists to the use of classified. 

Take, for example, point one: choosing the right read- 
er. Ordinarily, in display advertising space on the regu- 
lar pages of the newspaper, it is possible to slant the ad 
specially for the type of reader who is a ripe prospect for 
the merchandise being offered. If it is moderately-priced 
jewelry, the advertisement would be run on society pages 
or on some other page which is read predominantly by 
women. There would be no question of placing the ad on 
the sports page, or in any section that is read more by 
men than women. To rule out higher-income readers who 
would not be interested in a low-priced item, a prominent 
price display might be made in the ad. These steps. 
along with the wording of the headline, would tend to 
give the advertisement a special appeal to women who 
should naturally be interested in the merchandise. 

It is not possible to do all of these things on the classi- 
fied pages. They are read by both men and women. 
Generally, the sections offering merchandise for sale are 
not read by wealthier persons. Therefore, the readers 
are primarily lower and middle-income groups. There 
is no way in which to place the ad for costume jewelry 
in a spot where, in the natural course of reading the 
paper, more women than men will come across it. The 
headline must carry all of the burden of selecting the 


reader. 

Point two of the jeweler’s classified advertising credo 
concerns offering the right merchandise. No intelligent 
merchant would open a shop selling high-priced goods in 
a neighborhood whose residents were all lower-income 
people. Nor would a smart merchant open at a swanky 
address and attempt to sell lower-priced merchandise. 
There is a direct connection between these examples and 
the merchandise that will enjoy the highest sales from 
classified advertising space. Since most of the readers of 
the classified pages come from the middle and lower- 
income groups, high-cost merchandise will not enjoy a 
ready sale. (There are exceptions of course. Many very 
wealthy men and women wouldn’t miss the classified 
pages of their papers. But by and large, it is still a good 
rule of thumb.) 

Since no illustrations can be shown, the copy, headline 
and price must do all of the selling work. People will buy 
a low-priced item sight-unseen much more readily than 
they will buy a higher-priced one. Because of this, the 
“right” merchandise is the traffic lines, the high-volume 
sellers that will enjoy quick and ready acceptance, and 
will tend to draw into the store a good traffic flow that— 
later—may result in sales of other lines as well as the 
ones advertised. 


Offering the merchandise in a way that will bring top 
results means that, in writing the copy, stress must be 
laid on what the merchandise will do for the reader. All 
superfluous words must be eliminated. The copy must 
bear down on hard, intensive selling. 

What the merchandise will do for the customer is the 
most important part of classified (and all other) adver- 
tising copy. How can this business of reader-benefit be 
woven into good selling copy? 
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The person who buys your jewelry, gifts, electric appli- 
ances, silverware and other lines is not interested in the 
merchandise as such. He is interested instead in what 
they will do for him. Joe Jones, the customer, may want, 
let us say, a radio. He does not want this because it has 
so many tubes, because it is made by a well-known manu- 
facturer, because its dial has a certain design, or because 
it will look pretty on his mahogany end table. 

He wants the radio for only one reason, and that is 
because of the enjoyment it will bring him. That is what 
the radio has to offer the reader: enjoyment. The point- 
ers about its tubes, its design, its good-looks, and the 
reliability of the manufacturer are important—but only 
as they tie to Joe Jones’ main lookout, which is his own 
enjoyment. 

In practice, what does this mean? It means that effec- 
tive copy will tie the sales pointers of the merchandise 
(which are the jeweler’s eye pointers) around the buying 
pointers (which are the customer’s eye advantages). The 
fame of the radio’s manufacturer will be cited as a reason 
why the radio will give maximum enjoyment and long- 
lerm service. That is what interests the customer—not 
the manufacturer’s name. The number of tubes will be 
cited as a reason why programs will come in clear and 
true. The customer wants clarity and fidelity of tone so 
that he will enjoy the radio more, rather than merely a 
certain number of a particular kind of tube. The design 
of the radio will be used as a reason why he gets an extra 
advantage—good looks—as well as top enjoyment. An 
extra advantage for him will help to sell more radios. 


Mere design will not. Every sales pointer of the mer. 
chandise should be turned into a buy pointer, 

The fourth thing-to-watch is the paper which carrie 
your advertising. Many jewelers mistakenly choose the 
rewspaper that has the least amount of advertising ag the 
one in which to run their advertisements. They do this 
with both classified and regular display advertising, on the 
theory that other ads compete for attention with theirs’ 
thus reducing the readership and lowering results, _ 

As a theory, that may sound logical. But it does not 
work out in practice. Here is what one successful user 
of classified advertsing points out: 

“When we first began advertising, I had such an idea 
myself—that the fewer the competing advertisements, the 
more my own ads would pull. I held the idea for a Jono 
time. I only gave it up when I discovered that our volume 
did not compare favorably with other jewelers; and that 
the increase we were enjoying due to wartime prosperity 
was considerably lower than our competitors’. 

“At first, I wondered whether advertising itself paid— 
because my own did not. Then I realized it was a mistake 
to condemn a proven selling tool of such massive propor. 
tions as advertising merely because my store’s advertising 
was not producing results. 

“Finally, a friend who is an advertising man tipped me 
off. ‘Do you know what a professional ad man would 
do if he were just arriving in a strange city and wanted 
to determine the best newspaper for producing results?’, 
he asked me. “This is what he would do: He would look 
at the classified pages. The paper which carries the great- 
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est volume of classified ads is almost always the best for 
poth classified and display results. You can’t count on 
+ every time, but it’s a good rule in nine cases out of ten.’ 

“Another thing | learned about how to use classified 
advertising for results is that if your advertisement is 
worded well, if you're selling something the customer 
wants at a price which compares well with that of other 
stores, and if you slant your appeals skillfully, your ad- 
vertisement will be read even if a thousand others sur- 


round it.” 

Since classified advertising is set apart from the rest 
of the paper, it is usually read during spare time. House- 
wives read it between their household chores. Business 
men read it on the way to work or at lunch. Classified 
i; leisure-time reading matter. For this reason, your 
classified advertisements will pull strongest if you insert 
them at a time when the newspaper readers have the 
greatest leisure time for reading. So Sunday newspaper 
insertions will outpull insertions on other days, often by 
so much that the added cost of Sunday wordage is offset 
two and three times by increased sales. Saturday is also 
a “leisure” day, although not to so great a degree as Sun- 
day, but Saturday ads are not recommended. The time 
lag of Saturday-to-Monday which elapses between read- 
ing the advertisement and acting upon it is too great. 


Here are some miscellaneous ideas found effective by 
successful jewelers for pepping up the sellability of classi- 
fied advertising: 

1. Write the copy long, then cut it to the bone. In the 
first draft, include every point that comes to your mind. 
Then the copy can be cut and re-cut until no word re- 
mains that does not contribute heavily to producing sales. 
In the process, whole arguments that look weak when com- 
pared with the major “buy pointers” can be eliminated. 


2. Always give your store address and name. Adver- 
tisers report that the blind ad can never approach the 
addressed ad in results. A blind ad is one that gives only 
a box number or a telephone. The store name and address 
should always be given and, if telephone orders are de- 
sired, the phone number as well. 


3. Put the selling punch into the first line of the ad. 
This line is the classified advertisements’ headline. It 
must also stop the reader, a job done in display ads by 
the heading and illustration combined. In going over the 
first draft of the selling copy in order to boil it down, 
pick out the strongest selling argument and feature this 
in the fist line. Be sure it is one that ties in with the 
reader’s-eye view of things—the advantages he will reap 
by purchasing your merchandise. 


4. Be brief, but tell the whole story. It is better to 
tire message, than to cut the copy to twenty-five words— 
write fifty words, if fifty words are needed to tell the en- 
and tell only half of your sales story. 


0. Low-priced merchandise, traffic items, and repair 
services make ideal classified advertising offers. These 
bring a number of customers into your store. Once ‘in, 
they often see, like, and buy other merchandise. 


6. Remember that the reader is looking for your ad 
when you run it on the classified pages. There is no need 
to be coy, no need to arouse his curiosity before proceed- 
ing to sell him; the ad’s message should be straight sell- 
ing. Bear down on hard, intensive appeals to come-in- 
and-buy-it-now. 


FOR Apri, 1948 
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STERLING BY 








We’re distributing two 
Amston patterns... 

two patterns which discriminating 
women have been buying... and 
using ... and looking for... thru 
the years. 











QUEEN MARY 







We love to make money for you because 
some of it rubs off on us—and with these 
time tested patterns .. . and the pro- 
motions planned for Amston sterling— 
we can't miss. Have our representative 
call and see for yourself. 


JOS. B. BECHTEL & CO., INC. 


Wholesale Jewelers 
Established 1894 
729 SANSOM STREET, PHILADELPHIA 6, PA. 
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NEW! Universat’s 
UNIFLEX 


Only reflex at anything like the 
price with built-in flash synchro- 
nization and Unitary Focusing 
(convenient side knob controls 
entire lens platform). Lighre 
weight all aluminum die-cast 
construction. Uni-Fold hood — 
one finger opens and closes it. 
15 other expensive features. 

UNIFLEX I — Coated f4.5 viewing 
lens, £5.6 taking lens . . . shutter 
speeds: 1/25th to 1/200th ...48.00* 


UNIFLEX II — Coated £3.8 viewing 


lens, £4.5 taking lens .. . shutter 
speeds: 1/10th to 1/200th, time, 
bulb ae 75.00* 








NOW you'll have a 


Here it is . .. Universal’s new, comprehensive line for 1948 . .. a great series of still cameras 
-- + movie cameras . . . silent and sound projectors . .. a complete line from which to sell every 
camera prospect, from amateur to advanced hobbyist! 


Examine each product described here! Each is packed with value . . . each loaded with features 
your customers are looking for .. . like the exclusive Range Viewer of Buccaneer .. . synchro- 
nized flash unit of low priced Meteor . . . Unitary Focusing of Uniflex. You'll make more profits 
with Universal — because there’s a Universal you can sell to every prospect! 


U/ruvensat [amen [oreorarion 





UNIVERSAL’s MERCURY Il 


No other American 35 mm. camera offers such color 
clarity . . . color economy. Extreme depth of focus, coated 
f2.7 lens, shutter speeds to 1/1000th sec., guarantee shots 
that click every time. Unique single-frame feature almost 
halves file COSTS oonnccccccceccccscccsescssessssessessssnseseseesssvee cesses ......$2.90* 













UNIVERSAL’S 
METEOR 


The economy “candid” with 15 
“professional” features! Large, 














nit (24%4" x 2%") sharp pictures 
ot oFLAs# itm «nn 620 film. Coated lens, syn- 
» +e pho - & chronized flash unit, variable 
v ni oi joe . FP | aperture ... 15.00% 
tO a ype nt ; 4 ij ~ | 
este “ 30* : 








UNIVERSAL’S 
CINEMASTER Il 


Best buy in movie cameras. Easy 
to load, child’s play to operate. 
Precision ground lens assures 
“living” movies every time. Color 
or black and white. Dual film 
use: double 8 or economical 
UniveX Straight 8. With coated 





£3.5 lens ........... 5 1.90* 
With coated 2.5 lens . . . 66.65*. 
With coated f1.9 lens................ 96.75* 





THE JEWELERS’ CIRCULAR-KEYSTONE 











[|/N/VERSAL Camera 


— for every Camera Prospect! 


Snapshot Cameras... Candid Cameras... Folding Cameras... 
Reflex Cameras... Movie Cameras and Projectors. . .$15 to $350. 











UNIVERSAL’S BUCCANEER 


The only 35 mm. double-frame camera with Universal's 
exclusive Range Viewer. It combines range finder and 
view finder in one unit. Coated f3.5 lens, shutter speeds 


to 1/300th sec., 


14 other precision features. Perfect 


indoors or out ... color or black and white. ....... 65.00* 





NEW! Universat’s 
ROAMER 


More ‘“good-picture” fea- 
tures than any other folding 
camera. Built-in flash syn- 
chronization, eight 24% x 
314 pictures on either 120 
or 620 film, featherweight 
(19\%4 ounces) all alumi- 
mum die cast construction. 


ROAMER I — Coated, Achromat 
lens (color corrected ) .....29.75* 


ROAMER II — Coated £4.5 


Anastigmat lens . . . shutter 
speeds 1/25th co 1/200th. 
IE 
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UNIVERSAL’S 
CINEMATIC 


Best buy in silent projectors; 


750 watt, gear driven, noiseless. 


Brilliant screen images. Extra 
capacity 400 foo: reels. Fully- 
geared forward, reverse, and 
rewind controls. Coated, f1.6 
Superlux Universal lens. Retail 
IN sinctsiiniessctinenticmpstainiuialnaiian 135.00 








NEW! UNIVERSAL’S 
TONEMASTER 


Best buy in 16 mm. sound pro- 
jectors; combines 24 features, 
formerly available only at much 
higher prices. Schools, churches, 
industrial firms and homes pre- 
sent a huge market. A full hour 
of sound movies without film 
change. Compact, light weight, 
portable. Priced unexpectedly 
low at....350.00 (Retail Price) 





* Retail prices; Pederal Excise Tax Included 
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NEW SECOND EDITION 


Please send me.......... copies of THE JEWELERS 
POCKET REFERENCE BOOK by Robert M. Shipley. 
hades on earns nthe 4-0 a eeaaem anne dada unialninis 
EEE NS ee ne a ee Ramee ee 
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GEMOLOGICAL INSTITUTE OF AMERICA 
541 South Alexandria Ave., Los Angeles 5 | 
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GREATER JEWELRY SA L, ES" 


SALES OFFICE 
130 West 42nd Street. 
| Néw York City 18, M. ¥. 
Tel. LOngacre 5-1576 
REPRESENTATIVES: 
LOS ANGELES, CAL. 
A. J. Leckmaii 
448 S. Hill Street 
oe 150-25 18th AVENUE | 

DENVER, COLORADO , WHITESTONE, N.Y. 


poe froma : FLUSHING 9-2365 Send for complete catalog 


















Traditional Trilsch craftsmanship consis 
promotes the sale of fine jewelry. Creators of 
boxes for manufacturers, wholesalers and re. 
tailers since 1888. 





OSCAR TRILSCH C0 











Ruby 

Garnet 
Kunzite 
Alexandrite 
Blue Sapphire 
Rose Zircon 
Golden Sapphire 
White Sapphire 
Blue Spinel 
Peridot 
Aquamarine 
Zircon 

Erinite 
Tourmaline 





—= SYNTHETIC STONES 


CUT WITH PRECISION & CRAFTSMANSHIP 
has made METROPOLITAN GEM CORP. 
a LEADER in its FIELD! 


ALL SIZES FACETS +: BUFF TOPS -« CABOCHONS 


Cushions 
Octagons 
Ovals 
Antiques 
Rounds 


Pear shapes 


Navettes 
Barrels 
Shields 
Hexagons 
Triangles 


Fan shapes 
Ruby Rods 


GEM STONE DRILLING 
Stones cut by Metropolitan reflect 
modern manufacturing methods 
that mean more profits for you. 


ETROPOLITAN 


SL 


12 JOHN STREET © NEW YORK 7, N.Y. 


Digby 9-1523 











—_—————. 
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Ken Drobst S 


\ MFG. CO. 
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CALA TORS OF THE FINEST 
GOLD - FILLED 
JEWELRY 


9-11 FRANKLIN ST., NEWARK 2, N. J. 


Sold tanough selected wholesalers only 
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D. SCHNEIDER 


Antique and Modern Jewels 
74 West 46th St. © New York 19, N. Y. 


Manufacturing Jewelers 


The classic beauty of unadorned 14 Kt. gold 
is presented in original earring designs. 
Featuring a superior selection of rings, ear- 
tings, bracelets and brooches in antique or 
modern styles. We invite your inspection 


NOW. 








KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own sfore 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. if 
More than 12,000 Kingsleys now in use. ys ‘ ie 7 
Write for Catalog and Ideas . 
on Monogrammed Promotions a a 


Kig GS: Py, EASY TO OPERATE 


STAMPING MACHINE CO. 
FOR Apri, 1948 





CALIFOR MIA 


HOLLYWOOD 28, 
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Knights of Columbus 










#1736-8 
$50 KEYSTONE 


14 Karat Gold with black enamel 
top, raised design hand chased in 
white, two attractive side insignia 
in enamel. 









MEMBER 
AMERICAN 
GEM 
SOCIETY 
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NEW ...1948 
Waltham Watch 
Material Catalog 


FREE 


WALTHAAA 





This 143-page book 

is more than 
merely a watch mate- 
rial catalog. It is a 
reference book that 
illustrates, fully de- 
scribes, lists and prices 
all Waltham Watch 





SINCE 1850 





WATCH and CLOCK 


parts. In addition, it MATERIAL 
contains a vast amount ® 
of information and ~~ 


data every watchmaker 
will find helpful on his 
workbench. It will fa- 
cilitate the servicing of 
any Waltham Watch by making it easy to obtain any 
required piece of material from the material jobber. 
No effort or expense has been spared to make this 
new catalog complete in every detail. 


waiteam 5¢ 8 8=mastacwuserts 














+ Write today for your FREE, post-paid copy of 

the new 1948 Waltham catalog, “Watch and Clock 
Material.” Send your request on your own letterhead 
or that of your jeweler-employer. Also please be sure 
to give us the name or names of the material jobbers 
through whom you purchase your genuine Waltham 
material. Send your request to: 


WALTHAM WATCH COMPANY ¢ WALTHAM 54, MASS. 








“TI just cant seem 


to make up my mind— 
thanks for _€y_ the trouble.” 








Goldsmith and Situersmith Pradition Since 1640 
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Extensive Surveys made among jewelry and department stores— 
and among actual purchasers of sterling—prove that consumer 


indecision at point of sale is one of the biggest problems in 
selling sterling. 


That's why Frank M. Whiting’s Sales Program for ‘48 is certain 
to help you sell quicker, easier, more profitably. Because this 
program has been designed to give women new assurance in 


purchasing sterling. 


I's based on the long-established but long overlooked fact 
that there's a definite relationship between a woman's choice 


of silver and her choice of all her home furnishings. 


To help you profit by this relationship, Frank M. Whiting ad- 
vertising for '48 will feature the advice of America's foremost 
decorators. They will relate Frank M. Whiting Sterling to a 
woman's entire decorative scheme — and give women the 


personal assurance of good taste that eliminates hesitation at 


your counter., 


This attention-and-action getting campaign will reach more 
than 35,181,111 potential purchasers of sterling—in the pub- 
lications which surveys show your customers read regularly. It 
will be backed with a series of colorful consumer booklets—each 
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GEORGIAN SHELL 





helps you solve this problem! 


written by a famous decorator who will relate specific Frank M. 
Whiting patterns to specific types and periods of homes. 


This program has been built to answer your problems and your 
customers’ problems. Frank M. Whiting has done — and will 
continue to do — everything to help you. All you have to do 
is present this program to your customers properly. See your 
Frank M. Whiting representative for details. 


AND COMPANY 


FOR AprIL, 1948 
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Open Mondays trom (2 noon until 6.00 p mm 


One does not have to knock house-to 
house competition is the opinion of 
Long’s, Boston. It’s merely a case of 
meeting such competition with a more 








IN THIS - STERLING FLAT SILVER 
STANDS ALONE. WE BELIEVE 











intelligent and comprehensive approach 


by E. M. SUTTON 


One of the most effective promotions was 
the one at the left. Showing 15 patterns, 
the copy went on to point out by compari- 
son how little, if any, the price of ster- 
ling flatware had advanced in three years. 


Kactual Ad Slogans 





LUGGING two catchy advertising slogans con- 

sistently and continuously, and emphasizing three 
major truths—selectivity, availability, and responsi- 
bility—Long’s of Boston has successfully met house-to- 
house competition in the sale of sterling table silver. 

One of these slogans—‘“‘Only Pennies More than in 
*44’’—“‘clicked”’ with Allan J. Davidson, Treasurer of 
the Thomas Long Company, during a luncheon dis- 
cussion a year or so ago. It was recognized at that time 
that sterling silverware prices had not increased to any 
extent. 

It was also recognized that prices of almost every 
other commodity had risen 100 per cent or more. This 
gave Mr. Davidson another idea, and the slogan 
‘“‘Everything’s on the Up and Up—but Sterling Table 
Silver’? was coined and adopted by Long’s. 

The two slogans were used interchangeably and in 
various forms in newspaper advertising, in counter, 
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Offset Door-to-Door Competition 


wall, and window display cards, and in direct-mail 
circulars and booklets. 

In the store, itself, the three major truths were 
emphasized upon a group of very capable sales people 
under the direction of Frank Ames, Manager of the 
silverware department. 

‘Part of our argument as to why people should buy 
their silverware from a retail jeweler instead of from a 
house-to-house canvasser is to emphasize three major 
points,” said Mr. Ames. “These are: Selectivity, 
Availability, and Responsibility.” 

As for selectivity, Long’s sales clerks point to the 
greater number of patterns from which a customer may 
choose. The point of availability is stressed in the imme- 
diate delivery that is possible not only on the items 
selected, but on any matching pieces that may be 
desired. Finally, the responsibility of the long-estab- 
lished firm is pointed out to the customer. 

‘‘House-to-house sales competition had nothing to do 
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with our silverware advertising campaign, said Mr. ago...and without any deviation from quality,” th 
’ eC 





Davidson. “It was simply that an idea had clicked advertisements pointed out. 
with me, and we played it up fully in all our advertis- Sales persons took up the same theme in their con 
ing.” versations with customers. ““The same fine craftsman. 
Turning the two slogans over to Miss Ruth Mc- ship is apparent in every piece,” is another point that 
Laughlin of Long’s advertising department, Mr. David- was emphasized. “The same distinctive designs are 
son saw them attractively carried out in numerous ways. here—ageless in their beauty. And, as you know 
In many cases, the art work was done by Howard sterling flatware is Solid Silver throughout,” were othe, 
Baxter of the advertising department. points emphasized. 
One of the most effective of these, based around the Thus were the points driven home. 
slogan “Only Pennies More than in °44,” showed a dis- In advertising featuring the other slogan “Every- 
play of at least 15 patterns of sterling flatware. thing’s on the Up and Up but Sterling Table Silver,” a, 
Advertising copy went on to point out that, in some upward spiraling line charted the soaring cost of living 
cases, these silver place settings were the same price, or by 157.1 per cent since 1944. 
less, than they were in 1944. Patterns were listed, with Here again, a comparison was made—but, in this 
Certived Gemologist Registered Jeweler American Gem Society he ——— 
Open Mondays trom 9:30 a. m. to 8.00 p.m. ities. i mis 
trace CANDLELIGHT O10 Lact mOOLEN ViCIORIAN POINTED ANTIQUE paancis ¢ asaras , Meat ...-.... 60 
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Other slogan used in this 
ad pointed out how prices 
of commodities had risen 


Agven ONY Will: 


while prices of sterling a. ton 
had remained comparatively Place Settings Prices” Prices Difference COSTS ONLY PENNIES MORE 
stable in past three years. ayric Sneed S060 Sheawe 
i Candlelight $22.50 $22.37 13c more 9 , 
Old Lace $22.50 $22.51 I¢ less . 
Modern Victorian $23.75 $22.85 90¢ more z THA N IN 44 
Pointed Antique $23.75 $23.03 72¢ more = 
Francis 1 $26.00 $25.24 76¢ more 
Fairfax $23.00 422.81 19¢ more = in the face of tremendous increases in every Commodity. sterling Mat silver 
Royal Danish $30.55 $30.55 The some - = Vs a prices are the same - or approximately the same - as they were three years 
Wifliam and Mary $23.50 $22.74 76¢ more =— Di - : 5 ago .... and without any deviation from quality. The same fine craftsmanship 
$22.50 $22.46 4¢ more Fad b 1S apparent in every piece. The same distinctive designs are here - ageless 
$23.00 $22.93 7¢ more a — = in their beauty. And. as you know. sterling flatware is solid silver throughout. 


$22.63 $22.63 The some 
Shown are twelve patterns from our great sterling collection - together 


with their 1947 and 1944 prices. They are graphic examples of why you 
should invest now. There is nothing on the market today that will 
give you such fasting satisfaction and beauty. There is nothing that will 
give you your money's worth so completely. 


A six-piece place setting consists of one each of 
the following: teaspoon. fork. knife, butter 
spreader, cream soup spoon and salad fork. 


oinSisnod 








Prices include tax Charge or budget 
1947 and 1944 prices compared, and the difference case, it was a table showing the more than 100 per cent 
shown, as follows: increases in the costs of a number of other commodities: 
Place Settings 1947 Prices 1944 Prices Difference All Foods. ............... 190.5 per cent 
Courtship $22.63 $22.63 No increase a ee —— = 
Spring Glory $22.80 $22.80 No increase Ms i ets cee eh aes moe" * 
Lyric $23.00 $22.72 28¢ more ' Ey 66 66 
- $93.50 $03.26 o4¢ more — er reer ET rer — a 
Old Lace $22.50 $22.51 1¢ less Re ee ee ee ee 109.2 . . 
Modern Victorian $23.75 $22.85 90¢ more Seer 
Pointed Antique $23.75 $23.03 72¢ more Dairy Products...........171.5 “ “ 
Francis | $26.00 $25.24 76¢ more ee ee, 9R 5b 
Fairfax $23.00 $22.81 19¢ more a - : ‘i nishir ssiaadidbiedidel aa sw 
Royal Danish $30.55 $30.55 Sin eaeenes Miscellaneous............139.1 
William and Mary $23.50 $22.74 76¢ more , 
Chippendale $22.50 $22.46 4¢ more As customers enter the Long store, they find silver- 
—— Rose oon are ve more ware attractively displayed to the left of the entrance. 
antilly J : more ° ° 
Sereaity $22.63 $22.63 <A sl Alternate green and gray backgrounds in display cases 
set off the flat and hollowware in a most striking manner. 
By extensive use of this comparative price table, Recognizing that house-to-house silver salesmen have 
both in advertising and in personal conversations with but one big advantage, in that they are on the spot with 
prospective customers, it was an easy matter to point the customer and are prepared to use high-pressure 
out that any difference ~ today » poner Se compared methods, Mr. Ames has kept his sales staff informed as 
with those of 1944 was in pennies only. to this type of competition, and how to combat it. 
In the face of tremendous increases in almost every ‘‘We have so many advantages here among our sales 
commodity, sterling silver flatware prices are the same group over the house-to-house canvasser that they can't 
—or approximately the same—as they were three years (Please turn to page 290) 
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(it's going to rain profits !) 


Hold your umbrella upside down in April! 


International Sterling Presents The New 


SERVICE- 
FOR-EIGHT 





MAKE THE Budget Chest your treasure chest! 


Now you can offer customers International 
Sterling ...Service-for-Eight (42 pieces) ...in a 
beautiful butt walnut chest that holds up to 106 
pieces... for as low as $159.50 complete! 


AND— you can offer the chest 

on easy budget payments! 

The standard service included in the chest is suf- 
ficient for breakfasts, luncheons, and informal 
dinners. The chest itself, lined in grenadine-col- 
ored rayon velvet, helps keep silver tarnish-free. 
It has a convenient portable tray that permits easy 
access to silver and easy table setting. 


Now ...here’s where you come in! 
e A great opportunity to sell larger units of ster- 


Budget Chest 





ling flatware for greater profits. You minimize 
selling effort and expense! 


e Besides making a good-size sale on the spot—you 
can count on customers returning to you to add 
to their service later. Remind them that the 
chest holds up to 106 pieces! 


e You reduce your packaging and handling ex- 
pense on a larger unit sale! 


These, and many other profit-making features 
mean — get on the Budget Chest bandwagon, to- 
day! Order yours... big profits are on the way! 


International Sterling 


The International Silver Company, Meriden, Conn. 
























Sterling and Plate 
Both Have A Place 
In Bridal Sales 





We Cordially Invite you to visit our Store and inspect our line of 
Sterling Flat Ware. We have in stock, Chased Romantique, Chateau Rose, 
and Romantique by ALVIN. Leonore pattern by MANCHESTER: all 
these patterns are open stock and you may add to them at any time. 

We also carry a fine line of Sterling Holloware by such famous houses 
as Dunkirk, Manchester and National. Included in our stock are many 
fine plated pieces by Lawrence B. Smith, Community Plate, Roger Bros. 
and Ed SanGovanni. 

We also have in Stock all the fine Plated lines of Flat ware such as 
Holmes and Edwards, 1847 Rogers Community Plate and National. Many 
are now in open stock. 

Come in and see our displays today. We invite your patronage and 
will be glad to have you open an account with us. 


Burts Jewelers 
750 Broad St. 
Augusta, Ga. 








WELL-DEFINED campaign to create more 
volume in plated hollowware sales without cut- 
ting into sales of sterling goods is under way at Burt’s 
Jewelers, Broad Street, Augusta, Georgia. 

Louis Christman, head of the store, is a progressively- 
minded retail jeweler who feels that the time-honored 
tradition that Southern brides buy only sterling flat- 
ware and hollowware is actually a stumbling-block in 
the way of business. “What we have done is to begin 
merchandising both plated and sterling hollowware on 
the basis that both have their place in the market,’’ he 
stated. “Actually, there has always been a bugaboo 





Both sterling and plated ware are shown 
in the window of the Burt store, as illus- 
trated above. Below appears the direct 
mail piece which is sent out by the firm. 


against suggesting plated hollowware in the Southern 
market, particularly where new brides are concerned. | 
feel that the South has largely overlooked the possibili- 
ties of plated hollowware and our experiences during 
1947 with merchandising both varieties of hollowware 
side-by-side bears me out.”’ 

Whereas prior to this year, few Augusta brides 
bought plated flatware or hollowware of any kind, 
Burt’s jewelers has proven that it can sell an entirely 
separate market of almost the same proportions on a 
unit basis as is to be had in the sterling hollowware 

(Please turn to page 291) 


Louis Christman of Burt's Jewelers, Augusta. Ga.. has instituted 


a campaign to create more volume in plated hollowware without 


doing violence to sales of their sterling silver merchandise. 
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Pure in line, artful in design, luxurious in effect 
...from the very first glance you realize that here 
is a pattern unmistakably STERLING. Smartly styled, 
refreshingly different, this is a design of exception- 
al interest, of exceptional craftsmanship. Now be- 
ing distributed through appointed retail Jewelers. 


; - From left to right: COLONIAL MANOR, MODERN VICTORIAN, 
= AMERICAN VICTORIAN, ENCLISH SHELL, WILLIAM & MARY and 


MODERN CLASSIC 





GREENFIELD MASSACHUSETTS 
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Presents The Correct Way 


2 of 
Place Setting SETTING THE TABLE 


Table setting is divided into three parts: (1) laying of cloth; (2) 


& placing of decorations, flowers, candlesticks and compotes; (3) Placin 

of plates, silverware and glassware. : * 6 

1. LINENS.—Cover the table with a silence cloth of felt padding 

or Canton flannel. Over this spread a spotless table cloth, the middle 

crease up, dividing the table exactly in half and the edges hanging 
evenly all around the table. Allow a twelve to eighteen inch hang- 
over for a dinner cloth and an eight to twelve inch hangover for a 


luncheen cloth. 


Lace cloths require no ‘silence cloth. 

For breakfast, luncheon or supper, doilies (on padded mats for hot 
plates) may be used instead of a cloth. 

2, DECORATIONS— The centre decoration should not obstruct the 


view. It may be a low bowl or mirror with fruit or flowers, or 9 
very tall vase with flowers, according to the type of table setting 

. For formal occasions, two candelabra or four candlesticks are 
placed at either side of the centre piece. Compote dishes, two or four 
mn number, filled with nuts and candies may be placed toward the 
ends of the table. 

For luncheon no candles are used. Small ornaments of glass or 
china are substituted for them. : 

Place everything straight upon the table, as neatly and attractively 
as possible. Keep a nice balance and avoid crowding. 

3. INDIVIDUAL COVERS—A cover consists of plates, glasses, silver 

to be used by one person. The “covers” should be 

directly opposite each other, one inch from the edge of the table. 
allowing twenty-five to thirty inches from plate to plate. ; 








Proof of the fact that the public is - 
eager for information on the proper (a 
SOUP POON 





usage of their silverware was proven 


























~! 


by excellent response to such an ad - 
? 


run by Topp’s. of Windsor, Ontario. INDIVIDUAL COVER FOR FORMAL OCCASIONS 


 . ae i oy silver Re = in which TS feod is served by 
Pp g on ra or on hot oven protected pad. Chill dish 
for salads and ices. : “ - 
SERVICE PLATES—This plate should be placed one inch from 
the edge of the table and should remain in place until it is exchanged 
for the plate of the first hot course. On the service plate is placed 
the plate containing the cocktail glass for fruit or shellfish 
appetizer, the bullion cup or soup plate and the entree. 


by RONALD J. COOKE PLACING THE SILVER 


Se, eee, be laced one inch from the edge of ble 
at either side of the service te in which it is usd, commenc 
from the outside and con 


e tin @ plate. It must al 
be placed at right angles to the edge of the tabte. wage 





HE THEME of how to set a table correctly was KNIVES are placed at the right, sharp edges toward the plate. 
e 9 4 
used as an advertisement by Topp’s J ewelry & pecan ma Page UP, are placed to the left of the plate. 
i f Wind Ontario placed’ at the right of the knives, The cookin pees we: te 
Gift Shop O inasor, ° : . ‘ placed at the extreme right end. Other spoons are t in with 
The ad shown herewith, contained an illustration _— a wd = 
ver for desert course 
showing the correct way to set a formal table. About of a arial anne, “ner are tages tha hes torts tt “tt ro 
500 words of copy were used to explain the function or — —e napkin oF wey Seles right of ‘the plate. 
, 4 © placed at the right at or near 
of the various pieces from water glass to napkin. the front ef the knife.” It only ‘be three-fourths full. | 
. | " d an THE BREAD AUD BUTTER PLATE ts placed directly above the ff 
Proprietor H. W. Topp said that the ad create forks, ‘the spreader, straight across the top of the plate, handle to ff 
° Seo boeed cat Wetter Hnewwlaus:  - ——— F 


extreme amount of attention and that he received 


° ° 2 > INDIVIDUAL SALT 
many comments on it. “Housewives were very grate- plate or between each two covers, > any be Dlnced shove cach 
: : 1 sas - THE NAPKIN is placed to. th 
ful for the information,” he said, “and many con the top, the hemmed cages parailel with, the forks and. the table 
+. e 99 . ° - fo 
tacted me for even further information. in rectangular or triangular form, sccording to sise’and deco 


The ad which was 14 inches deep by 2 columns wide, toc SIDEBOARD, AND SERVING TABLE are used to hold all silver 
was packed with eight point type. Because needed 
‘nformation was being offered no attempt was made 
to make the ad a beautiful one. However, the fact 
that some definite information was being offered, offset 
any lack of white space. . 

The response from this advertisement, from a good- 
will point, proves that there is a need on the part of 


For Complete Services in Silverware, China 
and Glassware You Get “Tops in Value” at 












the public for some educational advertising, believes < 

Mr. Topp. Zp 
No attempt was made to make the ad look we 12@ LONDON ST. WEST 
especially attractive, but the fact that DIRECTLY OPPOSITE CAPITOL THEATRE PHONE 3-9596 





it gave information the public was look- 
ing for assured the ad a wide readership. 
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| ONE Amevicas 


The smart simplicity of Pointed Antique has 
been a Sterling best-seller for well over 100 years 
... popular because its smooth, ss lines, 
expertly crafted by Reed & Barton silversmiths, 
bring out the true beauty of the solid silver itself. 

Our record national advertising campaign, now 
in progress, gives Reed & Barton Sterling its 
largest audience ever! Millions of consumers will 
see it displayed in the nation’s leading magazines - 
... including Ladies’ Home Journal, Good House- 
keeping, Charm, Glamour, Mademoiselle, Bride’s. 
Magazine, Bride’s Reference Book, Vogue, Harper’s 
Bazaar, House Beautiful, House & Garden and 
Town & Country. 


POINTED ANTIQUE Reed g Barton 


REED &® BARTON, SILVERSMITHS, TAUNTON, MASS., SINCE 1824 
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Annual Awards Get 





Headline Publicity 





For Dallas Jeweler 


by WILFRED WEISS 


F Steve Hannagan, Russel Birdwell, or any of the 

other big-time press agents want to learn how to get 

a client’s name into front-page headlines with complete 

dignity, they could hop a plane or train for Texas and 
study the Linz Awards. 

The Linz Awards are part of the public relations pro- 
gram of Linz Bros., Dallas, Texas, jewelers; and on the 
word of one who has been in the newspaper and public 
relations business a long time, around a large part of the 
country, it is one of the smartest and most effective 
public relations programs anybody, in any industry, 
ever staged. It is more than mere publicity—snaring 
newspaper space—it is truly public relations, the art of 
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R. L. Thornton, left, Dallas banker and 
philanthropist, receives Linz Service 
Award for 1947 from B. F. McClain Award 
Committee Chairman and last year’s win- 
ner. Albert Linz, 84-year old president 
of Linz Jewelists, at the right, looks on, 


Typica of the newspaper publicity on the 
awards is the one shown below. Above it 
is pin given by Linz each year to the out. 
standing students of the local high schools, 


winning the trust and good will of the public by a wide 
variety of means. 

Consider the Linz award as a typical example of the 
good taste and dignified approach. If a stranger asks a 
native of Dallas what the award is, the native would 
probably reply as one did recently, ‘“Why, that’s the 
award the Dallas Time-Herald presents each year to the 
city’s outstanding citizen. I think it gets its name be- 
cause the Linz jewelers put up the silver plaque the 
winner gets.’ 

Not only does the story, with the Linz name, get 
daily play for a month between January 15th and Feb- 
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Watson features lovely ! 
eadow Rose in the 3 


April 12 LIFE 























A big, new advertising campaign in 
4 leading magazines, starting this 
month.— Dealer mats that really 
work to tie your store in with 
Watson’s national advertising.— 
Displays that act like silent sales- 
men for you.—Twelve active flat- 
| ware patterns in a lovely range of 
- — authentic designs from every dec- 
 ~Coorative period.—They'll all be 
aw SS working more effectively than ever 
to help make greater profits for 
every Watson jeweler in 1948. 


Take a minute now to check Wat- 
son’s 1948 advertising schedule: 6 
big half pages in Lire running April 
12, May 10, June 7, September 6, 
October 4 and Nov. 8; two-color 
spreads in BRIDE'S MAGAZINE, Feb. 
15 & May 1; two-color pages, Aug. 


OO OON ae 





Saal = MODERN 
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lion Gl 


Nationally Known As 
SILVER WITH THE BEAUTY OF OLD MASTERPIECES 







15 and Nov. 15; half pages in the 
June, Sept., Oct. and Nov. issues of 
SEVENTEEN; advertisements in the 
Apr. 3 and 24, May 15 and 29, June 
12, Sept. 11, Oct. 2 and 23 and Nov. 
20 issues of CHRISTIAN SCIENCE MON- 
ITOR MAGAZINE. 

Remember these dates. You can 
tie your store in profitably by using 
a Watson Dealer Ad over your own 
signature in your local paper the 
days the national ads appear. If you 
haven’t got a complete set of mats 
—two for every pattern—write for 
them now. And right now check 
your stock of Watson Sterling. The 
jeweler who makes little plans for 
Watson in 1948 is going to miss the 
boat. The Watson Company, 848 
Watson Park, Attleboro, Mass. 










@ 
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ruary 15th every year in the Times-Herald, which 
sponsors the contest, but so widespread is the interest, 
that toward the end and when the award is made, the 
opposition paper, the Morning News, also gives it 
prominence. 

Every day for a month the Times-Herald runs a front 
page coupon on which the reader may write the name of 
the Dallas citizen whom he thinks has done the most for 
the city in the past year. The winner is chosen by a 
committee of outstanding citizens, chosen by the Times- 
Herald, and the name of the recipient is kept a secret 
until the evening of the dinner where the award is 
made. Members of the Linz firm, of course, are present 
with the plaque. 

The next day the stories and pictures are the most 
prominent local item in the newspapers. 

This gambit is obviously so successful because the 
jewelry firm is so discreet in handling its part. They 
never push, they keep their individual names completely 
out of it, they appear almost bashful, and as a result, 
everybody in town takes a civic interest in the project. 
If anybody stops to think what a wonderful piece of 
publicity-public relations it is for the jewelry firm, they 
don’t appear to mind. 

The significance of the Linz Award as far as the 
jewelry industry is concerned is that it typifies a pro- 
gram which proves that the retail jeweler can have an 
active, dynamic public relations policy completely 
consistent with a reputation for quality and decorous 
methods. 

A variation on that theme are the annual Linz High 
School Awards. Again the firm stays in the background. 
Each year the principals of the various local high schools 






presentation : . Be 
i Texas Roe ~ — “Baker ce chair 
i iomeciats st Abie on 
Datias sdiate pa fF pennies = mie es 
pehairman of ihe Daiias sl , “An 

: Metain ¢ -of American Red Cross. | 

f n way aie tor outstanding 

le Laurence Melton, rit Helds. 


Linz name is always featured prom- 
inently in headline of newspaper 
publicity as sponsor of the award. 


Silver placque given each year to city’s outstanding citizen by 


Linz Bros., brings firm a wealth of publicity consistent with 


store’s long-time reputation for quality and decorous methods. 


and parochial schools choose outstanding students to 
receive the pins, presented by Linz. It’s a proud 
achievement which every student in Dallas seeks. Inci- 
dentally, it seems likely that many of the students will 
remember the pins as prized possessions for a long time, 
and associate the name of Linz jewelers with the happy 
moment. 

The point there, from which any industry can take a 
tip, is that the Linz program is not concerned with mere 
newspaper-space grabbing. Their active aim in this 
performance is to leave a strong impression on the 
public mind of public service, subtly but definitely 
tied-up with the Linz name. 

As one executive explained it, “We used to confuse 
publicity with public relations. We know the difference 
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now, we know that public relations doesn't have to bea 
stunt, or new, or startling. It has to be service, well 
planned and sincerely offered.” 

For instance, about a year ago they decided to put 
their club program talks on a planned basis. An execu- 
tive of the firm talked it over with the president of the 
local Federation of Women’s Clubs and won her cooper- 
ation. She supplied a list of all the local women’s 
service clubs, to the presidents of which he sent letters. 

The letters assured the clubs that the talks were 
intended to be informative and entertaining, and under 
no circumstances would they attempt to advertise or 
sell. ‘It is an effort on our part to foster a widespread 
appreciation of fine jewelry and beautiful appoint- 

(Please turn to page 292) 
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by OLE 


Since 1892 Poole has been making fine hollowware. Its design and craftsmanship 
build beauty and customer satisfaction into every piece. More retailers are buying 
more Poole Hollowware than ever before because they know the facts. You, too, 
can get the facts and the line from your Poole Distributor. 


ys 
<3 
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Pictured above is Poole’s new Vacuum Ice Tub No. 3500 


Tie-in with Poole’s national 
advertising in Vogue. Ask 
your distributor for the new 
Poole newspaper mat ads. 


POOLE SILVER CO., INC.- TAUNTON : MASS- 


NEW YORK SHOWROOM ° 366 FIFTH AVENUE, NEW YORK 1, N. Y. 
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MALL jewelry stores in outlying suburbs have 

some definite advantages over the large firms in 
the nearby cities, if they'll only make use of them,”’ 
says Erwin Thiet, who together with his wife, Pearl, 
is the owner of the Thiet Jewelry store at 511 East 
Silver Spring Drive, in Whitefish Bay, Wisconsin. 

This suburb of Milwaukee is noted for its fine 
homes, so when Mr. and Mrs. Thiet were looking about 
for a new location for their business, they chose this 
site. The store was to be small, but Mr. Thiet summed 
up its advantages quickly. In the first place, this was a 
growing suburb, and Mr. Thiet wanted his business to 
grow right along with it. 

In the second place, homeowners would present no 
problems in the way of bad credit for he knew from 
experience that people who own homes and property 
are almost invariably prompt payers. They pride 
themselves in keeping their accounts paid up and their 
credit clear. In the third place, his convenient location 
right in the heart of the four-block shopping district 
of Whitefish Bay made him close at hand for all the 
local residents. For this reason, too, he kept open on 
Monday and Friday nights so as to have the same 
shopping hours as the other merchants on this street. 
He knew that people up there preferred to do all of 
their shopping in one trip. 
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Situated in the heart of the 
Whitefish Bay, Wisc., shopping 
area, the Thiet store has made 
for itself an impressive rep. 
utation for carrying q wide 
range of jewelry merchandise, 


Direct Mail and Loeal Ads 
Arve Tonie for Suburban Store 





His fourth, and final reason for choosing this suburb 
for his place of business was that he knew a small, 
but steady clientele would enable him to get on a 
closer, friendlier footing sooner. 

‘*People have to have faith and confidence in their 
jeweler,” he remarks, “and they want to feel that he 
is a personal friend, a man they can rely on. And ina 
small community it is easier for a merchant to cultivate 
this among his customers. I feel that this is the biggest 
advantage we suburban jewelers have over our big- 
city competitors! 

‘It’s true, any one of these residents up here could 
get into his car and drive down to Milwaukee to pat- 
ronize one of the larger firms there. But that’s where 
my advertising comes in. I use direct mail and a news- 
paper ad in the weekly paper put out in Whitefish 
Bay. Of the two, the direct mail is most effective in 
pulling in people and in making them repeat customers. 

‘“T use our sales checks to record the names and ad- 
dresses of all new customers coming in; then I also 
get names from the city directory. The material which 
I send out via direct mail stresses the fact that our 
store can furnish them anything they can expect to 
get downtown. That’s a very important point. 

‘Some people might be under the impression that 
because our store is a small one that we can’t possibly 
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Tkiy 


COME TRUE FOR YOU 


Many of your middle-income customers 
dream of owning luxury sterling — yet 
so often “luxury” silver prices make it 
impossible. 

Must you continue to lose all these 
profitable sales? Not when there’s a 
luxury line of Sterling that can make 
dreams become realities. 


That line is National Sterling. 


In quality, in workmanship, and in 
styling “THERE IS NO FINER SOLID SILVER 
THAN NATIONAL STERLING.” 

Yet National Sterling is priced to at- 
tract and sell all your middle-income 
customers. Yes, now you can make your 
customers’ wishful thinking come true in 
sales for you. Tie in with National Ster- 


ling’s program of national advertising. 


National \rerling 


Intermezzo 





For Aprit, 1948 


NATIONAL SILVER COMPANY 


NEW YORK 
CHICAGO 
DETROIT 
DALLAS 
MIAMI 
LOS ANGELES 
ATLANTA 
SAN FRANCISCO 
PORTLAND (ORE.) 


SEATTLE 


Overture 
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have the large choice to offer them that a bigger store 
could. So our direct mail pieces emphasizes the fact 
that our prices range from $1.25 to $1,000. And any- 
thing we may not have on hand we can easily secure 
for them. 

“Once they get into the habit of coming here for their 
jewelry items, the next step is getting them to feel that 
I am a friend they can depend on. And I can do that 
best by offering only quality famous-name merchan- 
dise which they are familiar with from extensive ad- 
vertising. 

“The appearance of a store has a lot to do with in- 


Service in the Thiet store 
is highly personalized. In 
this photograph Jr. Thiet 
is shown waiting on a cus- 
tomer in the foreground, and 
his wife, Pearl, is shown 
attending to one in the rear. 


creasing its business, too,” he continues. ““When we 
had our place remodeled prior to our opening up, we 
made sure we had the most modern and attractive 
fixtures available. Blonde oak and glass make up the 
four display cases. The wall display cases are built 
of the same colored wood and glass while the walls are 
of dark cream color on one side and of a figured wall- 
paper on the other. 

‘“Qur store is long and narrow and the fourth display 
case stands at right angles to the first three which are 
lined up in a straight row. This fourth case helps 
cut off the business part of our store from the rear, 
leaving just enough room for the two repair tables on 
each side of this rear space. 

“Our customers can watch us at work repairing 
their timepieces. This seems to fascinate most of them, 
so we have made use of this interest. 

“Our lighting fixtures are a combination of fluor- 
escent tubing for all-over illumination, and spotlights 
to train on merchandise in the cases so as to bring 
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out the sparkle and life in each item. The wallcases 
which take up the walls on both sides of our Store are 
painted in a light blue for the background that makes 
it easy on the eyes. It is also an excellent background 
for the silver, both flatware and hollowware, which we 
display in them. Dainty blue and gleaming silver 
have made a stunning combination here. 

‘Even our tiny windows do their best to attract the 
notice of passersby. Though each is under three feet 
wide, still | try to make them goodlooking, Extra 
moveable steps help change the layout of it when | 
switch displays every two weeks. I use a velvet throw 





scarf to cover the base of each window, usually in a 
different color, and then I lay out a few pieces of what 
I want to display. I never crowd these windows for 
they are small in the first place and they look better 
uncluttered. Three tiny spotlights set in the top of 
each window help illuminate these windows at night. 
A large clock on the east wall of one window helps get 
added attention. So from the first glimpse of our ex- 
terior which a shopper gets, to the final transaction 
inside, we aim to show that our suburban store can 
afford him as great and varied a jewelry choice as any 
large store in Milwaukee’s downtown!”’ 

A few little extras which Mr. Thiet can give his cus- 
tomers that larger places may not find the time for, 
are such minor services as cleaning and checking 
jewelry, gift wrapping and delivery. 

‘“T don’t charge for a simple cleaning, of a ring, for 
instance, for I know such a service done free gets 4a 


(Please turn to page 294) 
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rr. off the press — our beautiful new 
brochure giving you a complete piece 
by piece display of our unusually wide 
and truly distinctive selection of lovely 
silver plated ware. 


Here you will find the extraordinary va- 
riety and outstanding value that create 
sales and please the most particular cli- 
entele. Send for your free copy of this 
smart sales-stimulating brochure today! 


DUO ENTREE DISH, Georgian Style, con- 
sisting of Well and Tree Center and side vege- 
table compartments. 


Style S858 — Rolled Gadroon Border, 161!’ 
diameter — $10.50 each. 


S859 — Heavy Applied Gadroon Bor- 
der, 17’ diameter, $14.50 each. 


GEORGIAN STYLE OVAL COV- 
ERED VEGETABLE OR MUFFIN 
DISH — Heavy applied Adams _bor- 


der. 8” long. 
Style S851 


DUO ENTREE DISH, GEORGIAN STYLE — Heavy 
km applied Shell and Gadroon borders. Consisting of well 
GEORGIAN STYLE, COVERED and tree center and side vegetable compartments. 184” 
BUTTER OR MUFFIN DISH with ciameter. ‘ 
Sunburst glass insert. Heavy applied Style S864 $16.50 
scalloped Gadroon border. 74” long. 
Style S844 $6.00 Pr 
These are just a few of 5S Broa rp B \ WARRANTED — extra 
the many unusual re- | fs NF ii) heavy silverplate on heavy 
productions in_ stock. Ad VERN ene gauge copper. Al) heavy 
See previous issues for »° Stu wo SZ applied borders 
other exceptionally attrac- 


~~ & Gutraats * 


Silverware Division 


29 WEST 47th STREET * NEW YORK 19, N. Y. 
PLaza 7-3360 
OLD ENGLISH REPRODUCTIONS 
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Exhibit at “Better Homes Show” 
Makes Publie Silverware Conscious 








EWSPAPERS, car-cards, radio announcements 
and direct-mail are all splendid methods of ac- 
quainting the public with your store. But there are a 
surprising number of other methods of getting a firm into 
the public eye if the jeweler is only imaginative and 
enterprising enough to recognize them. 

Kenneth I. Van Cott, owner of Van Cott’s Jeweler, in 
Binghamton, N. Y., recently seized upon an extremely 
unusual method of placing his firm in direct contact with 
the public. He participated in the “Better Homes 
Show” with a booth devoted to silverware, and as a 
result, over 20,000 persons were contacted, 5,000 of them 
actually receiving folders and other advertising litera- 
ture which was carefully read. 

The “Better Homes Show” was sponsored by the 
Junior Chamber of Commerce of Binghamton but, 
inasmuch as it was actually staged by commercial 
organization which knew all the angles, it was a pro- 
fessional job from start to finish. The 20,000 people 
who attended all paid to be there—some paying a 50- 
cent fee at the door, others paying only 35 cents to- 
gether with a special ticket which was distributed free 
by the exhibitors. The point is, however, the public did 
pay—thereby eliminating mere curiosity seekers and 
assuring exhibitors that those attending were really 
interested in the whole affair. 
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The Van Cott booth at Binghamton’s “Better Homes Show” displayed 
a number of patterns in sterling and plated silverware. Folders, 
supplied by manufacturers, were distributed to an eager public. 


The purpose of the Van Cott exhibit was not really 
to sell merchandise at the Show itself (although some 
items were sold on the spot to people taking an imme- 
diate fancy to something they saw). The purpose of the 
booth was, primarily, to present the only sterling and 
plated silverware on display. The impact of this dis- 
play was, to use a current phrase, “‘terrific.”” Over 5,000 
persons asked for (and received) folders showing 70 
patterns of silverware made by eight different manv- 
facturers. The usual bane of exhibitors, juvenile 
‘literature collectors,’ were not in evidence, either— 
probably the admission fee cared for that. But many 
men charged up to the booth, asking for the “pattern 
folders,” and generally speaking distribution of the 
literature was beamed at the younger couples. 

The cost of the folders, according to Mr. Van Cott, 
was as great as the rental of the space for the booth at 
the Show. “But,’ he adds, “‘well worth it.”’ 

Aside from the sales made at the Show itself and, 
of course, certain sales made at the store by persons who 
were in a hurry to buy, the results of the exhibition are 
not immediately apparent. As Mr. Van Cott says, 
‘“‘We’re not looking for results right away. But we did 
have the best-looking booth at the Show and it ‘stuck 
out’ alongside building heating and ventilating dis- 
plays. I feel we improved our position in the community 
tremendously.”’ 
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EKxeise Tax Collections 6% 
For Fiseal Year Ending June 30th 


Collections for the calendar year ending December 31. how ever, 


indicate that jewelers’ sales volume during the latter half of 


1947 fell somewhat below the comparable period of 1946. 


OLLECTIONS of the retailer’s excise tax on 

jewelry for the fiscal year ending June 30, 1947, 
were nearly six per cent in excess of those for the corres- 
ponding period of the preceding year. A total of 
$236,615,429.22 was collected on sales of jewelry in the 
51 areas between July 1, 1946 and June 30, 1947, com- 
pared with $223,341,986.48 collected in the similar 
period in the year preceding. The increased collections, 
totalling in excess of 13 million dollars, were 5.9 per 
cent higher in the more recent period. 

New York, as usual, collected the lion’s share of the 
tax, accounting for 16.8 per cent of the revenue col- 
lected. California placed second, collecting 10.4 per 
cent of the total, and Illinois was third, accounting for 
8.2 per cent of the revenue collected from the jewelry 
tax. Pennsylvania, in fourth place, collected 7.1 per 
cent of the total. 

As has been pointed out before, it is a curious fact 
that the percentage of each gtate’s collections of the 
excise tax on jewelry is not necessarily consistent with 
the state’s rank in population. For example. although 
California collected the second largest portion of the 
tax, according to 1940 census figures that state ranks 
fifth in population. Similarly, although Pennsylvania 
ranks second among the states in population, it ranks 
fourth as collector of the tax. One explanation for this 
curious situation is that World War II shifted large 
segments of the population and the fact will not be 
officially recognized until the next census in 1950. 

The order of the states’ collections altered somewhat 
in the 1947 fiscal year, as compared with the same period 
for 1946. Massachusetts, New Jersey, Minnesota, 
Georgia, Wisconsin, Connecticut, Kentucky, Nebraska, 
South Carolina, Rhode Island and Nevada rose one or 
more places on the list. States which dropped one or 
more places included: Texas, Missouri, Washington, 
Maryland, Florida, Tennessee, Louisiana, Kansas, 
Hawaii, West Virginia and Wyoming. 

Although the collections for the nation as a whole 
show an increase of nearly six per cent for fiscal 1947 
compared with fiscal 1946, seventeen states showed a 
decrease in collections during the later period. They 
are Alabama, Oklahoma, Kentucky, Kansas, South 
Carolina, Hawaii, Utah, Mississippi, Arizona, Idaho, 

(Please turn to page 294) 
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STATE-BY STATE COLLECTIONS 
RETAILERS’ EXCISE TAX ON JEWELRY 











in Tax Returns! 
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1947 FISCAL YEAR 
(Ending June 30, 1947) 
Tax Per cent 
STATE Collected of Total 
New York....... $39, 715,205.43 16.8 
California.......| 24,742,583.75| 10.4 
Illinois..........| 20,410,294.47| 8.2 
Pennsylvania....| 16,879,826.88| 7.1 
Ohio............| 12,921.139.76| 54 
Massachusetts... §,521,954.99 | 4.02 
Michigan........ §,502.864.36 4.01 
ee §,267,559.65| 3.9 
New Jersey...... 6,229,279.21; 26 
Missouri. ....... 5.681.418.24) 24 
Indiana......... 5,387,.343.05; 22 
Minnesota....... 4244546.47| 1.79 
Washington... .... 4120.060.03 | 1.74 
Georgia.......... 3.916.168.20; 1.65 
Maryland....... 3,867,198.40| 1.63 
Wisconsin....... 3,830,885.79 | 1.61 
florida......... 3,798,605.25| 1.60 
Tennessee 3,541,108.36 | 1.49 
Virginia.........| 93,474,011.53| 1.46 
North Carolina.. . 3,444,761.06 | 1.45 
Connecticut... .. 3,423,983.38 | 1.44 
Louisiana....... 2,960.783.60 | 1.2 
lowa............ 2,.715.936.70| 1.1 
Dist. of Columbia 2,526.079.46| 1.06 
Oregon......... 2,380,305.31 1.00 
Alabama......... 2,233,401.71 94 
Oklahoma... ..... 2,200.277.88 §29 
Colorado........ 2,190.997.97 925 
Kentucky 2,113.728.28| 91 
Kansas..........| 2,107,507.13| 90 
West Virginia... . 1,721.229.58 12 
Nebraska... .... 1,564,579.86 66 
South Carolina... 1,336,107.60 56 
Rhode Island....|  1,268.417.77| 536 
Arkansas........ 1,235, 781.01 52 
ae 1,229,013.52 51 
Utah 1,040,352.71}  .437 
Mississippi. ..... ; 1,020,306.37 43 
Arizona......... 915,585.38 38 
Maine........... 800,226.45 a3 
I ais wok 678,147.25 2B 
New Mexico... .. 206.48 21 
Montana........ 638,517.67 21 
North Dakota... . 581,270.95 24 
South Dakota... . 566,044 85 23 
New Hampshire. . 465,551.58 19 
Delaware....... 395,934.10 16 
Ee 370,699.86 .1566 
Wyoming........ 370,114.05 1564 
Vermont........ 262,699.79 i 
id le ailacd 141,825.09 6 
$236,615,429.22 | 99.0000 
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$36,735,549.77 


24,699, 993.44 
18,080,411.08 
15,152,026.59 
12,023.040.07 
6,392.158.22 
8,551.838.97 
$,660.395.47 


4,286 648.32 
3,781,118.40 
3,926, 649.72 
3,460,435.73 
3,915, 782.59 
3.574.661.21 
3,349,240.76 
3,258,277.92 
2,852.665.34 
3,294.317.05 
2,435,584.67 
2,393.462.22 
2,280, 738.35 
2,257,962.81 
2,205,321.17 
2,190,313.34 
1,977,753.30 








$223.341,986.48 
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BOE TON CMM TICIUMEUIMCMARUITUpe — SENERAL CONSUMERS 


HOLIDAY 
ESQUIRE 


Reaches Every important NEW YORKER MAGAZINE 
Pencil Market 





There's a whale of a pull in Norma's 1948 











\" \ advertising campaign! Month after month, BUSINESS GROUPS 
\\ \ straight-talking Norma ads impress your aeeuah 
\ ‘ye customers with the speed, accuracy, effi- penn = 
1 oa ciency of color-writing with Norma. And 
‘\ \ 16 influential magazines hammer home the — 
YY \ message again and again—selling Norma 
ia Pencils in every field, for every writing 
1) \ need, every gift occasion. 
+ Va) 
1 \ I Here’s How You Can Translate Demand 
i into Profit-Building Norma Sales : ar 
Sy 
\ i Feature Norma Pencils in your windows, PROFESSIONALS 
\ \\ on your counters, in gift displays, in news- aa oe _ 
1 \ paper ads. Norma makes it easy with free JOURNAL OF ACCOUNTANCY 
\ i\ promotion aids. Full color displays that ARCHITECTURAL FORUM 
\. " | stop the wandering eye . . . effective news- ENGINEERING NEWS RECORD 
a ' paper mats in a variety of sizes . . . en- enna 
. velope stuffers . . . brief, punchy radio INSTRUCTOR 


spots — all yours for the asking. 


Advertised by America’s Leading Stores 
Plan Your Tie-In Today... Promote 
\ THE PENCIL OF TOMORROW 


ee ~ —SS> 
Retail $450 to $15 
C a 0 rs Also in 14kt. gold at $100. Price- 
protected under the Fair Trade Act. 
- e Unconditionally guaranteed for 
| n ] D e n C ; mechanical perfection. 


NORMA PENCIL CORP., Norma Building - 137 West 14th Street, New York 11, N. Y. 
EXCLUSIVE WEST COAST DISTRIBUTORS: Fred L. Lee and Company * 643 S. Olive St., Los Angeles, Calif. * 704 Market St., San Francisco, Calif. 
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Traftie Builders 
Spread Volume 
Over All Lines 





ONSIDERABLE possibilities for bringing in new 

customers, increasing store traffic past enticing 
jewelry displays, opening new acceunts and generally 
swelling the jewelry store’s gross, are derived from 
well-planned electric appliance departments in con- 
junction with regular jewelry retailing. 

This is amply substantiated by the experiences of 
scores of credit jewelers and others throughout the 
country. Several factors enter into the picture. 

First of all, the general public is by no means over 
its “‘thirst’”’ for electric appliances, brought on by the 
non-productive war years in this manufacturing cat- 
egory. Even with all appliance-producing factories 
straining to strengthen the flow of their products to 
our homes, there remain obvious unfilled gaps in the 
flow of such merchandise to the retailing outlets. 

The customer, then, is attracted to any store — 
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A small atrractive appliance de 
such as this one in the Rogers’ 
building traffic and volume in o 


Parrment, 
Store, ig 
ther lines, 


by WILLIAM RUDIN 


Samuel Levenson, of Rogers Jewelry Co, 
lists suggestive selling of jewelry to 
electric appliance customers as a good 
practice, confirmed by results he’s had, 





eS 
a uk 


department, hardware, furniture, jewelry or tire shop— 
that carries electric appliances. If that store artfully 
displays appliances, and backs up this merchandise 
with promotion efforts to acquaint the public with the 
fact, a more or less steady stream of appliance-seeking 
customers will be attracted. 

Thus many jewelry stores have been led into the 
electric appliance-retailing field. Many recent store 
modernization efforts have been carefully executed to 
include appliance departments, appliance display areas 
and store fixtures and demonstration facilities. 

The larger credit chains couple the above details 
with well-trained and experienced personnel in the ap- 
pliance retailing field, the better to merchandise these 
wares. While smaller outlets cannot match these ex- 
tensive outlays, the fundamental aspects of displays, 

(Please turn to apge 295) 
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LIGHTERS 


the only lighter with the 
flame you can point! 


Upright — perfect flame 

xe] analle lel a-sai-smelalomallelol ae 

Tilted —a 2%" jet 

Beattie Jet Lighter sales are flame points right 

zooming and bound to go higher down into pipes. 

still, For this year millions of smok- Jet action fully 

ing men and gift buying women guaranteed. 
will be reading more Beattie Jet 
Lighter ads than ever before— in 
Saturday Evening Post, Newsweek. 

Colliers, New Yorker. 


Make sure you get your share of 
this business. Send coupon for com- 
plete price and discount list. Stock Beattie Jet Lighter Distributors, Box 4 


up in all models — retailing from 17 E. 48th St., New York 17, N. Y. 


$5.00 to $22.50. Rush complete price lists and dealer discounts for Beattie 
Jet Lighters to: 


See what a West Coast Dealer says: 
“Beattie Jet Lighter ls the werld’s NMG. .....ccccccccccceccccccccccccccccccccccccccccsccccoccccocsccocepeccececpecoceccesecees ‘ 
finest pipelighter. Your lighter is ne ‘ 
so good we are not able to keep 


enough of them in stock.” Address 
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What Makes Men Want to Work? 


There’s a big difference between “wanting”? and “Shaving” to work. 


A knowledge of those incentives that make employees put forth 


their best efforts is an important factor in store .peration. 


by ERNEST W. FAIR 


6¢ ORK or starve!” 

That has been the greatest weapon used 
to induce men and women to work since the dawn of 
history and it is still the prime compelling force which 
induces all of us to sacrifice the greater part of our active 
lives to performance of tasks other than those we would 
prefer to be doing. 

But there are many other factors which make men and 
women want to work than the necessity of obtaining the 
“staff of life’ and every employer should be constantly 
aware of these motives which make us want to work and 
in so doing perform our tasks better, more efficiently 
and more cheerfully. 

A knowledge of these reasons is important to good 
etore operation. We have discussed the subject with 
labor relations experts, personnel directors of large or- 
ganizations, labor leaders and working men and women 
themselves. We asked the question . . . “What is it that 
makes men and women want to work and do so willingly 
and to the best of their ability?” 

Limitations of space permit our presenting only the 
highlight of the material gathered, but in the paragraphs 
to follow we have summarized, for use in shaping em- 
ployee-handling policies in the store, the answers to our 
question—“What makes men want to work?” 

1. For the pay check. This was almost invariably the 
first reason offered and it covers a score of other rea- 
sons. But there can be no question but that the pay 
check is of the utmost importance. Employees who be- 
lieve they are receiving fair compensation for the work 
they do always perform their tasks more efficiently. 

Force and more personal factors may be the primary 
reasons in systems other than that used in our country, 
but here in these United States all of us give up most 
of our waking time of life in order to obtain money 
with which to buy things we desire, including those 
things which are necessary to the maintenance of our 
lives. 

There is probably no iron-clad rule for determining 
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the size of a pay check satisfactory to every employee, 
but there are a number of factors which the intelligent 
worker does demand on this score and these include: 
(a) Personal satisfaction that the compensation he is re- 
ceiving is no less than that paid to someone else for sim- 
ilar work; (b) That it is sufficient to guarantee decent 
living conditions for the worker and his or her family; 
(c) That it is sufficient for him to maintain an ever 
better status in life; and (d) That it is of such amount 
as he believes to be his fair share of the profits from the 
enterprise considering he or she has no stake in that 
enterprise. 

The foregoing pointers can be debated at great length 
but let us hasten to point out that they are those ap- 
plicable to. the work thinking of the average, fair and 
intelligent employee of our store . . . and not that of the 
man who uses every means possible to secure more 
money for less work. 

2. Men and women want to work when they like what 
they are doing. Nothing creates dislike of a job more 
than improper working conditions. Other factors, such 
as a study of job placement in the store and the abilities 
of “the little bosses” in the store are also of great im- 
portance. 

People like their jobs for a number of reasons, which 
include the following factors over which store manage- 
ment can exercise some control: 

(a) It is the type of work for which they have par- 
ticular abilities and training. (b) The work has a per- 
sonal interest and fascination for the individual employee. 
(c) The employee feels that his natural intelligence and 
abilities are particularly suited for the task. (d) The 
job is not “beneath” the employee’s abilities, social stand- 
ing or ideas of his own fitness. (e) Conditions of the 
job are not such as to make personal dislikes more pro- 
nounced. (f) Because the management does everything 
it can to make its working conditions as good, if not 
better, than those in any other local store. (g) Because 
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YOU WANT INA ManTen! 
0 Sure lights; %~ 


Two sealing cups conserve fuel—confine 
fumes around asbestos wick—insure 
instant lighting. 





’ Fewer Fuelings: 1~ 


Sealing cups, plus precision-fit fuel cap, 
hoard fuel for more lights per filling. 


+ Wind defiance: 1~ 


oe . 
2 — pirfoil windshield defies 4 * 
° the strongest breeze. 


Precision made —sturdy, all metal construc. 


tion — handsomely finished in Chromium and 
rich tortoise enamel. 


RECORD-BREAKING 


Y roo... VALUE AT 





7 CIGARETTE 
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to put more wind 
in your sales... 


RAMA“SPIV 


Now gives you a 
big hard-hitting 
NATIONAL 
ADVERTISING 
CAMPAIGN 


© ADS EVERY-OTHER-WEEK: 


April through June . . . September 
through December. 


© DOMINANT SPACE: 

Big half-page color ads, printed to 
page edges. Bold quarter pages, in 
black and white. 


© TREMENDOUS CIRCULATION: 


In these mass publications: Collier’s 
and Look, with combined estimated 
readership per issue of 26,750,000 
» +. giving a campaign total of 


160,500,000 
Fast-selling Rama-Spin Messages 


®©STOCK AND DISPLAY THE 
RAMA-SPIN wind lighter ... write 


for and use newspaper mat and dis- 
play service ... and profit by this 
great campaign. 














Write for trade information, giving 


@ 


jobber’s name. 





RAM LIGHTERS, Inc. 
7MULBERRY ST..NEWARK 2,0.J. 
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Hayes New 


1. Elgin American gave a humorous twist to the Zodiac 
signs when it designed a new line of compacts. Colorful, 
with satirical representations of the human race, they 
include a verse on the back of each. Retailing at $3.95 
they are available from Elgin American, Elgin, Illinois. 


2. The “Pinwall,” Telechron’s latest electric alarm is 
of ivory plastic with metal dial and ivory colored char- 
acters and alarm dots on a brown background. Retails 
for about $8, plus tax. Telechron, Inc., Ashland, Mass. 


3. Two new smartly-styled watch bracelets for ladies 
and men are available with the well-known Lenox ratchet. 
Known as number 113 and 114, they are available from 
Lenox Jewelry Products Corp., 8-10 Liberty Pl., New York. 


4. “Flaming Gold” lip brush in 14K gold holds conven- 
ient supply of lipstick in flame top. Priced at $60 and 
$70 Keystone. Charles Gold & Co., 36 W. 47 St., N. Y. 


5. The Proctor Electric Co’s. newest, the Proctor “Guard- 
ian" Iron, Model #986, an automatic type, is built to re- 
tail below $10. Proctor Electric Co., Philadelphia, Pa. 





6. “Sweet Briar,” a new pattern in Tudor Plate, is sched- 
uvled for early Spring delivery. 53 piece service for 
eight, retails for $38.75, chest included, no fed- 
eral tax. Created by Oneida Ltd., Oneida, New York. 
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Aluminum body .. . solid brass end caps .. . liz 
grained genuine leather — the new combi ratio 


Par: 
vad St ; 
OY ® @ 4% 
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a. buyers tell us they could sell this new §Non-tarnishing solid-brass fittings include the new 
jewel‘ box for almost twice the retail price we’ improved set-in lock,2'4-inch hinges. Rayon 
suggest. We believe you'll agree that you've’ velvet lined. Automatic self-rising tray has special 
never seen so much value or so many new _. earring bars, ring bed and pin sections .. . is 
features for so little money! decorator-tooled in 24 kt. gold leaf. Rose, red, 
Aluminum body for extra strength and long —_ wine, baby blue, medium blue, navy, brown, green, 
life... covered with smart lizard-grained genuine —_ ivory, black. 10% x 7¥% x 3% inches. 
leather. Solid brass end caps tooled in Gothic Order these Tory No. 7 jewel boxes today. 
design for additional elegance and sturdiness. Free newspaper mats available. 


Over 20 leading department stores are now advertising this new Tory Jewel Box. 


Write for your free copy of Catalog B which fully de- 
scribes the No. 7 and all the other fast-selling genuine and 
simulated leather jewel boxes and overnight cases — 
designed by William Tory — to retail from $2.95 to $8.95. 








TORY MANUFACTURING COMPANY, INC. 


150 West 22nd Street, New York 11, N. Y. 

















THE WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES AND OVERNIGHT CASES 
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1. New twelve-petalled daisy design in watches is exe- 
euted in brilliants against background of gold-filled 
sterling. Strap watch features emphasis on black; fob 
watch features gold-filled mesh fob extending upward to 
brooch. Wyler Watch Agency, Inc., 605 5th Ave., N. Y. 


2. “Joy” combination sewing and manicure set is offered 
in red or green cowhide or unembossed pigskin. Zipper 
closing. Contents include four precision-made scissors 
and six manicure implements. Set retails for $34.95, 
tax included. Rex Cutlery Co., Irvington, New Jersey. 


3. Matched tubular bracelet watch cases for men and 
ladies combine smart slimness with great strength. 1/20 
12k gold filled. Easily adjusted. “Hylap” finished 
with “Nanca” crystals. |. D. Watch Case Co., Jamaica, N. Y. 


4. Available in six subtle pastel shades (pastel blue, 
green, pink, yellow, gray and rose) the new, function- 
ally designed “Candlelight” billfold for women is wash- 
able in mild suds. By Enger-Kress Co., West Bend, Wisc. 


5. “Robot Automatic,” self-winding, 17 jewel, water re- 
sisting, shock resisting all steel watch features mech- 
anism which winds at slightest wrist motion. Retails for 
$47.50, plus tax. Robot Watch Co., 580 5th Ave., N. Y. 


6. “Pie 'n’ Pattie Service” in “A-1-A Shoppe Craft” dec- 
orative accessories are of silver plate on brass with a 
suggested retail price of $3.50 each. They are avail- 
able from the A-1-A Corp., Bridgeport, Connecticut. 
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Ave You Taking Stock For 1948? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 


Or Anything in Used Silver, Flat or Hollowware?r 


These are frozen assets and can readily be 
converted into CASH. 


No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our otter is not acceptable, it will be returned 
express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 
MEMPHIS 1 TENNESSEE 


Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 
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he Place a pair in your~ wine 
Ay interest. You can merchandi: rom 

. . <J using our same-day “FILL-IN SERV 
ay ie a re-orders. Write for particulars. 


FACTORY DISTRIBUTORS 


OHNN WJonES* 


51 CHATHAM ST, MonE 19, PA» 

















If you sell on credit—and feature these world 
preferred ““CHICAGO” rink skates, younger 
buyers (16-24) will stream into your store 
and give you new names for your mailing list. 
You can really build sales from the newspaper ad mats : ie 
provide—then you can merchandise, at normal mark-up, 
from our day-to-day FILL-IN SERVICE—same day de- 
liveries on all orders, 
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JIC LAUNCHES AD CAMPAIGN 
(From page 187) 


oil and moonlight dancing . . . football . . . trigo- 

nometry and track meets. Make this milestone mem- 

orable with a graduation gift from the jeweler’s ...a 
present with permanence . . . a present reflecting the 
jewelry store’s prestige, integrity and good taste. 

“A great many American families are finding it’s a 

good idea to go to the jeweler’s on every gift oc- 

casion throughout the year. It’s so pleasant to shop 
in the leisurely atmosphere of the jewelry store... 

to be served by an expert . . . an expert who takes a 

personal interest in solving your gift problems. And, 

for all these extra values, you pay no extra cost. 

Why not make year ‘round gift buying at the jew- 

eler’s one of your family habits? 

“YOU'LL BE PLEASANTLY SURPRISED .. . 

...to find so many modestly-priced, fine quality 

graduation gifts at your jeweler’s. Stop in and see 

the unusual and interesting things he can show you. 

“SOMETHING FROM THE JEWELER’S IS ALWAYS SOME- 

THING SPECIAL” 

The second ad, which will appear on June 5, is 
directed at gifts for the June bride. It is headed, 
“STARS IN HER EYES 
WHEN IT’S SOMETHING FROM THE JEWELER’S 

In a vein similar to that of the graduation adver- 
tisement the body of the ad emphasizes the importance 
of the wedding as a milestone along the pathway of 
life, and the consequent necessity of marking it with a 


gift of major significance such as only the jewelry 
can provide. 

The illustration shows a beautiful bride openin 
gift package that has just arrived from the jeweler’ 
and registering joy and appreciation. Sas 

Incidentally, the illustration, like the one in th 
graduation advertisement, is so drawn that no adie 
item of merchandise is seen, thus carrying out the henie 
theme of selling the idea that all gifts from the jewel 
store are desirable, no matter what that gift pasheny 
may contain. 

Other ads in the campaign include one in September 
on wedding anniversaries, one in November and ap. 
other early in December on Christmas, one in late 
January on Valentine’s Day, one in March on gifts for 
babies, and the one on April 3 is for Mother’s Day. 

Reproductions of the advertisements in full-size and 
full-color for window and store display use will be sup- 
plied, free of charge, to every retail member of the 
Jewelry Industry Council to aid him in tying-in his 
store with the national program. 

Also available will be folders whose front page will 
reproduce the current advertisement and provide space 
inside the folder in which the jeweler may show specific 
items of merchandise that he may wish to feature for 
the specific occasion covered by the ad, or in which, if 
he prefers, he may run institutional copy on his store 
and his services in general. 

Other merchandising aids will include ad mat ma- 
terial, such as mats of the heading, the slogan, and the 
JIC emblem as well as the illustration from the ad- 
vertisement, re-drawn for newspaper reproduction in 


Store 








in British manufacture. 
Left 


Right 





3 Rod Gong. 


with 





Enfield Movements for Strikers, Chimers 
and 30-hour timepieces are made by the 
world’s largest manufacturers of Clocks, 
Watches and Precision Instruments, and 
have for long been asscciated with the 
highest standards of reliability and quality 


Weight driven Grandfather movement 
with brass or chromium plated fittings 12” 
duotone dial. Chiming 4/4 Westminster 
on8rod gong. 12” black serpentine hands. 


8-Day Regulator Bim-Bam 3 hour strike 
Movement. Available with 6”, 7” or 8” dials. 
Brass Dial Rim, Flat Pendulum, 37 c/m 





a. 


All British tnfield Movements 


the unegualled reputation 
at competitive prices 


——_  ) 
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Favry EC. BROOK FLOWE 


i!'!8| BROADWAY NEW ORK I, 
SMITHS ENGLISH CLOCKS LTD tonpon, n.w.2, ENGLAND 





RS Representative 
NY. 


TEL. No. : MU 5-212! 
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black and white. Suggested pieces of copy will also be 
included as well as an assortment of appropriate head- 
lines and a selection of radio commercials, all tying-in 
with the over-all program. . 

This is your campaign created and paid for by the 
Jewelry Industry Council for the sole purpose of help- 
ing to bring more business: into your store throughout 
the year. How effective it will be for you will depend 
to a very large degree upon the use that you make of it. 
If, with your direct-mail, your newspaper ads, your 
window displays, your radio announcements, you take 
full advantage of this big scale national effort, it can 
give a tremendous impetus to your business during the 
transitional period that lies ahead. 





THE AD-VISER 
(From page 234) 


enough interest to get the potential customer to read 
your copy? The headline! 

There is no doubt about it, the headline is the most 
vital part of your advertisement. Not many retailers 
appreciate its value. Thousands of dollars are spent on 
advertising, on sparkling copy and fine illustrations. 
But often the headline is neglected. Yet if the headline 
does not attract, the copy will not be read. While the 
illustration does carry a good portion of the “attention 
getting” load, it cannct do its work without an effective 
“Head.” 

There are many different kinds of headlines. There 
are curiosity headlines, news headlines, selective head- 
lines, etc. Tests have proven, however, that the one 
theme within a headline which gets the most attention, 
is self interest. Every reader is interested in himself 
first and foremost. Everyone wants to better himself. 
Everyone wants health, happiness and success. If you 
can offer this in your headline, you'll get his attention. 


You must talk in terms of what he wants, you must tell - 


him how he can benefit from using your product and 
you'll sell and sell plenty. 

Self interest headlines, then, are the kind that get 
attention. Each one should offer as complete a thought 
as possible. If the reader should skip the body copy, 
and often he does, he’ll be left with a valuable impression 
which may bring delayed action. Remember, the best 
headlines offer the reader something. The best head- 
lines offer the reader something he wants! But too, it 
must be simply written, understandable to every poten- 
tial customer. You must catch the reader’s eye with 
simplicity and directness. You've got to sell, sell, sell 
in your headline just as much as in your body copy. 

Let’s look at some of the rules, then, that make for 
effective, hard hitting headlines. 

1. Appeal to the reader’s self interest. Offer him 
something he wants. 

2. Make your appeal believable. When you make an 
offer, it should be one which can be followed through 
in your body copy . . . and in your store. 

3. Curiosity headlines are effective only when com- 
bined with self interest. Don’t use curiosity alone. 

4. Use a positive, cheerful approach wherever possi- 
ble. 

). Before writing your headline, ask yourself what 
would make you read the ad, act on the advertiser’s 
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What's In It 
For You 


There’s much more than the profit 
margin between what you pay your 
customer for old gqld and other pre- 
cious metal and what you get for it 
from us as refiners. 








When you promote the buying of 
Obselete jewelry, etc. from _ the 
public, you bring traffic into your 
s*ore. 


Logically, ths puts the merchandise you 
have to sell right in front of them... 
and your chance of selling someone 
INSIDE THE STORE is 100% better 
than someone outside. 


The Dee Division of Handy & Har- 
man will accept all the precious metal 
scrap you accumulate and pay you the 
highest market prices. 


Our modern facilities and long exper- 
ience is your best guarantee of a 
prompt return and 
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No \s 
Aang’ OYAL VEGETNOLE Ye 
bie in Sitver oy Caio" 


The consumer desire for quality grows daily...and with 
it grows the ever-rising popularity of Keystoneware, the 
quality line. Each piece is pridefully crafted, superbly 
styled to give years of lasting beauty, service and custo- 
mer satisfaction. Take full advantage of today’s insistence 


on quality. Sell the best... sell Keystoneware, 


SEE THE COMPLETE 
KEYSTONEWARE LINE 


SILVERPLATED HOLLOWARE 
CHROMEPLATED HOLLOWARE 
HAMMERED ALUMINUMWARE 
ELECTRICAL APPLIANCES 


g, 8202 SILVERPLATED Teg sey 
gate Attractive Engrayeg 7 





_ eee 





KEYSTONE 
SILVER INC. 


509 WEST 34th ST., NEW YORK 1, N.Y. 


SHOWROOMS : 


NEW YORK —303 FIFTH AVE. © CRICAGO—209 S. STATE ST. _ Sadan same 
LOS ANGELES 71250". ——— 
SEATTLE—2028 SECOAO AVE 
DALLAS—SANTE FE BUILDING 
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suggestions, etc. This may give you the key to th 
correct appeal. " 

6. Make your headline short and simple, easy to 
understand, sincere and convincing. 

Can a successful formula be applied to writing head- 
lines? The answer is yes, with reservation. Most ood 
headlines are inspired. They come from the heart and 
head of the copywriter and appeal to the heart and 
head of the reader. However, there are formulas which 
may start the train of thought in the right direction 
There are also formulas which have been used success. 
fully in the past and can be applied to your business. 
Here are some practical examples: 

1. Start your headline with the word “HOW” 
People are always interested in learning how to a 
things. Examples include: 

How to save $10 on your watch repair! 
How to get better jewelry at lower prices! 
How to get your girl to say “‘yes!”’ 

2. When you are offering something new, start with 

the word “NEW” or “ANNOUNCING”, 
New, a watch that saves you time! 
New, a club that saves you money! 
Announcing, a new payment plan! 
Announcing, a new idea for investment! 

3. One word headlines are effective if they are 
thoughts within themselves and are printed in large 
bold letters. 

REDUCED! 
DIAMONDS! 
LOST! 
SAVE! 
5. Selective headlines with self interest will get at- 
tention. ‘To men who love their wives! 
To women who want to be beautiful! 
To the young in heart! 

Remember that originality and common sense must 
be included in all headlines. Your own business experi- 
ence and judgment help a great deal. It pays to spend 
time on headline writing because the headline carries 
the heaviest load in attracting the attention of the 
reader. 

Next time, we'll discuss some amazingly effective 
methods of stimulating business. 





SLOGANS OFFSET DOOR-TO-DOOR COMPETITION 
(From page 262) 


even get to first base,” he asserted. “Our advantages are 
10 to one! And one thing is paramount—that’s the 
customer. We want to retain our customers for the 
future, do, every effort is made toward an intelligent 
approach. We try to make the customer feel comfort- 
able and to avoid anything which in the least way 
touches on high-pressure methods. 

‘Should a customer bring up the subject of house-to- 
house sales approaches, we are amply prepared with a 
wealth of material to answer any and all questions. In 
addition to emphasizing the three major points of 
Selectivity, Availability, and Responsibility, we also 
point to the terms we can offer in the way of budget or 
regular charge accounts. 

“Then, too, we have prepared a comparative list— 
with which each of our sales persons is well versed— 


THE JEWELERS’ CIRCULAR-KEYSTONE 








st how these three maj ° 
-major talking points 
zed to the customer. Spee eey 
“We show, by this list, for in 
, ; stance, that 
house-to-house salesman has but three satterne for the 
customer to choose from, we have 70 atte s for the 
reater selectivity. patterns—far 
“We show, too, that on th 
ined" on the question of delive 
can make immediate delivery as compared with 10 d ~ 
or more for the house-to-house salesman, wl ays 
rely on factory shipments. , who has to 
“finally, we point out tl 
ae vat, on the 
alone, the weight of the sterling offered Dagens basis 
a ym is ‘unknown’ as compared with the 
-_ ry mee heavy’ weight of the eanetien . 
packed quality goods offered by Thomas Lon Co” “J 
One does not have to knock Rone tore wll 
tion in the opinion of those at Long’s. It’s mer ee 
of meeting such competition with a more rion Tk y a case 
comprehensive approach. elligent and 
On this latter score it j ° 
: , it is a simple matt 
er to 
i hed j = the advantages of dealing with au 
ished jewelry store which not only has an inte woe 
oregon ty patronage of such a customer asso 
years, but also has patterns and other items of gif st 
to — or complement purchases | _ 
e a comparison before 
’ ou ~~ s 
Long's watchword slogans oa buy, 1s another of 
‘ncreased sales of silverware. Cu — dividends in 
make such comparisons before committin tt ar 
ing themselves. 
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PLATE, TOO, FOR BRIDAL SALES 
(From page 264) 





market. 
“0—) 7 * 6 
ur theory is simply this,” Mr. Christman poident 
n 


out, “there are many customers 
a well- ee ey who want 
ve oe sconce jewelry store, and onto oe 
of living, and rs in their table silver. With higher : : 
simply gene Sale for cases, lowered incomes it is 
lle = sible for all brides to buy the rt ; 
rrmenged ) a —_ or depend upon their friends a Ff 
nae tag a it. Therefore, to appeal to thi 
Retest whee et, we have set up our holloww _ 
sterling hollo conta Bement — hollowware ~o 
other. xact duplica 
a ss exactly the same aaa ae 
identically th op ated and to sterling hollowwar ns 
etc., and sorely Do; display materials, signs ae og 
mayed by aay y point out to every bride who is dis. 
ina el ON iz of sterling that she may dupli “a 
“a ell in plated hollowware nd P icate 
he - latitude of patterns ” , and has just as 
s shown in the accom — : 
Burt’s 660 oe window | 
se nen By sage display window a = 
hollowware. “half -~ to 24 representative vieces if 
people inside th and half” sterling and plate. Sale 
slated flatware no Peron have instructions i nent 
same loving car “ = “~ hollowware with exactly tl ; 
iiiink des —~ dt sterling—and both rw 
sated P ished each time they are removed Sma 
Net results Pweg the same eye-appealing eve _ 
doubling the nu hb duplication” promotion is alm 
op eget mber of brides which the store has ~~ 
ait 200 ht er successfully in 1947, a much | omen 
e on all types of hollowware, and a sheen. 
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TUDOR’ PLATE 


BY ONEIDA COMMUNITY SILVERSMITHS 


THE 7 PLUS SILVERWARE 


Heavy Plating °* Superior 
Finish * Popular Patterns ° 
Mirror Stainless Knife 
Blades * Solid Silver Over- 
lay * Unqualified Replace- 
ment Guarantee. A Great 
Name in Silverware . 
Oneida Community Silver- 
smiths. 
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A glamorous pattern to 4 


charm your customers and their table settings .. . 
a deep cut floral design with details and surfaces 
finished expertly by craftsmen. You'll sell more 
Tudor Plate . 

. at popular prices! 


BLUSTEIN CO.. INC. 


817 G STREET N.W. WASHINGTON l, D. C. 


. . because Tudor Plate offers more 
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ening out” of the store’s merchandising scope, Finally 
in many instances, customers attracted by the plated 
hollowware lines have been “traded up” to Sterling 

= bad 





ANNUAL AWARDS GET HEADLINE PUBLICITY 
(From page.270) 


ments.” Two set talks were offered: ‘The Gist of 
Gems,” a history and romance of precious stones, their 
legends, what the layman should know about them the 
story of the engagement ring, and style trends in jewelry 
through the ages; and “Old Silver,” early silver in 
Europe and America, the discovery of Sheffield, famous 
English and American silversmiths, and a history of 
table silver. 

The letter closed with an offer to prepare a special 
talk for the club if it were more interested in some other 
subject than the two prepared. 

Very simple stuff. But as the result of sending out 
45 letters, the firm received requests for talks from 37 
clubs, a result any direct mail campaigner will tell you 
is uniquely high. 

Any reader of the JEWELER’s CrrcuLar-Keystonp 
is bound to ask, “Very nice, but what’s the reward for a 
busy merchant?” The answwer, is, very simply: added 
business. 

Linz Bros. of Dallas have seen the answer in gratify- 
ing fashion. Like other old established, but alert 
jewelers, they’ve recognized that the old customers who 
have contributed to their reputation and prosperity are 
srowing older. New generations grow up hwo don’t 
have sentimental associations with the early days of the 
store, who aren’t personally acquainted with the 
founders, and who have to be wooed as their grand- 
parents were earlier. 


INCREASE IN YOUNGER CUSTOMERS 


As a result of their integrated public relations pro- 
eram, the Linz firm has. seen a steady increase in the 
flow of younger customers. ‘They see an increase in the 
number of young men selecting engagement rings from 
their show cases, an increase in the number of young 
women and young matrons coming to them for jewelry. 
They credit this program with the growth of their flat 
and hollowware business, and with the growth of a very 
respectable antique silver business. 

Service, both public and personal, is the keynote of 
the program, which is kept carefully flexible. It may 
include a last-minute call from a woman who wants help 
in decorating a dinner party table, to prizes for out- 
standing policemen chosen by the Junior Chamber of 
Commerce, or prizes for outstanding table arrangements 
at various functions. Any club in Dallas embarked on 
a service project knows that Linz will supply a display 
window or newspaper space to promote the project. Or 
when a local young artist breaks over the horizon, he 
can be sure of a display window and a show in the 
Linz store. 

As one executive of the store explained, ““We want 
the city to know we’re proud to be part of Dallas, and 
we want Dallas to have reason to be proud of us.” 

The purpose is obviously on its way to being ac- 
complished; but it isn’t getting there casually or by 
accident. The route has been carefully charted. While 
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the personalities involved stay unobtrusively in the 
background, they are dynamically active. This isn’t 
the sort of program that could be successful without 
<gmeone to direct it. 

~ The man behind the program is Joseph Linz, a grand- 
son of one of the founding brothers, who hastily tells 
you, “I just happen to be directing the program. [I’m 
not entitled to credit for it anymore than anybody else 
around here.” What he means is that the public rela- 
tions program is something that pervades the entire 


store. 


REGULAR MEETINGS CHART COURSE 


It starts with the quarterly meetings attended by 
representatives of their advertising agency and the head 
of each of the store’s departments. At these meetings 
they discuss what they want to get across in their adver- 
tising for the coming season. When that is established, 
they discuss the tie-up they want with public relations. 
The decisions reached at those meetings are the key to 
the program Joe Linz follows. 

While he is a reasonably modest person, it would be 
misleading to ignore his personal contribution to the 
success of the effort. He’s a young man who came 
home to the family business after several years of song 
writing and movie publicity. He came home to the 
job with a tremendous enthusiasm and a_ strong 
penchant for public service. 

It is his thesis that the local jeweler is an important 
person in the community, inextricably tied-up with 
its pride and its sentiment. “Just look,” he suggests 
with a grin, “‘at that battered silver baby cup. A 
jeweler helped pick it out. Buy your wife a dozen 
rings forty times as big as the first one, but she’ll 
always cherish her engagement ring. And _ you'll 
always remember fondly the jeweler who sympathet- 
ically helped you select it. Your confirmation or grad- 
uation watch, your daughter’s first string of pearls. | 
could name dozens of items precious for sentimental 
reasons. 

“Aren't we foolish not to remind our public that we 
are closely related to those happy memories? The 
jewelry business is a sentimental business. I like it 
that way. And our customers like it that way too.” 

Young Joe Linz is as zealous about maintaining the 
firm’s reputation and dignity as its oldest member, but 
at the same time, his enthusiasm brings a new fund of 
ideas, as fresh as the morning’s headline. It was he 
who coined the copyrighted word, “‘Jewelist,’’ used in 
all the firm’s advertising, a definition for “‘jewel-art 
fashionists.”” 

He was quite pleased when the business news editor 
of the Dallas Morning News wrote, “If any company 
warrants such a high-sounding definition, it is the one 
young Joe Linz (in 1877) made a vital part of Texas...” 

The coined word has occasioned a lot of comment, 
and not a few people in Dallas have kidded the con- 
temporary Joe Linz about it. “‘Kidding or otherwise, 
they're talking about us, aren’t they?” he asks rhet- 
orically. ‘““There’s nothing undignified about it, is 
there? It tells our story to the public, doesn’t it? And 
don’t fool yourself, it’s the sort of thing that interests 
the public. That’s my job.” 


FOR ApriL, 1948 
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Worthy Pieces to Grace 
the Showcases of 
America’s Foremost 
Jeweler ... 





EXPANSION BRACELET 
AND LOCKET SET 


Three-tone, hand engraved, in 
1.20-12K G.F. Bracelet has stain- 
less steel back. Handsomely gift- 
boxed in red plush and gold with 
gift card. THE SET, $10.25. 
BRACELET, $6.50, LOCKET $3.75. 


HALL “AD-A-LINK” 
WATCH BRACELET 


Engraved links, | . 20- 
12K G.F. front and 
back. Plenty of ex- 
pansion. . . . Links 
added or removed in 
seconds, $7.50. 






“SQUIRE 
HALL” 















Expansion watch 
bracelet. 1.20- PRICES 
12K G.F. front, KEYSTONE 
stainless steel 

PLUS TAX 


back, $4.50. 


The extensive HALL line is SOLD THRU 
WHOLESALERS ONLY. Ask your jobber 
to show it to you now ... it’s a Real 
“seller” 
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fine hand-made colored glass are com- 
bined in modern beverage and table 
services of startling beauty and utmost 


utility. Patented holders protect the 






glass, snap on-off for easy cleaning. 
Send today for descriptions and prices 
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DIRECT MAIL IS TONIC FOR SUBURBAN STORES 
(From page 274) 


— return in good will and word-of-mouth advertising, 
eople in this vicinity have a lot of good personal 
jewelry, and I know they appreciate getting thes 
cleaned. They offer to pay, and are pleasantly ae 
prised when I shake my head and tell them that’s * 
the house. This word gets around, and I find when ther 
need extra silverware or a new watch, they come here” 

So these minor services have increased store traffic 
Of the four display counter cases, the first one nearest 
the door features better class costume jewelry, a best 
seller here. The second section holds rings; the third 
displays watches; and the fourth which stands at right 
angles to the first three, is devoted to children’s jewelry 

The two wallcases behind this counter row hold 
hollowware, chests of silver, compacts, tie pin sets, and 
clocks. Opposite them on the other wall is one large 
wallcase where more flatware and hollowware is shown, 
“Our neighborhood is one where all the homes take 
pride in their silver, so we get many calls for new pieces 
as well as replacements,” says Mr. Thiet. 

Although his weekly newspaper ads do not mention 
these extra services that he offers, nor do any mention 
that a charge account or credit terms are available 
here, he still does a large business along this lines. 

“Most of our customers are used to having charge 
accounts in the fine stores in Milwaukee, so they are 
used to saying, ‘Charge it!’ So I accept this arrange- 
ment and bill them after thirty days. I have never had 
a loss because of this policy, but then I never expected 
to. The class of people I cater to take pride in paying 
their bills and just want the convenience of doing so 
at their leisure.” 

Mr. Thiet has made it a point to co-operate with 
other nearby merchants in every way. He is a member 
of the North Shore Association of Commerce, a group 
of businessmen located in the north shore suburbs of 
Milwaukee; the Milwaukee District Jewelers’ Guild; 
and the National Retail Jeweler’s Association. The 
North Shore Association helps advance the business 
interests of its members and protects them in every 
way possible. 

This progressive and co-operative attitude of Mr. 
Thiet is also helping him give extra service to his 
clientele. That’s why he concludes, ““Yes, we suburban 
jewelers have the edge over our big city competitors! 
We can get to know our customers better while offering 
them the same fine merchandise that bigger stores do. 
And in addition, we have the chance to grow right 
along with our little communities!”’ 





EXCISE TAX COLLECTIONS UP 6 PER CENT 
(From page 278) 


New Mexico, Texas, Washington, Maryland, Florida, 
Tennessee and Connecticut. 

Issuance of state-by-state collection figures for the 
calendar year was discontinued by the Treasury De- 
partment shortly after the War. For this reason, JC-K 
began publishing, last year, the state-by-state collec- 
tions on a fiscal year basis. Now, this year, the Treasury 
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has again released collections for the calendar year but, 
for comparison purposes, last year’s figures are lacking. 
Consequently we publish, in the table appearing here- 
with, the data for the fiscal years 1946 and 1947. 
However, it is interesting to note that collections for 
the current year 1947, as supplied by the Treasury De- 
artment, amounted to only $225,257,715.79—roughly 
11 million dollars less than in the fiscal year. This 
indicates that jewelers’ sales volume, during the latter 
half of the calendar year 1947, fell somewhat below the 
same period for 1946 (since collections for the first half 
of 1947 are assumed to be identical in both reports). 
Specific data for each state, covering collections and 
percentages of the total for both fiscal 1946 and fiscal 
1947 may be found in the tabulation which accompanies 


this article. 





TRAFFIC BUILDERS SPREAD VOLUME 
(From page 280) 


advertising and plain everyday salesmanship are surely 
known and can be practiced according to the capacity 
of the store and its staff. 

Rogers Jewelry Co., at the corner of Prospect and 
East 4th St., in Cleveland, Ohio, furnishes the example 
of a fair-sized jewelry outlet that is aggressively pro- 
moting an appliance department and realizing an in- 
crease in customer accounts and a more profitable turn- 
over in jewelry lines. It constitutes an interesting 
case study for jewelers contemplating a venture into 
the electric appliance field, and perhaps affords a few 
pointers for those already carrying appliances and not 
deriving all the benefits they might. 

Window display space for appliances is practically a 
“must,” for several reasons. If the thoroughfares 
bounding or near the jewelry store are normally heavy 
traffic bearers, the first reason for displays is obvious— 
the potential customer sees the merchandise, is drawn 
into the store if he spots something he needs, and a 
salesman can take over. 

Secondly, if the jewelry store is to derive its greatest 
benefit from an appliance department, this department 
must be startegically located within the store. In 
most instances the best location is the floor area fur- 
thest removed from the main entrance. (Another 
argument for window displays, since this practice 
acquaints the passerby with the fact that appliances 
are carried—he’s not going to stare in the front door 
to find out.) 

At the rear of the store, the appliance department 
can only be reached by the customer’s passage through 
the entire sales area, bounded naturally by jewelry 
displays of every variety. In the Rogers store, two 
entrances and a sprawling, instead of lengthy, sales 
floor, influenced the establishment of an appliance de- 
partment in a central location. 

“The appliance customer, when he reaches this de- 
partment, finds himself surrounded by jewelry,” 
pointed out Samuel Levenson, a Rogers salesman. 
“It’s a perfect setup for jewelry merchandising. After 
he has bought or just looked at the appliance he had 
in mind, we begin suggestive selling in relation to our 
displays of watches, rings, flatware or any of the other 
items around him. 

“Even if a sale is not closed at the time, on one or 
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another of the jewelry items, we've sown the seed 
that may later mean a sale. And if an appliance is 
bought and an account opened up for a new customer, 
we figure that we’ve paved the way for jewelry sales 
to the same individual.” 

That’s just what has happened in the Rogers store. 
The idea‘ is, that once an account is opened, a certain 
amount of red tape is cleared away, and the customer 
has a real tendency to continue the account for a long 
time. 

Then, when an anniversary, wedding, birthday, 
graduation or some such event comes along in that cus- 
tomer’s everyday life, he’ll probably consider the pur- 
chase of some jewelry. What could be more natural 
than to return to the jewelry store where credit is al- 
ready established to make such a purchase? 


HANDLES ONLY SMALL APPLIANCES 


The Rogers store does not handle the larger, major 
appliances, as they are designated. Perhaps the prin- 
cipal reason is that quarters will not permit a very 
extensive appliance department. However, they have 
contrived to make the small area available as attractive 
as possible, and have called it a “Complete Radio 
Department,” radios of all but the largest sizes being 
their biggest sellers in the light electric appliance field. 

They simply installed a series of shelves about seven 
feet high and completely covering a right angle in the 
store partitioning, about six feet along the floor in each 
direction from the corner. Several stands, about knee- 


high, are used to display radio-phonograph combina- 
tions, and occasionally a small section of an adjacent 
showcase is topped with a radio or phonograph. 

The appliance supply sources are carefully Studied 
and when conditions look favorable for running ‘ 
special, the Rogers store buys in quantity and features 
such merchandise in newspaper advertising, displays 
and suggestive selling. For instance, recently boudoir 
lamp sets, a minor electrical item, were bought and 
offered at an unusually low price. The sale attracted 
heavy traffic to the store and jewelry as well as the 
lamps moved well. 


ONLY WELL KNOWN LINES 


“We stick pretty close to good electric irons, coffee 
makers, radios, mixing machines, toasters, electric 
shavers and like merchandise,” explained Werth. 
‘“‘We never stock too heavily on any one item, and try 
to move them out as quickly as possible after getting 
them. 

‘To do this, we run a ‘sale,’ and the resultant traffic 
gives us a ‘shot in the arm’—always, we find, new cus- 
tomers or potential customers come into the store, 
looking for the particular item we're featuring. They've 
probably had it in their minds for a long time, awaiting 
the right price and the right time to be down town. 

‘“That’s the thing in a nutshell. The electric ap- 
pliances pay their own way, and serve as a magnet for 
potential new jewelry customers in the bargain. And 
that’s what we want.” 
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EUREKA Anti-Tarnish Silver Rolls and Bags 
in sizes to contain every conceivable item of flat 
and holloware. 


A wider range of attractive colors. 


EUREKA ROLLS AND BAGS 


Smarter styling... cost no more 





Taunton or Standard Style Rolls by EUREKA 
can be exclusively yours! Personalize your silver 
by using flannels in your own chosen colors. 


Ask for samples. 


Eureka Rolls Also Available in Pacific Silver 
Cloth in beaver brown color. 





EUREKA SILVER CONTAINERS lined with well-known | 


Pacific Silver Cloth. “It Prevents Tarnish” 
No. 40 Chest (illustrated ). 


Other best-sellers for silver at varied prices. 


Illustrated catalogue and price list on request. 


EUREKA MANUFACTURING CO. 


Taunton, Massachusetts 


MAKERS OF SILVERWARE PROTECTION 
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NEW YORK 1, 230 Fifth Ave., Room 509 


by ENGER-KRESS 











It works like this: 
Grasp center leather fold 
ond pull lower half out 
of card pocket as shown. 







4 

Even detectives are baffled by this Secret | 
; 

Pocket . . . yet up to 20 concealed bills are 


instantly accessible! . . . A quick demonstration clinches 










the sales. It’s the sales-winning feature of a fast | 
moving, six-style line. Write for a new catalog. i 
| 
AMERICA’S SMARTEST LEATHER GOODS | 
«J 

j 

i 


WEST BEND, WISCONSIN 


CHICAGO 3,36 S. State S?.,Room 1224 
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This new Benstock catalp ¢ 
page may mean.,, 


ORE PROFITS 








Seven New Benstock Originals — Buff Top 
Ruby Initial Rings — with the Initials exclu- 
sively designed for us by Irons & Russell! 


Like all Benstock rings, these new men’s rings 
(pictured and described in our new catalog page 
5403) with black enamel inlay initials (or milgrain 
initials) are our exclusive creations — from our 
designers’ boards to the finished products. 


And, like all Benstock rings, these originals are 
designed for value, priced for profitable sales! 


If you haven’t received this catalog sheet, contact 
your wholesaler or jobber for the story of Benstock. 


» « « The Initial of a Profitable Friend 


BENSTOCK 





Pa Ci bo Com @ Om 


73 W. CHIPPEWA ST. WA 7700 BUFFALO 2, N.Y. 
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WHAT MAKES MEN WANT TO WORK? 
(From page 282) 
the supervisory personnel of the firm are likable and 
pleasant people to get along with. . 

The first two points can be handled by careful job 
placement of employees in the store, studying likes and 
dislikes and shifting personnel about until proper spots 
are located. Items “c” and “d” should be determined 
before the employee is hired; no man or woman who 
thinks work in a store is “beneath” his dignity should 
ever be hired for such posts. Item “e” simply a phys- 
ical problem; some men -and women by the nature of 
their health should have outdoor work . . . they should 
not be hired for indoor work. 

Item “f” is a matter of store operating procedure and 
no amount. of effort expended to better working condi- 
tions in the store can be wasted, for good working con- 
ditions make people want to work in that store*and there- 
fore do a better job all of the time. Much has been 
written about supervisory personnel, covered in “g” 
above, and much will continue to be written. 

3. Men and women want to work when their job offers 
a bright future. Day-in and day-out working only to 
obtain money to buy present needs holds little future for 
any of us. Fully 80 per cent of the people who work 
for wages in this country do so with plans for betterment 
of their future and working up to a more lucrative posi- 
tion either in their present connections or in some other. 

Store executives are finding that people with ambitions 
for owning their own business are the most desirable 


employees . . . something we were loath to admit a 
decade past. But such people work harder, do their 
job more intelligently, and do a better all-around job 
because of those very ambitions and while they are with 
us can often return manifold dividends for the wages 
they are paid. 

Incentives which make people want to work in a store 
should be an important part of today’s planning; con- 
tests, quotas with prizes for their attainment, etc., can 
well be used not so much to secure increased business as 
to secure greater interest among employees in their jobs. 

4. Men and wom en want to work when they know that 
extra effort on their part will be rewarded. No one is 
going to put forth extra effort at his or her job if they 
are certain they will receive no recognition whatever 
for that extra work. Sometimes one expects no more 
than a verbal compliment or a pat on the back from 
“the boss,” but when even that is not forthcoming the 
will to want to work dies down. Store executives stingy 
with their compliments and praise seldom get the most 
out of their employees. 

Material rewards, of course, offer greatest inducement 
and the store with such a definite program ordinarily 
has a staff working constantly at 100 per cent efficiency. 
Bonuses, store picnics, merchandise prizes for extra work, 
salary increases—when deserved—and other things can 
all be used in pushing this element that makes people 
want to work. 

9. Men and women want to work when they know that 


(Please turn to page 304F) 
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21 West 46th Street 








Metals of Guaranteed Purity 


GOLD °* SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


We solicit yout , weeps .. 


Filings—Scrap Gold and 


Your Old Gold Shizments 


Kastenhuber & Lehrfeld, Ine. 


Tel. BRyant 9-1060 


+ 


Platinum—Metals 
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New York 19, N. Y. 
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1. From Sweden comes this mirror framed in sparkling glass 
by Orrefors. The frame is sectional so can be adapted to 
several sizes, including easled boudoir mirror. Sold by 
Fisher, Bruce & Co., Phila. (East) and Axel Zacho, L. A. (West). 


2. Richly hand-painted on the fluted piecrust edge of the 
Chelsea shape in Spode bone china, this is the “Irene” de- 
sign, suited to 18th Century or Victorian styles of deco- 
ration. From Copeland & Thompson, Ine, 206 5th Ave., N. Y. 


3. Fashioned of Tiffin crystal glass is this 8” octagonal 
vase, available either plain or with a flying goose decora- 
tion. Made by the United States Glass Co., of Tiffin, O. 


4. Oval candy boxes in Bethwood Royal China done in sev- 
eral different styles and color effects, finished with coin 
gold. From Beth Weissman, Inc., 49 West 23rd St., N. Y. C. 


5. Gold-Lacquered plasterine figure, the “So-What,” one of. 


season's good-luck novelties, 4/2” high, has “historic leg- 
end” on felt-covered base; in presentation box, retail $1. 
From the Geo. Borgfeldt Corp., 44 East 23rd St., New York. 


6. Handwrought copper framed by pastel-colored suede is a 
new combination in handbag for sports or dressy wear; re- 
tail $29.50. From Nelson Power Co., 728 S. Hill St., L. A. 
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The large Egg d’Ouvres plate will make a festive 


occasion out of an ordinary buffet. This big 13 
inch round plate of gleaming crystal holds eight 
deviled eggs and has seven compartments for 


hors d’oeuvres, relish, snacks and condiments. 


Price fixed at one dollar retail (west of Denver $1.25) Egg 
d’Ouvres is truly the outstanding promotional item of the year. 


The name Egg d’Ouvres is copyrighted, and design patent has 


been applied for. 
F a! a . RSET CRYSTAL 
Egg d’Ouvres plates are individually packed, one to a re-shipper. ne a y 


They cost sixty cents each and in quantities of six dozen or more 


only 55c each, F.O.B. West Virginia. 


eo Ufarh4 bE Fposenflld, Ire. ee 


147 FIFTH AVENUE ES ee 2 ie ee ee 
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1. Gold-plated after-dinner coffee rack with china in dif- 
ferent patterns in 22K gold; the complete unit ranging in 
retail price from $15 to $43 (latter is illustrated). From 
the Levy Bros. China Co., Inc., 79 Fifth Avenue, New York. 


2. Traditionally Chinese in motif is this “Eastern Flow- 
ers” pattern, first engraved in 1845 and re-introduced in 
1945. By Josiah Wedgwood & Sons, Inc., 162 5th Ave., N. Y. 


3. Traveling-clock case made from highly polished alliga- 
tor skins—skins bought direct from the hunters and manv- 
factured in variety of cases for clocks and for cigarettes. 
Designed and made by June, 682 Broadway, New York 12, N.Y. 


4. Popular pattern is the “Wakefield,” shown here on the 
“Colfax” shape in stemware. It appears, too, on various 
sizes of plates. From Fostoria Glass Co., Moundsville, W. Va. 


5. Tommy Tucker hot plate for baby—porcelain with hollow 
base for hot water, gripped to table by rubber vacuum; gift 
box, $5 retail. From W. A. Gates & Co., 527 W. 7th St., L. A. 


6. Among many practical ideas developed by Mary Wright for 
her new “Country Gardens” dinnerware line are these nested 
pitchers for water, milk, gravy; line made in four harmo- 
nizing colors. Sold by Sun Glo Studios, 225 5th Ave., N. Y. C. 
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Silver City’s New Gift Sensation-- 


Sterling-on-Crystal Stemware 


Beautiful, beautiful sterling-on-crystal stemware—the gift with quality-appeal and 
eye-appeal—is making sales records and satisfied customers all over the country. 
It’s a line you'll want to show—and SELL your best customers. Highest quality, yes, 
but very moderate in price. 

This new Silver City line is handsomely finished in Sterling, then plated with precious 
Rhodium to prevent tarnishing. Sterling bands on rims and bottoms safeguard 
glass against chipping. 

No wonder Silver City’s Sterling-on-Crystal Stemware is making cash registers 
ring! Write or wire us for details. 


SILVER GITY GLASS GOMPANY 


MERIDEN, CONNECTICUT 
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1. New 13” “Egg d’Oeuvres” plate in Dorset glass, holds 8 
eggs, has 7 relish compartments; may be used for serving 
cakes or candy. Boxed, retail $1. Patent applied for, name 
copyrighted by Marks & Rosenfeld, Inc., 139 5th Ave., N. Y. 


2. Vitrified ceramic dinnerware by Ortega in striking new 
Oak pattern—in California colors; 20-piece starter set $35 
retail. From Blodgett & Co., 527 W. 7th St., Los Angeles. 


3. Double-Do is the name of this carry-all in pigskin or 
morocco (4 colors) which fits into handbag or man's dress 
coat or can be slipped over the belt and snapped in place. 
From the Emmet Corp., 2837 West Pico Blvd., Los Angeles. 


4. Combination student lamp and planter in highly polished 
brass or copper. This piece is manufactured by Peterson & 
Golt, represented by Jimmy Smith, 527 W. 7th St., Los Angeles. 


5. This Floral Bone China from Staffordshire comes in a 
complete line of clusters, brooches, earrings, marmalade 
jars. Small cluster shown here may be retailed at $5. Im- 
mediate delivery from Fondeville & Co., 149 5th Ave., N. Y. 


6. California Chintz pattern, an all-over decal in pastel 
blue, green and pink against ivory, was recently introduced 
by the Santa Anita Potteries of Los Angeles, division of 
the National Silver Co., 295 Fifth Avenue, New York, N. Y. 
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AN ALL STAR LIST 
OF MARKET EVENTS 


VW 0s 


" New York Stationary Show 


MAY 17-21 - HOTEL NEW YORKER 


~ New Yash L aif Show 


JULY 19-23 - HOTEL NEW YORKER 


* Chicago Gilt Sheu 


AUGUST 2-13 - PALMER HOUSE 


~ New York Gilt Show 


AUGUST 23-27 - Hotels New Yorker & Pennsylvania 


* Basten Gilt Show 


SEPTEMBER 13-17 - HOTEL STATLER 


{ Philadelihie Gilt Show 


SEPT. 27-OCT. 1+ HOTEL BENJAMIN FRANKLIN 


17:18:19 20 21 




















Directed by 
GEORGE F. LITTLE MANAGEMENT * 220 FIFTH AVE., NEW YORK 1, N. Y. 
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for living 








There’s nothing like a successful family dinner to solidify 

domestic relations! And this smart young Mrs. (multiplied by hundreds 
of thousands like her) knows there’s no better guide to such 
homemaking triumphs than MADEMOISELLE’S LIVING. If you want | 

to be the man who puts the plates and platters on her table, 


advertise in the magazine she lives by ig 


NG 


The magazine for smart young homemakers 
A Street & Smith Publication, 122 East 42 Street, New York 17 
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by MADELINE LOVE 


HERE is little doubt that the political upheaval 
in Czechoslovakia will “‘repercuss” throughout the 
giftware field—particularly, of course, in china and 
glassware. Only an occasional optimistic voice is heard 
saying that maybe things will work out. Many im- 
porters are taking a “‘let’s wait and see” attitude. But 
in general, the belief is that there will be a definite de. 
terioration in commercial relations with that country 
with imports of ware slowing down to a trickle. 7 
Big stocks have piled up in many warehouses over 
here, so that the demand for Czechoslovakian mer. 
chandise—glassware, at least—can be taken care of for 
some time to come. And several importers are getting, 
or expect to get, china and glass from Austria or the 
American zone of Germany, made by German workers 
who were evicted from Czechoslovakia at the close of 
the war. These workers are highly skilled, and the ware 
they produce is almost a duplication of the pre-war 
Czechoslovakian. 


LASSWARE and linens to match Russel Wright's 

‘*American Modern” dinnerware is being intro- 
duced by the distributors, Richards-Morgenthau & Co., 
New York. Mr. Wright designed both of these co- 
ordinated lines, which are being manufactured by the 
Morgantown Glass Co., Morgantown, W. Va., and the 
{llison & Spring Co., New York. The glass consists of 
tumblers which in lines and coloring blend with the 
dinnerware, while the colors and decorative themes of 
the linen were planned to point up the smart infor- 
mality of the ware. 


[ATES for some of the coming season’s gift shows 
have been announced, among them the New 
York Lamp Show, set for July 19 to 23 at the New 
Yorker Hotel; Chicago Gift Show, August 2 to 13 at the 
Palmer House; New York Gift Show, August 23 to 27 
at the Pennsylvania and New Yorker Hotels; Boston 
Gift Show, September 13 to 17 at the Hotel Statler; 
and the Philadelphia Gift Show, September 27 to 
October 1 at the Hotel Benjamin Franklin. The New 
York Stationery Show is to be held May 17 to 31 at 
the New Yorker. All of these are under George F. 
Little management. 


AY E. DODGE, president of Dodge, Inc., Los 

Angeles, says that his company has added more 
than 100 new gift items to the line, all to be exhibited 
at the coming shows. Such artists and sculptors as 
Louis Paul Jonas, Gladys Brown, and Rita Reid have 
created some of the new pieces, while Mr. Dodge has 
originated many others. 


EVY BROS. CHINA CO., INC., is celebrating its 

80th anniversary this year. Clarence Levy, pres- 
ident, and Jerome Levy, vice president, are grandsons 
of the founder, and their sons are being groomed to take 
| their places in the family business. : 
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EPRESENTING the old and the new in Wedg- 

wood, the ceramic pieces shown here are among 
600 included in the “MW edgwood—A Living Tradition” 
exhibition which has just opened at the Brooklyn Mu- 
seum, Brooklyn, N. Y. Sir fk rancis vans, British 
consul at New York, and Hensleigh C. Wedgwood, 
head of the American branch of Josiah Wedgwood & 
Sons and a member of the tenth generation of Wedg- 


wood potters, opened the exhibit. 





Above: Jasper paint box for 18th Century hobby of 
china painting, with fitted palette and cups. Left 
below: Contrasting modern piece by Norman Wilson. 


Below: Game pie dish 
made to resemble pie 
crust during shortage 
of flour in England 





John M. Graham II, curator of decorative arts, 
planned the exhibition, which includes material never 
before shown in this country. In effect, it is a history of 
ceramics as exemplified by ten generations of one fam- 
ily, from the days of Gilbert Wedgwood, who produced 
his rude handicraft in 1649, to the vast industry of 
today. Special stress is placed on the period between 
1769 and 1790, when Josiah Wedgwood’s great work 
was accomplished, not only artistically but in the de- 
velopment of such new bodies as marbled, agate, 
Queen’s Ware, green glaze, black basalt, jasper, rosso 
antico, cane ware, and others. 

Included in the display is Wedgwood’s copy of the 
famous Portland Vase, whose original, excavated near 
Rome in 1630, is in the British Museum. Another vase 
is one called “‘ First Days’ Throwing at Etruria,” which 
was thrown by Josiah Wedgwood with Thomas Bentley 
turning the wheel at the opening of the Etruria plant in 
1769. Medallions, plaques, jewelry, and ornamental 
and practical ceramic pieces round out the display. 

Shown, too, are Reynolds portraits of the Wedgwoods 
and there are many old manuscripts including Josiah 
Wedgwood’s first pattern book. And there are two 
large murals painted by Robert W. Baker, showing 
the original factory at Etruria and the modern factory 
built within recent years at Barlaston. 

After September 9, the entire exhibit will be sent on 
tour, to be exhibited in the country’s major museums. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 
bed 


Lowestoft Stone Ching 





Made by ‘ 
W.T. COPELAND & SONS, LTD. 
England 


s 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC 
206 FIFTH AVENUE, NEW YORK 10, N.Y 


























SILVERPLATED HOLLOW-WARE 


in authentic designs of 


EMPIRE COLONIAL 










nN 


Each piece in these outstanding period designs 
is exquisitely styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
now being made. Write for full details. 








Dodge Trophies. 


Standard and special trophies by the world’s 
largest makers. Since 1926 








PERMANENT SHOWROOMS 


225 Fifth Ave., New York City; Merchandise Marts in Los 
Angeles, San Francisco and Chicago. 


401 East 6th St., Los Angeles 14, Calif. 
DODGE INC 706 North Hudson Street, Chicago, Ill. 
@ 126 South Street, Newark, New Jersey 
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SHELL 
This unusual grouping of related designs, which we 
call our FIDDLE-BACK patterns, is being featured 
in national magazines. Ask our salesmen about coop- 
erative counter displays and literature. 


FRANK SMITH SILVER COMPANY, GARDNER, MASS. 
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WHAT MAKES MEN WANT TO WORK? 
(From page 299) 


they are not being exploited. The former exploitation 
of workers by a few sweat-shop factories was one of the 
major factors which brought on the “about face” of 
the Wagner labor law. An employee may differ with 
us on wages and working conditions and still do his beg 
on the job; but if he has the feeling that he is being 
exploited he gives only slave labor. ' 

Paying wages well below standards in our area, per. 
mitting unsatisfactory working conditions to exist be. 
cause of “penny-pinching” policies and doing those things 
which tell an employee, “Go ahead and work your foal 
head off for 50 cents . .. you're making me $5!” are al] 
bad business. 

The American system has no tolerance for exploitation 
of one group of people by another; the employer who 
seeks to do this with his employees is asking for more 
trouble than he will ever be able to cope with! 

6. Men and women want to work to attain personal 
goals. These goals may be such things as removal of 
the mortgage on the old homestead, buying a new car. 
sending a child through college or any one of a hundred 
other things. Employees who have such goals are al. 
ways better workers; employees who do not have them 
lack the spark that it takes to get enjoyment from one’s 
work. 

It is not always easy for an employer to give his people 
such goals, but when men and women lack them he 
can well devise methods to inspire them with the desire 
to accomplish such personal goals. Often these things 
are impossible of attainment by our employees because 
they require initial hurdles the employee cannot handle 
immediately (down payment on a car for example). Em- 
ployees can be helped to have such personal goals by 
direct help from employers, through company sponsored 
credit unions, and through a little planned effort on the 
part of the store’s personnel department directed toward 
arousing the desire among employees to have such goals 
toward which they can work. 

7. Men and women want to work when there is in- 
terest and fascination in the work they are doing. The 
more knowledge a person has of his job and the ma- 
terials he or she is handling the more interesting they 
become; store policy should include the promulgation 
of such information. People who do routine things must 
be given out-of-the-ordinary conditions under which to 
do them, for monotony in one’s work is a quick avenue 
to lost interest in that job. 

“Make the work more interesting and you'll always 
get better results,” is a time-tested and proven axiom 
in employee management and control. 

8. Men and women want to work when they do not 
have to be ashamed of the firm where they are employed. 
Those institutions which spend time and money in pro- 
moting themselves among their employees and the gen- 
eral public as well, soon find that their employees take 
pride in telling people that they work for the company. 
If one’s neighbors have a respect for the firm with whom 
we work, we always feel a little more pride and interest 
in our jobs. Pride is a powerful weapon to use in it- 
fluencing people in man ways; and it is equally effective 
on this score. 
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Manufacturers 
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30 E. 2nd Street, New York 3, N. Y. 
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Welded All Aluminum 
WATCHMAKER’S WORK BENCH 


sania e *69” 


FEINSTEIN Bros. INC. 
WHOLESALE JEWELRY 


5 South Wabash Ave. 
Chicago 3; Illinois 


220 West Fifth St. 
Los Angeles 13, Cal. 
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|. FREEMAN INC. 


12 E. 52nd St., New York, N.Y. 


PLaza 9-6900 
18 Leather Lane, London E.C.I. 
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PACKAGE IN DISTINCTIVE JEWELRY BOXES 


Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 
tifully styled boxes made of gleaming plastic. 


We will be pleased to serve you. Our packaging 
designer is always at your service for special problems. 


GENERAL CASE CO., INC. 
WAPPINGERS FALLS, N. Y. 
N. Y. Office—!150 Broadway—Murray Hill 6-4660 
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FOR HONEST RETURNS 


IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 





PRECIOUS 
METALS 


Refiners & 
Smelters 





OFFICE: 


26 JOHN STREET 
NEW YORK CITY 


FACTORY: 
BROOKLYN, N. Y. 
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The time to dig for new business is her 
__vertising will uncover a wealth of fre: 






_ outlets for your products. Your sales 


our persuasive sales-promotion methods. Let | 
a resultful campaign to meet your budget. _ 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: BRyant 9-7199 
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OPPORTUNITY For SALESMAN. 


Vulcain Watch Company, Inc., manufacturer's branch 
representative of the VULCAIN line including the new 
“Cricket” ALARM WRIST WATCH has choice territory 
availcble in Middle West for high type salesman with 





following among better jewelers. 


Write in confidence 


VULCAIN WATCH COMPANY, INC. 











630 FIFTH AVE., NEW YORK 20 
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eYNOLDS 


LATHE 


For Sawing - Slotting - Milling 
ock - Winding - Etc. 
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; Cutting Up St 
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BED: Hand Scraped, “V’ Ways For Alignment of 
Rost Made of Cast Iron Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 
Locking to Bed. Has Hand Screws for Fine Hori- 
-ontal and Vertical Adjustments. Top of Slide To 
Flat for Attaching Fixtures. 

SPINDLE: Operates In Sealed Ball Bearings. 
LATHE SPEEDS APPROX.: 900 1. 10] 0 eeu 740] 0 
3400 RPM using 1800 RPM Motor. 
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REYNOLDS HAS PRESSES! 


Tele}! A; POWER 


+ SCREW <4¢ 
Le REYNOLDS hy 
i PRESS 4 
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REYNOLDS macutury co. 


303 EDDY STREET — PROVIDENCE 3, RHODE ISLAND 


REYNOLDS 
FOR POWER 
PRESSES 


REYNOLDS 
FOR FOOT 
| PRESSES 











SALESMEN WANTED 


To Represent Manufacturer of 
Complete Line in Men’s and Ladies’ 


POPULAR PRICED WATCHES 


Selling to the Retail Jeweler at from $9.95 to 
$24.50 and including over 100 Models. 


In the following territories: 
(1) West Coast 
(2) Northwestern 
(3) Midwestern 


Men now handling sideline of diamonds or similar 
non-conflicting merchandise preferred. Must be ac- 
customed to earning a substantial income selling 
to the retail jeweler and be in a position to cover 


territory intensively. 


This is an exceptional opportunity for three 
well-qualified salesmen. Write in detail to 


ROBOT WATCH COMPANY, Inc. 


580 Fifth Ave. New York 19, N. Y. 





























Develop the 
Scholastic Trade 


High school students are 
your best future potential 
buyers of watches and dia- 
monds. Sell them school 
rings and class pins now. Write for our catalog 


showing complete lines of grammar school ad 
high school jewelry. 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 


















THE JEWELRY 
REPAIRERS HANDBOOK 


by J. G. KEPLINGER 


Written mainly for that large class of workmen who have 
learned their trade in stores and who desire to know the 
best as well as the latest methods employed in large 


jewelry repair shops. 


Price $1.25 Postpaid 


THE JEWELERS CIRCULAR - KEYSTONE 
100 E. 42nd St. 


Remittance must accompany all orders. 





New York 17, N. Y. 
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PLASTIC BEADS 


FOR EVERY PURPOSE! 


TELL Plastic Beads are preferred by 
leading jewelry manufacturers from coast to 
coast. Expertly made from cellulose acetate 
material, TELL Plastic Beads are produced in 


a variety of spheres and shapes. 


© 


TELL Plastic Beads are available in the 
following colors and finishes: 

® Alabaster base for pearlizing. 

® Chalk white, pink, or blue with waxed finish. 


® Gold, silver or rhodium plated. 
® Manufactured according to specifications. 


Sizes: 214-3 -314-4-414-5-514-6- 
7-8-9-10- 12- 14 - 15 - 18 mms. may be 
ordered with or without holes. Submit yc ir 
specifications or write for samples and prices. 


TELL MANUFACTURING CO., INC. 


33 Fulton Street * Newark 2, N. J. 


"880 0060 OOOO O066 


OO OVVOOo 
©9908 0095000 











FOR AprIL, 1948 
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O2 OOO OOO know “the RIGHT time” 


Again this year, 82,000,000 Americans will pages in black and white to full pages in foy; 
know “There is always a right time.” Harvel colors. This year-round campaign is cop. 
advertising month after month is reaching _ stantly producing sales for all dealers hold. 
readers of Life, Saturday Evening Post, ing the select and exclusive Harvel franchise. 

‘oman’s Home Companion, Look, Collier’s, 
Cosmopolitan, True, Vogue and Christian 
Science Monitor. 





Sales-producing newspaper mats, radio 
spot scripts and displays are available to al] 
Harvel dealers, free of charge, to take fullest 
The advertisements range from quarter advantage of this national advertising. 

















HARVEL 


Harvel Watches are Right for Accuracy Gia chthe World's Fine Wotches 
| 


Right for Beauty ... Right for Price 


HARVEL WATCH COMPANY * ROCKEFELLER CENTER + NEW YORK CITY 20 
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Fdward O. Otis, Jr. 
Resigns From NEMJ&SA 


Directors of the New England Manu- 
facturing Jewelers’ & Silversmiths’ Assoc- 
cjation at their meeting March 18 ac- 
cepted with “sincere regret” the resigna- 
tion of Edward O. Otis Jr., as executive 
secretary, and named George Richard 
Frankovich, his assistant during the past 
six months, as his successor. 

Otis has held the executive secretary’s 
position for 17 years. His decision to re- 
linquish the post is the aftermath of a 
heart attack he suffered last Spring. He 
has recovered from his illness and has been 
active in the affairs of the association since 
last fall, but felt that because of the illness 
a lessening of his duties was compulsory. 

During his 17 years with the association 
he became widely known and highly re- 
spected in jewelry circles in general. He 
has appeared in Washington numerous 
times as the champion of the manufactur- 
ing jeweler, and during the war practically 
commuted between Providence and Wash- 
ington in an effort to ease the materials 
problems of the jewelry makers. 






GEORGE R. 


% Lf FRANKOVICH 


It has often been said of Ed Otis, “he is 
the best association man I ever saw.” His 
schedule was never too filled to talk with 
those who sought an interview on jewelry 
matters. He will continue to be active in 
the association, having been elected a di- 
rector to fill an existing vacancy on the 
board. His resignation will also give him 
more time to devote to his own business, 
Otis & Co. 

Mr, Frankovich, the new executive sec- 
retary, has been with the association since 
early in 1946, having been a member of its 
industrial relations and engineering divi- 
sion until elevated to assistant executive 
secretary last October 1. 

(Please turn to page 308) 


For Aprit, 1948 














New England Manufacturers Feel Seasonable Dip 


Producers of Staple Items Say Business is Holding Up; 
Severe Winter Affected Distribution of Spring Lines; 
Foreign Import Bans on Jewelry Also Deterring Factor 


It can be truthfully said that the jewelry 
manufacturing industry in Rhode Island 
and nearby Attleboro, Mass., is suffering 
from spring fever. The ailment has been 
brought about by a number of contribut- 
ing causes, not the least of which is the 
severe winter weather through which a 
large portion of the nation has just passed. 

The malady is taking different forms 
and is undergoing varied treatment on the 
part of the jewelry producers. Factories 
that increased their work week to 48 hours 
last fall when it was impossible to procure 
help in sufficient quantities are now finding 
it possible in many cases to get along on 
40 hours, thus ending premium payments 
for eight hours per employe per week as a 
means of keeping orders and deliveries in 
balance. 

In addition to this form of curtailment 
some factories have found it necessary to 
reduce their working force, the layoffs 
var ying in size up to 10 per cent. 

Although most of the curtailment has 
been in reducing the length of the work 
week, there are cases—particularty among 
the producers of staple jewelry items— 
where business is being maintained at a 
high level. In some of these plants there 
have been slight increases in personnel. 

The producers of the staple items report 
business holding up very well. Most of this 
type of merchandise is ordered by mail, the 
lines having been well established. For the 
most part it is a continual re-ordering 
proposition. 


STAPLE ITEMS DOING WELL 


These factories have helped to keep em- 
ployment from dropping too sharply. 
While the situation has worsened some- 
what since the end of February, the em- 
ployment figures for the second month of 
this year show that in Rhode Island em- 
ployment was little affected. 

Production workers numbered 16,500 in 
February. Included in the classificé won 
are the silverware producers of the area— 
particularly the large Gorham Mfg. Co.— 
and the business activity there is still high 
with large order backlogs built up during 
the war not yet met. But counting in the 
silverware plants, production workers 
showed a 4.1 per cent gain over January 
and a 4.5 per cent gain over February a 


year ago. 








The total employment of 18,983—com- 
prising office help and those in executive 
capacities—represents a 5 per cent gain 
over January. 

The work week was up 2 per cent in the 
month, the result of many factories pro- 
ducing in the past month for an anticipated 
rush for jewelry at Eastertime. Payrolls 
in the month showed an improvement of 
7 per cent. 

Much of the dullness that is being felt 
by the industry can be credited directly to 
the severe winter. Although the wintry 
blasts have apparently spent their fury for 
this year, their memory lingers on for the 
jewelry industry as well as for all those who 
found it ot be a long, hard-to-take season. 

The snow storms and the bad traveling 
during the past three months not only 
affected retail traide but they also cur- 
tailed the activities of the wholesalers’ 
representatives. 

BAD WEATHER CUTS CALLS 


Attractive spring lines had been turned 
out by the producers and placed in the 
hands of wholesalers and jobbers, but the 
bad going cut down the number of calls 
their representatives were able to make. 
This has pertained not only in New Eng- 
land but in the West, the Middle West and 
particularly in sections where heavy snow 
is uncommon. 

Still exerting a tremendous effect upon 
jewelry sales is the excise tax, which, at 
20 per cent, adds a dollar to the cost of 
every $5 jewelry item. 

The universal dollar shortage which 
made itself felt in jewelry circles in the 
form of bans on the importing of jewelry 
in Mexico and Canada, is another deterring 
factor. It has closed out a big piece of 
business for the mewelry manufacturers of 
Rhode [sland and nearby Massachusetts. 

The seriousness of these bans is revealed 
in a study of the business volume with 
Canada alone during 1946. The records 
show that U. S. jewelry manufacturers 
sold her in that year $1,355,872 worth of 
women’s metal jewelry; $813,424 worth of 
men’s metal jewelry; $725,443 worth of 
other metal jewelry items; $802,375 worth 
of jewelry made from materials other than 
metals, and $162,409 worth of jewelry and 
related articles made of karat gold or 
platinum. 

(Please turn to page 308) 
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Twelve Cents Per Hour 
Raise Approved by 
Jewelry Crafts Assn., 
Associate Jewelers 


Members of the Jewelry Crafts Asso- 
ciation agreed, at their annual dinner 
meeting at the Hotel Warwick on March 4, 
to a 12 cents per hour wage increase re- 
troactive to February 1, 1948. 

On the same evening, at the Park Cen- 
tral Hotel, members of the Associate 
Jewelers, Inc., arrived at a similar de- 
cision. 

Confronted with a request from labor 
for a new round of wage increases, each 
organization appointed a labor committee 
to look into the matter and confer with 
union officials. The committee from the 
Jewelry Crafts Association was headed by 
Herman L. Baskin, president of Baskin 
Bros., Inc., and the committee for Asso- 
ciate Jewelers was headed by Henry 
Peterson. The combined committees 
which met with union officials was termed 
the Manufacturing Jewelers’ Council of 
New York. 

Negotiations for the new contract were 
in progress for approximately eight or 
nine weeks. Several important points were 
won by the manufacturers, notably a re- 
duction of the union’s original demand for 
an increase of 20 per cent for each em- 
ployee, and an additional request by labor 
that no credit be given for wage increases 
prior to February 1, 1948. The final 
agreement provides that any person or 
employee who has received an increase 
since August 1, 1947, will get only the dif- 
ference between the original increase and 
the new raise. 

Under the new contract piece work em- 
ployees also receive the 12 cents an hour 
boost for a 35 hour week in addition to 
their present salaries. Apprentices or em- 
ployees that were apprentices up till Feb- 
ruary 1, 1948 are not included in the raise 
because under the present contract they 
receive an automatic pay boost every 
three months. 

Discussion from the floor, pro and con, 
preceded final approval of the measure at 
both meetings. Members against the new 
contract were in favor of settling the dis- 
pute by outside arbitration. They argued 
that manufacturers cannot afford to pay 
the wage increase because the increased 
cost of labor at the present time would 
have to be reflected in the cost of goods in 
an already tight buyers’ market in the 
jewelry field. Members in favor of the 
new contract pointed out that the labor 
committee had worked long and hard with 
the union to secure the proposed contract. 
They asserted that manufacturers could 
no longer use the argument that they 
could not afford the wage increase because 
statistics show that the cost of living has 
risen 6.7 per cent from February 1, 1947 
to February 1, 1948, whereas the wage 
boost constituted a six per cent increase 
in salaries. 

Representatives of the Associate Jew- 
elers and Jewelry Crafts Association have 
notified the union of their acceptance of 


the new contract. 
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NEW ENGLAND MANUFACTURERS 
(From page 307) 


That volume of business would keep the 
industry humming at this time, but instead 
the situation is aggravated by a similar ban 
in Mexico and the shutting off of additional 
business there. 

Manufacturers were not too optimistic 
about pre-Easter business. Winter weath- 
er kept the stores from doing normal busi- 
ness during the month that ended March 
15. The fact that that date was the deadline 
for federal income tax payments entered 
into the picture. Income tax month is 
always an unfavorable month for retailing 
and a good month for the loan agencies. 

Business in the jewelry line that had 
been postponed during recent months 
because of the weather was not expected to 
be consumated in full. Some of it was per- 
manently lost, due in large part to income 
tax payments. 

This situation was aggravated by Easter 
being so early this year. The time between 
Christmas and Easter was far too short to 
permit the trade to be indifferent to any 
lapse of buying such as occurred when 
snow banks and ice covered and rutted 
streets kept shoppers indoors. 

Outlook for the industry is not con- 
sidered bright. There has been a gradual 
return to normalcy since the war. His- 
torically, the rush Easter season is followed 
by a dull spell that lasts into May. Then 
interest in fall lines begins to make itself 
manifest. 

That pattern is expected to be in evi- 
dence this year. Manufacturers are keep- 
ing their lines up to the minute. All in all 
they are working together to keep the busi- 
ness curve from dropping severely. 





OTIS RESIGNS FROM NEMJ&SA POST 
(From page 307) 


He is a graduate of the University of 
Pittsburgh, Class of ’41. Following his 
graduation, he spent a short period in in- 
dustrial service before entering the U. S. 
Army where he served for more than four 
years with extensive service in General 
Patton’s 3rd Army in Europe. He left the 
service with the rank of captain and is now 
a member of the active reserve with the 
rank of major. 

Mr. Frankovich and Associate Secretary 
William H. Blake will be assisted in con- 
ducting the affairs of the association by a 
new assistant executive secretary, Donald 
W. Pickup of Fall River. He attended 
Duke University and served during the war 
in the European theater of operations in an 
Army Air Force heavy bombardment 
group. At the end of the war he was a non- 
commissioned chief of operations. 

Since his return to civilian life he has 
been with Northeast Airlines, first as 
station manager at Martha’s Vineyard and 
more recently as New Bedford district 
sales representative. 

His duties will include assisting the ex- 
ecutive and associate secretaries, thereby 
making it possible for more personal con- 
tacts between members of the staff and 
members of the association. He will also 
take part in all other functions of the 
association. 








TIMING WINTER OLYMpiIcg 


Precision timing equipment, hair-trig. 
gered for split-second automatic recording 
of Olympic competitions, were used to time 
various sports events at the Winter Olym. 
pics at.St. Moritz, Switzerland, The pre- 
cision chronometers, created jn special 
laboratories by skilled Swiss watch crafts. 
men, were developed during the war. The 
devices scientifically and accurately time 
competitions, substituting the “electric 
eye’ for a human finger on the stop-watch 
at the start and finish of the races, 

In the tricky “slalom” event, the skier 
breaks through a silk cord as he begins his 
descent, automatically starting the Sweep. 
second hand of the chronometer, At the 
finish line, the skier cut through a light- 
beam of a photo-electric cell (electric eye), 
which automatically stopped the Chrono. 
graph. Thus the races were timed with the 
speed of electricity—or better than 135,000 
miles per second. 

Depending on the particular Olymbic 
event, a battery of such instruments can be 
set in a row, enabling the time of rival 
competitors to be recorded individually, 





| 


Andre Marchand, mechanical technician 

and official timer, adjusting the photo- 

electric cell which automatically stops tim- 

ing devices as skiers pass the finish line. 

A facing mirror at the finish line reflects 
into cell. 





Employees of S. & B. Lederer Co. 
Honor Two Co-Workers With Party 

Irving Lederer, vice president and as- 
sistant treasurer of S. & B. Lederer Co., 
Providence manufacturer of a general jew- 
elry line, and William Davis, the plant 
superintendent, were jointly honored at a 
party in the plant on Tuesday, February 
17th. 

Through Atty. Herman _ Eisenberg, 
speaker for the occasion, the workers ex- 
pressed their appreciation of both the hon- 
ored guests. Their tangible expression 
took the form of a purse presented to Mr. 
Davis. The superintendent, who started 
to work for the company as an errand boy, 
also received a gold watch and a purse 
from the management. 

Presentations were made by Clarence 
Crowingshield, an employee for 40 years. 

Mr. Lederer recalled that many of the 
employees of the firm have long records of 
continuous service. He pointed out the 
fact that the records go as far as 65 yeals. 
After the formal ceremonies and the pre- 
sentation, a social hour was enjoyed. 
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sCOUTS STUDY DIAMONDS 





Phil G. Ruvelson, St. Paul, Minn., director of the 
American Diamond Guild and for 30 years an 
active figure in national diamond circles, helps 
three Minneapolis Boy Scouts in their study of 
diamonds. Scouts Chuck Cameron, left, Bob Leon- 
ard, and Walter Serota, working on rocks and 
minerals merit badge, learn how to grade and 
weigh diamonds for size and quality as they 
come from cutter. The American Diamond Guild, 
organized to maintain high standards and ethics 
in the retail jewelry trade, and to assist in mer- 
chandising problems, annually selects leading 
jewelers of each community for membership. A 
professional organization of retail jewelers, the 
Guild bases its membership selection primarily 
on the jeweler’s integrity and his knowledge of 
diamonds and other gems. 


Pacific Northwest Jewelry Travelers 
Promote Washington RJA Convetion 


For the Washington State Jewelers Con- 
vention, which is to be held in Spokane at 
the Davenport Hotel on May 2, 3, and 4° 
President Roger W. Fliesbach of the Pacific 
Northwest Jewelry Travelers has ap- 
pointed Jack Epstein, Bulova Watch Co., 
as chairman of the entertainment com- 
mittee; Dick Hayes of Simon Golub Co. as 
chairman of the rooms reservations com- 
mittee, who will assign sample rooms to 
members of ‘““The Evergreen Ducks.” Also 
appointed were Serge Becker, Elgin Watch 
Co., chairman of the publicity committee, 
and Jeff Kay, secretary and treasurer of 
the organization, as chairman of the 
finance committee. 

Assisting these various committees are 
John W. Hepburn of Mayer Bros.; Ron 
Mellinger, S. H. Clausin; Don Liddycoat 
of Wallace Silversmiths; Ed.. Schuller of 
Longines Watch Co.; Curtis G. Halbe.-t of 
Regal Rok Crystal Co., and Howard C. 
Ball, Granat Mfg. Co. 

“Our association salesmen are already 
out on the road making personal contacts 
with the trade asking them to be sure and 
attend this coming convention and letters 
have been sent to all the retail jewelers in 
the Northwest as well’, said President 
Fliessbach. “And from the reports coming 
in, this convention will be the largest ever 
held in the Northwest. A surprising num- 
ber of merchants are coming into Spokane 
from Idaho, Montana, and Oregon. In 
fact, 500 out-of-town jewelers are expected 
to attend and reservations have been pour- 
ing into the Davenport Hotel for the past 
30 days.” 

Mr Fliesbach went on to say, “Our own 
membership is increasing dialy. We had 
reached a membership of 50 during the 
January convention in ( Jregon, and since 
that time new members have been coming 


non an average of about three or four a 
week.”’ 
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Heres how to harness that 
“Shortage ‘nightmare 





T. get supplies and equipment fast and 
lick your shortage problems, specify ship- 
ment by Air Express. It’s the fastest pos- 
sible way to ship and receive. There’s no 
time wasted at airports because Air Ex- 
press goes on every flight of the Scheduled 
Airlines. And you get door-to-door ser- 
vice at no extra cost. 

Rates are so low it pays you to use Air 
Express regularly. And Air Express is 
inexpensive for the heaviest weight ship- 
ments, too. Standardize on this speedy, 
low-cost business service. 


Specify Air Express-Worlds fastest Shipping Service 


e Low rates—special pick-up and delivery in principal U. S. towns 
and cities at no extra cost. 

e Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 


True case history: Trailer replacement parts are regularly Air Expressed 
from Kansas City factory. Keeps valuable equipment rolling. Typical 
shipment: 31-lb. carton picked up 2 p.m. the 11th, delivered Los 
Angeles, Cal., the 12th, 7 a.m. 1360 miles, Air Express charge only 
$13.32. Any distance inexpensive, too. Phone your local Air Express 
Division, Railway Express Agency, for fast shipping action. 


ZSS 








GETS THERE FIRST 

















Rates include pick-up and delivery door 
to door in all principal towns and cities 











AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE u.s. 
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JIC’s Operations Based on Research Studies 
Says Schwab at California 24K Club Meeting 


‘“T want to talk to you about something 
of very great importance to you. . . to 
me ...and’to every other member of the 
jewelry industry, whether you be retailer, 
wholesaler, or manufacturer. It’s about 
some of the work being done by the Jew- 
elry Industry Council,” said W. Waters 
Schwab in his address to the Jewelers 24- 
Karat Club of Southern California at Los 
Angeles. President of J. R. Wood & 
Sons, Inc., Mr. Schwab is past president 
of the 24-Karat Club of New York, was 
first president of the Jewelers Publicity 
Committee, and holds a dozen or more 
important posts today throughout the 
trade. 





Continuing, he said in part: “The 
Jewelry Industry Council was organized 
in the latter part of 1946. Its purpose is 


very simple — to help retail jewelers sell 
more jewelry store merchandise .. . to 
more people . . . more often.”’ 


Mr. Schwab went on to say that the 
idea of members of an industry joining 
forces to promote that industry as a whole 
is nothing new. “But the jeweler has 
always been an individualist. He used to 
think he could get along alone. Some 
would still like to think that today and 
sometimes do until they look facts 
squarely in the face and realize that times 
are different. Conditions have changed, 





The distinctive Soret Rose ina heart 
brooch, 14 karat gold 


———— 


Heart locket, set with 
diamond, precious stones 
plain or engraved 3 sizes 


- Three of hearts brooch 
in round or square tubing 


ea ele le-aemur he 
ing earrings in round 
or square tubing 


— Heart & Flower 
Brooch 
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SOMERS - ERNST CO., INC. 


MANUFACTURERS OF 


14 AND 10 KARAT GOLD JEWELRY SINCE 1902 


O. J. SOMERS CO. © DIAMOND IMPORTERS © 42 WEST 48th STREET, N. Y. 18 
BRACELETS « MEN'S JEWELRY « EARRINGS * PENDANTS * BROOCHES ¢ LOCKETS ° RINGS 
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and the retail jeweler needs the he} 
co-operation of other Jewelers “a 
manufacturers and wholesalers inc) 
much as they need him. mee. 

“The Council is not operatin 
hit-or-miss basis or on the hunches of i, 
officers or directors. It is operating ’ 
program that is based upon mcs 
studies of the industry and upon a nati 
wide research of the gift-buying and ee 
elry-store-buying habits of the Pi 
public. Your Council knows where it . 
going,’ contended Schwab. ’ 

“Having made this statement 
that the work and activities of the Council 
flow out of research findings, [ am now 
going to back it up with proof in the form 
of statements on a few of-the many activi. 
ties of the Council: 


8 ON any 


’ namely, 


PUBLIC’S GIFT-BUYING HABITS 

“The Council’s study of the gift-buying 
habits of the American public — not just 
jewelry gift-buying but any kind of gift- 
buying — clothing, candy, or whatever 
you may name, plainly shows that the 
retail jeweler is not getting a worthwhile 
share of wedding anniversary gift business. 

“Further studies revealed that this 
market was a big one — not a big one for 
just a year but a big one year after year, 
There are 36,000,000 married couzles jp 
this country, which means that at least 
24,000,000 of them have an income which 
enables them to celebrate wedding anni- 
versaries with gifts. That same number 
of couples have friends and members of 
their families who can afford to give wed- 
ding anniversary remembrances. 

“Still further research — _ newspaper 
clippings on celebrations of wedding anni- 
versaries — indicated that the public, 
despite any organized promotional effort 
by the jewelry industry or any other 
industry, was not only desirous of cele- 
brating wedding anniversaries but also 
actually did so,’ Schwab averred. 

“Why wasn’t the retail jeweler receiy- 
ing a very much larger volume of business 
in the form of wedding anniversary gift 
purchases than our study showed he was 
receiving? 

“The answer was found to be in the 
then-existing list in which jewelry store 
merchandise was scarcely represented in 
earlier wedding anniversaries — a list 
in which you had to wait, for example, 
until your 60th anniversary in order to 
get a diamond. 

“But now this list has been revised by 
the jewelry industry, and since the public 
was accustomed to turning, in many iD- 
stances, to the jeweler for information on 
the wedding anniversary list, your Coun- 
cil’s Board felt it was rightfully in the 
province of the industry to create a new 
wedding anniversary list which would 
make it economically sound for jewelers 
to spend money to promote the desira- 
bility of observing and celebrating wed- 
ding anniversaries,’ Schwab said. 

“And as a result of our intensive and 
extensive months of study and work, we 
jewelers have today a new and official 
wedding anniversary guide that 1s et 
dorsed by all important jewelry associa: 
tions. This list has a real story behind it, 
because it is a list that has adopted the 
changing cycles of the modern American 
family life and principles. 
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“The first nine years in the revised list 
‘ven over to wedding anniversary 
“ft for the home, because these are years 
se : which the husband and wife are 
a dane their home — years when atten- 
tion 1s centered upon young and growing 
hildren and when there is not much 
sont away from home for either husband 
or wife. Clocks, silverware, china, crystal 
and glass, and electric appliances are 
among the gifts indicated for these years. 
“The next five years, the 10th through 
the 15th anniversary, include gifts such 
as diamond jewelry, fashion jewelry, 
pearls and colored gems, gold jewelry, and 
watches. These are years in which chil- 
dren are sufficiently grown-up to permit 
the parents to go out more than they 
could in the first ten years of married 
life and even travel a little. . 
“The cycle returns to the home again 
for four years, from the 16th through the 
19th, when the children begin to take a 
new interest in the home. T hey want 
their home to be a place of which they 
can be proud. Hence, gifts that make the 
home more attractive are suggested in 
this cycle. These include silver hollow- 
ware, furniture, porcelain, and bronzes. 
“The remaining years, the 20th anni- 
versary through the 60th one, are those 
which call for gifts of personal use and 
adornment. These are years for most 
families when children are grown and will 
soon set up establishments of their own. 








Cleveland School of Watchmaking 
Graduates Its First Two Classes 


The Cleveland School of Watchmaking 
recently celebrated the graduation of its 
first two classes. Each occasion was ap- 
propriately commemorated with a class 
night dinner at the Hotel Carter in Cleve- 
land and were attended by the graduates, 
their guests, school officials, representa- 
tives of the Horological Society, and the 
Veterans Administration. 

Speakers at the dinners included Fred 
Morey, vice-president of the UHAA, 
Lester Elgin, president of the Cleveland 
Society and Bill Ramisch, president of the 
Ohio Association, all of whom delivered 
inspiring talks to the graduates. 

The school was extremely appreciative 
of the cooperation and interest shown by 
the representatives of the Horological So- 
cieties. The graduates enjoyed the talks 
and listened attentively to the advice and 
words of wisdom given by the speakers. 

According to Fred Bachman, director of 
the school, the officers, who give so freely 
of their time and effort to advance and 
promote the interests of horology gener- 
ally, are to be commended and congrat- 
ulated by those whom they represent. 





Heads “Tar Heel State” Association 
_At a recent meeting of the North Caro- 
lina Watchmakers and Jewelers Associa- 
tion held in Albemarle, John Eagle of that 
city was named as new president. Other 
officers elected at the meeting include Paul 
Arnold, Charlotte, vice president; D. G. 
Underwood, Winston-Salem, re-elected 
secretary-treasurer, and H. Clayton 
Brights, Asheville, assistant secretar y- 
treasurer. 
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Therefore, couples can pay attention to 
themselves once more. Among gifts sug- 
gested for anniversary giving are plati- 
num, gold, diamonds, rubies, sapphires, 
and emeralds,’ Schwab said. 

“Another project that you will see 
shortly in full bloom is similar to the mod- 
ernized wedding anniversary list and is 
also based upon information obtained 
from the Council’s study of the gift-buying 
habits of the American public. 

“Birthdays represent a_ tremendous 
market. There are 145,000,000 people in 
this country. All of them have birthdays 
to celebrate once a year, except that small 
minority group born on February 29th. 
So the Council has created, with the help 
of experienced jewelers to be distributed by 
the jewelers to the public, a booklet which 
gives definite suggestions on_ suitable 
jewelry store products for birthday gifts. 





These definite ideas are mde accordinga 
to different age groups, for boys and girls 
and for men and women. An age-group 
index makes it easy for the public to put 
this booklet to work. In addition to 
birthday gift suggestions, it also lists 
presents for graduation day. 

‘There are other types of gift-giving 
occasions that could be important to you 
from a sales-volume standpoint if you do 
something about them. These are fixed- 
date gift-giving times such as Mother’s 
Day, Valentine’s Day, Father’s Day, and 
others,” Schwab continued. 

“The Council, therefore, finds from 
its research studies on gift-giving habits 
about these fixed occasions that, in many 
instances, retail jewelers were not getting 
their share of gifts bought for such occa- 
sions, and that they could if they would 
drive for a better volume,” he averred. 
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20 West 47th St., New York 19, N. Y. 
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year there is likely to be a good sale of gem 
stones, but the need for industrials may be 
better, particularly as a result of the new 
uses for them in the plastics industry. 
Diamonds may also play an increasing 
part in atomic research because of their 
ability to withstand the impact of gamma 
rays. It is probably for this and other 
reasons that several countries are eager to 
build up an industrial diamond stockpile. 
The trade in gem stones is by no means so 
bright in Britain as it is in the United 
States, but that is largely due to the 112ce 
per cent purchase tax levied there. A 
general improvement in world trade would 
have a good influence on the diamond in- 
dustry generally, as it is believed that 
there are many new directions in which 


Report From South Africa 


In 1947 South African producers found 
that while the demand for diamonds was 
not exceptional it was eminently satis- 
factory, especially in the last six months, 
and this demand seems likely to remain 
keen in 1948. 

The position now is that sales are gov- 
erned completely by production, which 
should be adequate to serve all genuine 
demands. Sir Ernest Oppenheimer said, 
“We have a great responsibility to the 
diamond industry throughout the world 
and this we intend to fulfill.”’ A final com- 
putation of the diamond sales in 1947 will 
probably reveal that they were near the 

24,000,000 mark. During the current 

















JEVIN WHEEL CHUCKS 











Preferred by Watchmakers for Accuracy, Design, 
Performance 


Have thin body wall and long slots to insure sensitivity when 
holding delicate parts. 

Set of large wheel chucks, nos. 1 to 5 incl., 

in leatherette box (catalog no.SCLS). ... . 
Single chucks (catalogno.SCTS) . .... . 
Set of midget wheel chucks, nos. 1 to 5, incl. 
(in leatherette box (catalog no.SCSS). .. . 
Single chucks (catalog no.SCUS) . .... . 


$16.50 
3.30 ea. 


. $16.50 
3.30 ea. 

















The Finest Chucks Ever Offered to 
the Watchmaker. All holes diamond 
lapped for accuracy. 


De’ « « #- ee. #-s « @ ee 
ee ee | 
ie ee 
ee ge ge me 5.10 
Nos.3to64 .... . 3.60 ea. 


Complete set in handsome, sturdy wood case 
with attractive lucite cover; 73 sizes, from 1 to 


64, including half-sizes from 1 tol10 . $275.10 


782 EAST PICO BOULEVARC 
LOS DMs 5: Zt: FORNIA 






MANUFACTURERS OF WATCHMAKERS 
TOOLS SINCE 1920 
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business could be sought. These 
present difficult to work. 

The jewelry trade is now hay 
trouble over stocks, for the imports h 
been arriving in such quantity that oe 
only in a very few lines that difficulty 
now being encountered. Customers 1 : 
have the choice of a variety such a they 
have not known for seven years wall 
America has been prominent among a 
countries which have been sending aia 
tume jewelry for ladies to South Africa 
The Continent has been another supplier 
of such lines. Some of this jewelry hed 
to have been of rather poor quality a 
fact which has been noticed as much by the 
average purchaser as by the retailer. The 
future outlook for American exports of 
jewelry and related lines to South Africa 
is generally favorable, but lately attention 
has been drawn in official circles to the 
fact that general purchases in the United 
States have been on so generous a basis 
that there is a heavy adverse trade bal. 
ance, in spite of the fact that South 
Africa gold sales might seem to level this 
up. It is possible that this fact may lead 
to some shrinkage of South African pur. 
chases in America, due to growing Shortage 
of dollars. 


are at 


ing little 


now 


IMPORTED SILVERWARE 

Increasing quantities of imported silver. 
ware are appearing in shops in the Union, 
This is a popular line, with a very strong 
demand for the more exquisite porducts 
of the expert engravers and enamellers, 
American products of this type have long 
been famed in South Africa for their high 
quality of design and execution and the 
discriminating purchaser is always willing 
to consider such products. 

Jewelers are saying rather wryly that 
the public do not now seem to have so 
much money to spend as they had during 
previous years, and they feel it rather par- 
adoxical that when there was plenty to buy 
jewelry and other lines they did not have 
sufficient stocks to meet the demand, and 
now that stocks are adequate there is not 
the same high degree of spending power 
among customers. Lately purchasers have 
been more careful in their buying, value 
being a more cogent consideration than in 
the past. The cost of living is still very 
high in South Africa, with apparently no 
immediate prospect of coming down, and 
thus there is not so much money available 
for buying what may be deemed luxuries. 
This means that not only is less jewelry 
being bought but on the average rather 
less is being paid for what is purchased. 


INGENIOUS NOVELTIES 


Some of the exporting countries are 
showing marked ingenuity in the novel- 
ties they have been placing on the South 
African market. Denmark is supplying 4 
number of excellent lines that have at 
tracted wide attention. 

The turnover in watches is now on what 
may be regarded as normal levels, for it i 
only in regard to certain types of ladies 
watches that difficulty is being encoul- 
tered in obtaining sufficient supplies. The 
best types of men’s watches are still 
strong demand. This is the side of the 
market in which quality matters more 
than price, and some recent import deliv- 
eries have been sold out within a few days 
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of being displayed in the shops, with little 

of fresh supplies before April or May. 
4 siness men who have recently visited 
ih Africa have said that. generally the 
standard of window-dressing In the jewelry 

is poor, stressing that it might be a 
: adhe experience for some of the lead- 
_satien in this country to visit the 
Tested States and see for themselves how 
oe ataaily this important aspect of their 
business is handled there. There are a few 
jewelers in Johannesburg and Cape Town 
who have shown enterprise and imagina- 
tion in the arrangement of window dis- 
plays, but the bulk of them seem to be 
content to cram as much as possible into a 
window and leave the rest to chance. With 
the increase of competition in the local 
trade these truths will probably be borne 
upon the bulk of the jewelers and the very 
impact of this competition will force most 
of them to follow a more original course in 


this regard. 


MANUFACTURERS ARE PROSPERING 


Jewelry manufacturing is continuing in 
South Africa and on the whole this trade 
has little to complain of the business it is 
doing. Retail jewelers say the local manu- 
facturers still have much to learn from 
overseas producers. Much of the local 
work is of high standard, but in the main 
only a small percentage of this output can 
stand comparison with the best imported 
pieces. Thus in spite of the advances made 
by the local manufacturing industry, the 
average standard of these products is still 
below that of the leading exporting coun- 
tries. It will probably be a long time be- 
fore the standards in the local market are 
set by the South African manufacturing 
jewelers and not by the exporters. 

Very little is now being done by South 
African jewelers as a whole to create better 
public relations, a fact which is much re- 
yretted, as it is said with much truth 
of all traders jewelers can least afford to 
forfeit the goodwill of the public, espec- 
ially as other traders are trying to cash in 
by handling many lines that properly be- 
long only to the jewelry trade. Organized 
jewelers initiated a publicity campaign of 
a national basis some time ago, but it did 
not have the complete support of the trade 
and it now seems to have been abandoned, 
a fact which many enterprising jewelers 
have continued to regret. Collective pub- 
licity appears to be an essential promo- 
tional device in this trade, but before it 
is adopted again it seems that some de- 
termined work will have to be done among 
many of the working jewelers before they 
are sold on the idea. 

One of the main objects of the Mer- 
chandise Marks Act is to ensure that the 
public, when it buys any merchandise, gets 
the article which it believes it is buying. 
Section 12 provides that in the operation 
of the provisions against false trade de- 
scriptions, there will be no interference 
with trade descriptions which, prior to the 
Act coming into force, were lawfully and 
generally applied to goods of a particular 
class or manufactured by a_ particular 
method, to indicate that class or method. 
Such trade descriptions in everyday use 
will continue to be perfectly lawful. People 
know about such trade descriptions and 
are therefore not deceived. But if a trade 
description which includes the name of a 
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place or country is likely to lead to the 
belief that the goods to which it is applied 
were made or produced there, this exemp- 
tion does not apply. 





Discuss Watchmaker Licensing 
At Los Angeles Guild Meeting 

Prospects for watchmaking licensing in 
California for the coming year are very 
bright according to R. P. (Dick) Gallien, 
president of the UHA of California. Mr. 
Gallien reported on the progress of watch- 
maker registration at the February meet- 
ing of the Los Angeles Guild of the 
United Horological Association held on 
February 18th in the Embassy Hotel, 
Los Angeles. 

S. P. Dayton, one of the charter mem- 
bers of the Los Angeles Guild, gave a 
short discourse on the properties of Invar 
and also discussed various individual 
clocks in observatories and their re- 
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spective time-keeping abilities. 

The highlight of the evening was a tech- 
nicolor movie procured through the cour- 
tesy of the U.S. Steel Co., titled “Steel. 
Man’s Servant,” which portrayed the 
processing of steel from its original state 
to the various finished products. 

The door prize for the evening, a 
‘““‘Watchmakers’ Manual,” published by 
the Bulova Watch Co., was won by Lester 
Kickul. 


Liquidating H. S. Slade Store 

Gordon Brothers, cash buyers of jewelry 
stocks located at 18 Province St., Boston, 
Mass., have announced that they are now 
liquidating the H. S. Slade store at 222 
Fifth Ave., McKeesport, Pa. 

Mr. Slade has been in business for over 
25 years and has decided to retire. He re- 
tained Gordon Brothers for the purpose of 
operating the liquidation sale for him. 
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Milo C. O'Dell Succeeds Charles D. Jacobs 
As New President of the Illinois RJA 


The annual meeting of the II}linois Retail 
Jewelers Association held at the Abraham 
Lincoln Hotel in Springfield on February 
22nd was a fast moving affair with an 
interesting program of events throughout 
the day and evening which proved helpful 
to the jewelers present. Despite a snow 
and sleet storm in the west and south 
part of the state which prevented several 
from attending, the business — session 
opened in the morning with more than 120 
present, 90 per cent of whom repre- 
sented retail jewelry stores. 

President Charles D. Jacobs reviewed 
the work of the past year and urged the 
members to continue the _ progressive 
association effort which brought such 
success during the past two years. Secre- 
tary-treasurer C. H. Barker, Springfield, 





reported a substantial treasury balance 
as of January 3lst and told of successful 
legislative efforts against unfavorable 
bills and for favorable ones. He said the 
solicitation by mail for new members 
brought in about 40 new ones. After a 
discussion of excise taxes, a standing vote 
indicated that every member has had 
cause to realize the sales resistance due to 
this tax. 

The ballot for five directors for a term 
of ‘two years was conducted by mail and 
the result was announced at this meeting. 
The five receiving the highest number of 
votes were Oscar Allen, East Moline; 
Miss Lou R. Anderson, Rockford; Milo 
C. O’Dell, Waukegan; William Holland, 
Springfield, and Thomas A. Keers, Paris. 

The other directors are: C. D. Jacobs, 











DO YOU KNOW these Selling Features 


that make ZIPPO so Easy to Sell? 





ITS SIMPLICITY—MEANS FAULTLESS SERVICE 
The long, useful life of a ZIPPO should be made 


known to every customer. The strong precision hinge- 
lock keeps the lid tightly closed against evaporation. 
There are no wires or springs to interfere with the full 
fuel capacity. Nothing can get out of order or break. 
Only damage can injure a ZIPPO. 


SURE LIGHTING MEANS SATISFACTION . 
The exclusive wind guard design, plus the special 


The Easiest to Fill 


Holds the Most Fluid time at the zip 





Gadgetless Design 


wheel and protected flint holder assure a light every 
of the wheel. This real “one hand”’ 
lighter will light a pipe in the strongest wind. 
ASBESTOSIZED WICK— it’s almost permanent. 

FLINTS can be stored under felt at bottom of ZIPPO 
(see upper left illustration). 

INFLATION-PROOF and PROTECTED AGAINST CUT PRICES. 
All ZIPPO LIGHTERS are fair traded. Most models 
sold at original prewar prices. 

NATIONALLY ADVERTISED. You ll see ZIPPO advs. 
more times in many more magazines than any other 
lighter—directing the sales to your store. 


The ORIGINAL ZIPPO UNCONDITIONAL GUARANTEE has 
never cost a dealer or his customer a penny. The 
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The Lighter that Works 


repair service is instantly made without any cost. 


LL 


Order from your jobber 


ZIPPO MFG. CO. 
Dept. X 
Bradford, Pa. 





West Franktord; Pane Becherer Be 

ville; Robert Goulding, Alton. Po: 
| 3, Alton; R 

Martin, Decatur and Robert W Mill 
Henry. Later in the day the dinvelad 
named Milo C. O'Dell, president: R es: 
Goulding, first vice president: The se 
; : ; > Lhomas ( 
Keers, second vice president: and Charles 
H. Barker, secretary-treasurer. They rm 
presented Mr. Barker with a handsome 
watch in appreciation of his splendid me 
during the past two years. 

Immediately following luncheon jp the 
ballroom Jack Montgomery, M. A. Mead 
& Co., Chicago, delivered an interestin 
talk entitled ‘National Advertising . 
Local Advertising.” To illustrate hj. 
address he showed local advertising b 
Springfield jewelers and national adveni 
ing by seven leading manufacturers of 
watches, silverware and jewelry. Mr 
Montgomery pointed out that the am 
tional advertising, placed by manufac. 
turers in leading monthly and weekly 
magazines during December, were read 
by nearly as many people in Springfield 
as were ads placed locally in Springfield 
papers, thereby making this advertising 
local for jewelers who used manufacturer's 
advertising as a tie-in. However, the ad- 
vertising placed by local jewelers during 
the first two weeks of December did not 
take advantage of this natural tie-in and 
consequently passed up a good chance to 
sell their goods. Mr. Montgomery urged 
all jewelers to avail themselves of the 
efforts made by manufacturers to help 
move merchandise out of their stores. 

Willard Tobin, J. Ralph Tobin & Son, 
Springfield, gave an excellent talk on the 
advantages of a knowledge of gemology 
and membership in the American Gem 
Society. He described methods of identi- 
fying stones and the prestige gained by 
being able to do so. 


RESEARCH AMONG RETAIL JEWELERS 


Professor Dave Luck of the Bureau of 
Economic Research, University of Illi- 
nois, who is conducting a research among 
retail jewelers of Illinois, quoted figures 
based on reports so far submitted but 
warned that already some of these have 
been shown to be incorrect from later 
reports and stated it would be several 
weeks before dependable figures can be 
given. Many important stores with fiscal 
years ending in January and February 
have yet to report. The preliminary 
figures indicate that the final report will 
furnish valuable information to every 
jeweler in the country. 

The sound picture titled “Mr. Stuart 
Answers the Question,” issued by the 
U. S. Department of Commerce to show 
small merchants how to improve their 
methods of sales and merchandising was 
then shown. Little was shown or said to 
greatly benefit the jeweler in operating 
his store and the film completely neglected 
to tell about the most important means of 
educating personnel of any store—a regu- 
lar and systematic study of the business 
paper in his trade. Attention to this 
omission was immediately called to the 
attention of those present by Claud 
Wheeler, Chicago representative of the 
JEWELERS’ CrRcULAR - KEysToNE, Who 
stated that feature articles in business 
papers are written for the sole purpose of 
educating dealers in every phase and 
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method of operating their stores. He 
ted that from his observation and 
rience as a retail jeweler he did not 
om a dealer in any line of merchan- 
"0 can be successful who fails to read 
; his trade paper. 
a daene titled “'T axes, Women and 
Hogs,” by Col. Jack Major of Paducah, 
Ky., was highly enjoyed by the 200 guests 
who attended the banquet in the evening. 
In his address, Col. Major disclosed some 
pretty sober facts about money, taxes 
and problems facing the people of the 
United States and the world. 





Meyer Jewelry Co., Detroit! 
Completes Expansion Program 

All remodeling blueprinted by the Meyer 
leweiry Co. of Detroit, Mich., during the 
war years for its postwar expansion pro- 
gram has now been completed, according 
to Meyer Rosenbaum, president. 

The Meyer Jewelry Company s down- 
town store, Woodward at Grand Circus 
Park, has been enlarged by 6,000 square 
feet, including the addition of a complete 
second floor and enlargement of the base- 
ment level. The increased space now 
houses more spacious optical studios, a 
larger silver section, added radio and tele- 
vision studios, and an enlarged electrical 
appliance department. 

The Meyer Jewelry Store at 9024 Grand 
River Ave. has been enlarged to occupy 
the full depth of the lot, an addition of 
1,500 square feet. Complete redecoration 
and remodeling of the interior, have re- 
sulted in an entirely modernized store of 
downtown proportion, appearaxce and 
facilities. 

With remodelings and enlargements com- 
pleted, future plans contemplate further 
extensive development of service and mer- 
chandise facilities in all three Meyer Jew- 
elry Co. Treasure Chest stores. Rosenbaum 
stated. The company’s third store, located 
at 14355 Gratiot Ave. was completed and 
opened a little over a year ago. 





Birmingham Horological Ass'n 
Organized by Local Watchmakers 


The recently formed Birmingham Hor- 
ological Association, composed of watch- 
makers of Birmingham, Ala., held their 
first meeting in the Italian Club Building, 
Ensley, Ala., on January 15. The main 
objects of the association are better 
friendship and cooperation among the 
watchmakers who desire more knowledge 
about how to repair watches in less time 
accurately and without damage to a cus- 
tomer’s watch; to create a better under- 
standing of each man’s ideas of watch 
repairing, and to teach watchmakers to 
rate watches after repairs are made to 
the best possible accuracy. 

To become a member of the association 
it is necessary for a senior watchmaker 
to be able to rate a pocket watch to five 
positions or a wrist watch to three posi- 
tions within ten seconds. A junior watch- 
makers’ qualifications are to be able to 
rate a pocket watch to three positions 
within ten seconds or be enrolled as a 
student in some recognized accredited 
school of horology. 

Officers elected to date are as follows: 
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Roland 5S. Brown, president; Dewey S. 
Barnes, secretary-treasurer; R. S. Brace- 
well, lecturing chairman; R. L. Finley, 
amusement chairman; Tommy Spears, re- 
ception chairman; Preston Mauldin, re- 
porter. 





Members of Diamond Dealers Club 
Elect Jack Sigman President 

Members of the Diamond Dealers’ Club 
held their annual election of officers at 
the club’s headquarters, 36 West 47th St., 
New York, on January 28th. The follow- 
ing officers were elected for the ensuing 
term: Jack Sigman, president; Solomon 
Proujansky, vice president; Solomon Joel, 
secretary, and Oscar Levine, treasurer. 


The following were elected as directors: 
Sam Earman, Max Jellinek, Harry Lerner, 
Isidore Palca, Leon Doreson, Max Hoenig, 
Charles M. Gutwirth, Max Lipschutz, 
David Maringer, Jules Moed, Carol Pickel, 
Alfred Polak, Louis Rose, Jacques Rosen- 
blum, and Charles Tolkowsky. 





Ques 





Seeks To Attract American Dollars 

By means of radio and newspaper ad- 
vertising, Peoples Credit Jewelers, Ltd., 
Toronto, Canada, reveals that it is ex- 
tending its purchases-on-credit plan to 
visitors from the United States. This 
policy, the company feels, is in keeping 
with Canada’s present efforts to improve 
her dollar situation. 
































SHOWCASE SYSTEMS 


for RINGS — WATCHES and COSTUME JEWELRY 


Three originals for easier, more attractive showcase displays. Take advantage of these 
factory specials, priced direct to you with no middle man’s mark up. Send in your request 





$S-180 The “SERENADE” (Above) 


for our color charts of available materials and showcase dimension forms. 





a 


A very smart, unusual design for showing rings and fine pieces of jewelry. All $ 50 
velvet pads and risers. Raised floorboards give display added height. Round 129: 
and triangular display pads highlight featured jewelry items. Ring pads for 179 

rings in units of 3-4-6 and 10... permit many original arrangements. Your choice complete with 


of colors from our large stock of rich velvets 





$S-130 The “WAYNE” (Below) 


tray carrier. 


seeccnnns $S-538 The “VICTOR” 


RN AN te et le 


A modern system for watches 
and costume jewelry with sharp 
clean lines . . . new opportunity 
for your original display ideas. 
Choice of 1”, 2” or 3” riser heights with loose velvet 
pads. Many bright, fresh color 


schemes of velvets and silk ben- $ 49 00 


galines. Attractively priced. 
All velvet, $5.00 extra. 


Complete with 


Packed with plenty of display power but without that cluttered look. One cen- tray carrier 


gents’ or bridals. Trays hold 10 single rings or 7 pairs . . . with genuine 


tered concave ring tray for featured rings and 14 barrel-shaped trays for ladies’, $ 1] 5 00 


maple bases. Center units afford additional display area. Finest velvets 
available in many popular colors with Matching unit for watches and costume jewelry. . . $59.50 


contrasting silk bengaline floorboards 
and unit tops, 








Nie 





WILLIAM KORN & CO. 


17-21 Elm St., Buffalo 3, N. Y. 
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Max Stern & Go. Inc. 


HAS “EVERYTHING” 


IN PRECIOUS AND SEMI-PRECIOUS 


STONES 


® Diamonds, melee 
@ Genuine whole pearls 


@ Genuine rubies and 
sapphires 


© Tigereye cameos 
@ Amethysts 


® Topaz 


@ Black onyx—plain or 


drilled 
@ Synthetic birthstones 
@ GENUINE ZIRCONS 


WHITES OR BLUES 


FOR OVER 3 DECADES 


... we have given prompt and 
efficient service to the DRILL- 
ING, CUTTING, and JOB- 
BING of stones. 


Max Stern & Go. Inc. 


IMPORTERS 
17-23 John St., New York 7, N. Y. 











Maiden Lane Outing Club 
Holds Meeting, Election 


The annual meeting of the Maiden Lane 
Outing Club of New York City was held 
Friday, March 12th, on the fourth floor of 
Schwartz’s Restaurant, 183 Broadway, 
New York. Andy Anderson, president of 
the organization, presided and after mak- 
ing a short address of welcome called upon 
Secretary Jerome L. Grant to read the 
minutes of the previous annual meeting. 
Reports of the secretary and treasurer 
followed and were approved as read. Sec- 


ARTHUR J. TUVERI 





retary Grant called upon the members to 
stand in silence while he read the names of 
members who had died during the year. 

Harry Bromley, chairman of the 1948 
summer outing, reported that the affair 
would be held at Pine Grove, Amityville, 
L. I., on Satruday, June 12th. 

The following members were unani- 
mously elected to serve as officers for the 
ensuing year: Arthur J. Tuveri, president; 
Julius Hurley, vice president, and Jerome 
L. Grant was re-elected secretar y-treasurer. 
Retiring president, Andy Anderson, was 
presented with a handsome traveling bag 
in appreciation of his valued services. 
Preview of Oustanding Film 
Conducted by Handy & Harman 

An outstanding film entitled ‘“‘Hand- 
wrought Silver’, produced by Handy & 
Harman in response to increasing demands 
for instructional material on silversmith- 
ing, was shown by that firm on Monday, 
March 15th at the Waldorf-Astoria Hotel 
in New York. Designed for use in metal 
working classes, the film’s unique first per- 
son photography allows students to see 
the work exactly as it would appear if they 
themselves were doing it. Part of Handy 
& Harman’s educational program ‘“‘Hand- 
wrought Silver” teaches a_ basic silver- 
smithing process which can be used for 
many types of raised objects. 

The film is a result of Handy & Har- 
man’s first national Silversmithing Work- 
shop Conference for teachers held at the 
Rhode Island School of Design in Provi- 
dence last August. William E. Bennett, 
one of England’s foremost silversmiths and 
educators, whose skilled hands are shown 
in the film, conducted this non-profit 
project. 

A second conference will be held this 
summer for a new group of teachers under 
the direction of Baron Erik Fleming, Court 
Silversmith to the King ofSweden. 

Both film and conferences are part of the 
work of Handy & Harman’s Craft Service 
Department, directed by Margret Craver, 
consulting silversmith. 














Jean R. Graef, Inc. 
Moves Into New Quarters 


Jean R. Graef, Inc., United States a 
for Girard-Perregaux watches, js i: 
cated in new and attractive quarters ; 
the fourteenth floor of the R. C. A Build. 
ing, 30 Rockefeller Plaza, New York Ci 
A feature of the establishment is the W if 
thought out plan in the arrangemen; 4 
the various departments in order to in 
crease greater efficiency in the conduct 
of their business. 

Jean R. Graef, who recently returned 
from a visit to the factory in Switzerland 
reports that owing to the scarcity of skilled 
workmen in Switzerland, manufacturers of 
fine Swiss watches are considerably hand. 
capped and consequently production wil] 
not be increased during 1948, 

The annual sales conference of the firm 
was held during week of February 2 and 
the following sales representatives have 
been added: J. R. Hershey, who will cover 
Western Pennsylvania, Western New York 
and West Virginia; Wesley Jackson, Ohio, 
Indiana, Kentucky and Southern Illinois: 
Charles Farguson, Minnesota, Nebraska, 
Kansas, Iowa and Missouri. 


New Salesman’s Valise 
Offered by Mautner Co. 





wr aaah . 


For the outside salesman, The Mautner 
Co., has designed a valise which permits 
him safely and conveniently to carry his 
rings, watches and spares. Rich looking 
and long wearing, the kit is fitted for mag- 
nificent jewelry display with one watch 
case which holds six watches, and has a 
removable pad; two ring cases, one ladies’, 
one men’s, holding 14 rings each. Storage 
space under the cases for boxed jewelry and 
flap-in cover for books and catalogues. 

The overall size is 123% x 8% x 4%, 
equipped with lock and key. Cases and kit 
are covered with black leather-grained 
Keretol, luxuriously lined in black velvet. 
Cases snap closed, have black satin 
cushions and hinges. Ring cases havesatin 
slots. The complete outfit is priced at $30 
plus 20 per cent Federal Tax and may be 
purchased from The Mautner Co., 20 
West 47th St., New York 17, N. Y. 


Telechron Inc. Appoints 
New District Managers 

Two new appointments as district man- 
agers of Telechron sales offices were an- 
nounced recently by H. E. Blackburn, 
field sales manager of Telechron, Inc. 

Allen W. Rork, formerly of Telechron’s 
Chicago office staff covering the Minne- 
apolis area, has been appointed district 
manager of the Pittsburgh district sales 
office. 

Richard D. Tyler, formerly district 
manager at Pittsburgh, has been appointed 
district manager of Telechron’s Phila- 
delphia office where he succeeds R. J. 
Buckley, who now becomes manager of 
standard clock sales at the home office. 
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4 Leo Heilbrun Co., Inc., watch attach- 
ments, announce the removal of their 
offices to new and more spacious quarters 
at 351 West 52nd St., New York, where 
they now occupy the entire fifth floor. he 
firm has installed an air conditioning 
system in their new location. 

4 The Concord Watch Co., 10 W. ATth 
St., New York, announced that Arthur E. 
Brodie is now representing their firm in the 
South and on the Pacific Coast. 

4 As part of a program to intensify local 
coverage in various areas throughout the 
country, two new sales representatives 
have been appointed by James Schulz, 
304 E. 45th St., New York, manufacturing 
jeweler and importer of Schulz watches. 
Arthur Henderson, formerly with the firm 
of Henry Blank & Co., Newark, N. J., will 
cover the Middle West area and Howard 
N. Lester will travel Pennsylvania, New 
Jersey and Maryland. 

4 The Crawford Watch Co., 550 Fifth 
Ave., New York, announced the appoint- 
ment of four new representatives—Morey 
Feldman will travel the Middle West area; 
Herman Hirsch will cover the Pacific 
Coast states; Alfred Corey has been as- 
signed the Southern states and Ben Levey 
will represent the firm in the metropolitan 
New York area. 

4@ The March Meeting of the New York 
Guild of the American Gem Society was 
held in the offices of J. R. Wood & Sons, 
216 E. 45th St., New York. Dr. Ralph J. 
Holmes, instructor, of Columbia Univer- 
sity, concluded the lecture on ‘‘Identifica- 
tion of Gem Materials by X-Rays” cover- 
ing methods used and necessary instru- 
ments and apparatus. Radiography and 
x-ray diffraction methods used in pear! and 
cultured pearl identification were fully 
explained. 

4 The 2lst annual exhibition of jewelry 
designs created by student designers of the 
class conducted by Christian A. Jakobb, 

was held at the Mechanics’ Institute, 20 
W. 44th St., New York, on April 8th. 

4 More than 600 visitors attended the 
recent opening of the Universal Jewelry 

Company’s new showrooms and offices at 
183 Canal St. Steady expansion in busi- 
ness over the past two decades made nec- 
essary the move to larger quarters, offi- 
cials of the company stated. In appear- 
ance, Universal’s new corner location pre- 
sents a striking contrast to the small 
quarters at 191 Canal St., which the com- 
pany recently occupied. The interior of 
the new establishment is completely 
modern,and equipped with air condition- 
ing and newest type lighting fixtures. 
< The Normandie Watch Co., located at 
71 Nassau St., New York, announced that 
Joseph Engel left for Switzerland for an 
extended visit to their watch factory. He 
will check up on the latest trends in the 
watch field and will also visit major watch 
centers before his return to the home office 
in New York. 

4 Goldstein-Gerson Co., formerly located 

at 7 West 45th St., New York, moved their 


FOR Aprit, 1948 











offices to new and larger quarters at 126 
West 46th St. 

J. Lawrence Durland and John D. 
Thomas announced that they have dis- 
solved the co-partnership of Durland & 
Thomas located at One Maiden Lane, New 
York. Mr. Durland announced the forma- 
tion of the firm of J. L. Durland Co. at 2 
West 46th St. 
<4 The Silas L. George Estate jewelry 
store, oldest established jewelry business 
in northern New York State, moved to a 
new location April Ist at 102 Court St., 
Watertown. 

4 Kenneth I. Van Cott, Binghamton, 
N. Y. jeweler, has been elected president 
of the Binghamton Community Chest. Mr. 
Van Cott is vice president of the North- 
eastern Region of ANRJA; a director of 
the New York State Council of Retail 
Merchants; president of the Credit Bur- 
eau of the Triple Cities, Inc., and chairman 
of the Better Business Division Committee 
of the Binghamton Chamber of Commerce. 
<4 Benjamin R. Wygert, formerly of the 
jewelry department of Van Heusen Charles 
Co., has joined the sales staff of Frank 
Adams, Albany, N. Y. jeweler. Mr. 
W ygert was associated with E. P. Miller 
of Albany for 15 years and later was with 
Howard & Co., Buffalo jewelers. 

<4 A certificate of partnership has been 
filed in the county clerk’s office for 
Scherer’s Jewelry Shop, 1382 Fillmore 
Ave., Buffalo. Partners are H. Jerome 
Scherer and Hildegard E. Scherer. 

<4 Dr. A. E. Alexander, director of the 
Gem Trade Laboratory, Inc., delivered an 
interesting address before the American 
Gem Society Conclave in Washington, 
D. C., on March 22nd. His talk “Bahrain 
and Pearls” was illustrated with colored 
movies. 


<q The Rima Watch Co., 608 Fifth Ave., 
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DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % te 
7 points, for emblems, wedding rings, 
side stones, etc. 

Swiss cut diamonds, from 8 to 15 
pointers for all kinds of jewelry. 

Full cut diamonds, in small stones 
from 8 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 
for fine jewelry 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
filed qualities. Please ask for our 
new price list. 


576 5th Ave. 
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LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
I have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
‘Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 








New York, announced the addition of | 
Burt Corona to its sales force in the North- | 


west Pacific Coast area. Besides the New 
York location, the firm maintains offices 
at 722 Shreve Building, San Francisco. 

<q Herman Berg of the Wilberg Jewelry 
Corp., 29-31 West 47th St., New York, is 
going to Europe on a buying trip and will 
visit the firm’s diamond factory. 





Members of New York 24-K Club 


Attend Annual Beefsteak Dinner 
The 45th annual Beefsteak Dinner of 


the Twenty-Four Karat Club of the City | 


of New York was held on April 7th at the 
Hotel Warwick. A regular membership 
meeting was held prior to the dinner fol- 
lowed by a cocktail hour which enabled 
members to renew old acquaintances. At 
the close of the informal cocktail party, 
members repaired to the banquet hall 
where a delicious dinner was served. 

President P. M. Fahrendorf presided 
and made a’short address of welcome. An 
entertaining floor show followed the ex- 
cellent meal. Julius Kaufman headed the 
entertainment committee and was extend- 
ed a rising vote of thanks. 
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ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency 
ETERNA WATCH COMPANY 
OF AMERICA, INC. 


580 Fifth Ave., N. Y. Bryant 9-8660-8689 

















SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 
Send for Catolog 


277 HALSEY ST 


NEWARK 2, N. J. 














ENCRUSTERS 


Stone Engravers 


Ruby & Onyx & 
Drilling KX 





Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 























> FREE samples 


s.j. surnamer co. 
3/0 7a ee 1.1, N.Y. 
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yuszed “S*N 





Write for illustrated price list 











CAPITALMFG. CO.}5." 50% tts 











Parts for all makes of 
Swiss & American watches. 


Prompt mail service 
Write for Price Lis? C 


DEAN WATCH COMPANY 





WATCH MATERIALS—— 











116 Nassau St. New York 7, N. Y. 
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London Letter 


The shortage of loose diamonds now 
very marked in the U.K. would appear to 
presage a further price raise in the very 
near future especially since the amount 
of rough available is quite inadequate. 
Most manufacturers abroad, according to 
diamond men here, anticipate another 
step-up in loose diamond prices. A mem- 
ber of the firm of Backes & Strauss, dia- 
mond factors of Holborn Viaduct, says: 

“The amount of rough diamonds re- 
cently released by the Diamond Corpora- 
tion nowhere near meets the demand. 
This, coupled with the recent rise in the 
price of rough material, points to further 
increases in values.” 

For some time the loose diamond de- 
mand here has far exceeded the supply. 
Practically all the melee and smaller size 
stones here can be absorbed by manufac- 
turing jewelers for export trade. There 
are now additional demands by diamond 
merchants for direct re-export as well as 
normal consumption by the trade for home 
use. One result of this is that home market 
prices remain very high. 


RE-OPEN TWO DIAMOND MINES 


If quick results are forthcoming from 
the reopened Premier and Jagersfontein 
diamond mines the Diamond Corporation 
may beat its 1946 record with sales around 
the 120 million dollar mark this year. Both 
Jagersfontein and Premier were forced out 
of production some 20 years ago by the 
low diamond prices then prevailing. At 
present diamond values both mines should 
be able to pay their way again. 

De Beers’ engineers made a start on 
getting the two veteran mines back on a 
production basis two years ago when the 
first postwar diamond boom began to eat 
into diamond stocks that had accumu- 
lated during the war years. Those stocks 
have now gone. Any additional source of 
diamond production today will augment 
the restricted supplies of mined stones 
now in great demand, especially in the 
U.S.A., and supply much-needed dollars. 

Industrial diamonds are urgently needed. 
It is estimated that American require- 
ments alone are in the region of 20-million 
dollars, and stocks of industrials have 
dwindled. Applications for industrials at 
the London “sights” far exceed supplies, 
and American negotiations for such stones 
will have to be met out of current pro- 
duction and spread over a long term. The 
61% million dollars’ worth of industrial 
diamonds held in Canada for the Allied 
cause during the war years has been con- 
sumed. 


ITEMS BOUGHT AT AUCTIONS 


The Goldsmiths’ and Silversmiths’ Com- 
pany has just paid 1,050 pounds sterling 
($4,200) for a grandfather clock by 
Thomas Tompion (1639-1713) at a 
Sotheby’s auction. At the Ideal Home 
Exhibition in March there was a num- 
ber of displays of interest to the jewelry 
industry. The 100 years’ old electric 
clock, for instance, which has ticked non- 
stop for that length of time was seen at 
work at the Olympia show. It is one of 
the first batch of electric timepieces made 
by Alexander Bain in 1840 and works on 






| current from plates of zinc and co 
sunk in damp soil, being independent. of 

manufactured batteries. It was ; 

with other historic clocks. _ 

At a recent Christie’s jewel sale that 
realized nearly 250,000 dollars a pelea 
bidder intervened in the competition by 
professional diamond buyers for a neal 
step-cut diamond ring of nearly 1] carats 
and captured the prize with a final bid of 
more than 40,000 dollars. 

Queen Mary and Princess Elizabeth 
have just visited a Hatton Garden dig. 
mond cutting factory to note the progress 
being made on the 54-carat “pink” dig. 
mond presented as a wedding gift to 
“Lilibet” by Dr. H. T. Williamson of 
Tanganyika, the “diamond king.” When 
finished, the stone, which has been shaped 
to achieve the largest possible round-cut 
from the rough, will weigh 20 carats. Sp. 
called “‘pink”’ flawless diamonds are re. 
ported to be very rare. This one has been 
nominally valued at 15,000 pounds ster. 
ling. It is understood that Princess 
Elizabeth will loan the stone for exhibj- 
tion in the jewelry section at the forth- 
coming British Industries’ Fair at Olym- 
pia, London. 


BRITISH INDUSTRIES FAIR 


At the British Industries Fair which 
opens in London (Olympia) and Birming- 
ham, May 3-14, the jewelry trade plans to 
stage a fine show the export side of which 
will be stressed. Some 90 industries will 
be represented in the displays of 3,000 ex- 
hibitors who have already applied for 
685,000 square feet of space at Olympia. 
At the first postwar Fair last summer only 
531,000 square feet of space was available. 
Catalogs which are being sent to all parts 
of the world are indexed in nine languages, 
and the Board of Trade will staff special 
inquiry bureaus where world buyers and 
exhibitors can keep up to date on current 
export trade regulations. Most of the dis- 
plays will be designed to cover the export 
field which now ranks for priority in 
Britain’s economic schedule. 





American Stone Importers Ass'n 
Elects T. H. Benedict President 
Thomas H. Benedict of H. R. Benedict 
Sons, Inc., was elected president of the 
American Stone Importers Association at 
that organization’s 18th annual meeting 
held on Thursday evening, March 4th, 
at Schwartz’s Restaurant, New York. 
Elected to serve with Mr. Benedict were 
Arthur Starke of Edward Starke, vice 
president, Sol Gordon, treasurer, and 
Lloyd V. Lassner of Lassner & Lassner, 
secretary. Directors elected for the com- 
ing year include: Milton Belgard, Bel- 
gard & Frank, Inc.; Robert Dreher, 
Dreher Bros. & Wider; Julius Lipton, 
Oval Mfg. Co.; Leopold Nathan, 5. 
Nathan & Co., Inc., and Leo Wolleman. 





Sidney’s Jewelers will open their fifth 
store about May Ist at 10 W. Chelten 
Ave. Philadelphia, Pa. The building 1s 
now being reconditioned and redecorated 
in the modern mode complete with air 
conditioning. 
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COMING EVENTS 
April 
3-5— Kansas Retail Jewelers and Horo- 
logical Associations, Annual Convention, 
tassen Hotel, Wichita, Kansas. 
ta Retail Jewelers Asso- 


4-6—Minneso 


ciation, a Hotel Nicollet, 
1; is, Minn. 
Nee hasstte-Rieds Island Retail 
asians Association, Annual Meeting, 
Parker House, Boston, Mass. 
10—Diamond Peacock Club, Annual 
Banquet, H otel Somerset, Boston, Mass. 
10-12—Nebraska Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Lincoln, 


inc In, Neb. 
oe Retail Jewelers’ Asso- 


’ ciation, Annual Convention, Skirvin Hotel, 


klahoma City, Okla. 
: 99-22—Jewelers Conference Group, An- 


nual Meeting, Hotel Roanoke, Roanoke, 
sidieien Jewelers Bowling League. 
20th Anniversary Dinner, Hotel Gardiner, 
Boston, Mass. 

94-26—Georgia-South Carolina Retail 
Jewelers Associations, Annual Convention, 
Atlanta-Biltmore Hotel, Atlanta, Ga. 

95-26—Arkansas Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Marion, 
Little Rock, Ark. 

95-28—California Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Bilt- 
more, Los Angeles, Calif. 

25-28—Canadian Jewellers Association, 
Annual Convention, Vancouver, B. C. 


May 

2-3—Tennessee Watchmakers and Jew- 
elers’ Association, Annual Convention, 
Hotel Gayoso, Memphis, Tenn. 

2-3—West Virginia Retail Jewelers 
Association, Annual Convention, Waldo 
Hotel, Clarksburg, W. Va. 

2-4—-Washington State Retail Jewelers’ 
Association, Annual Convention, Hotel 
Davenport, Spokane, Wash. 

2-4—Wisconsin Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Schroe- 
der, Milwaukee, Wisc. 

9-10—Maryland-Delaware-District of 
Columbia Jewelers’ Association, Annual 
Convention, Dupont Hotel, Wilmington, 
Del. 

9-10—Texas Retail Jewelers Associa- 
tion, Annual Convention, San Antonio, 
Texas. 

16-18—New York State Retail Jewel- 
ers’ Association, Annual Convention, 
Hotel Utica, Utica, N.Y. 

l7-21—New York Stationery Show, 
Hotel New Yorker, New York. 


June 

3-4—National Wholesale Jewelers’ As- 
sociation, 41st Annual Convention, Am- 
bassador Hotel, Atlantic City, N. J. 

12—Maiden Lane Outing Club of New 
York, Annual Outing, Pine Grove, Amity- 
ville, N. Y. 

13-15—Virginia-North Carolina Retail 
Jewelers Associations, Annual Convention, 
Mayview Manor, Bowling Rock, N. C. 

18-20—United Horological Association 
of America, Annual Convention, Lord 
Baltimore Hotek, Baltimore, Md. 

27-28—New Hampshire Retail Jewel- 
ers Association, Annual Convention, Hotel 
Wentworth-By-The-Sea, Portsmouth, N.H. 
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July 
26-29—National Association of Credit 
Jewelers, National Jewelry Fair. Stevens 
and Congress Hotels, Chicago, IIL. 


August 


2-13—Chicago Gift Show, Palmer 
House, Chicago, Il. 

2-14—Merchandise Mart Gift Show, 
China, Glass and Pottery Market, Mer- 
chandise Mart, Chicago, II. 

9—-12—American National Retail Jewel- 
ers’ Association, Annual Convention, Wal- 
dorf-Astoria Hotel, New York. 

23-27—New York Gift Show, Hotels 
New Yorker & Pennsylvania, New York. 


September 


5-10—Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

13—17—Boston Gift Show, Hotel Statler, 
Boston, Mass. 





19-22—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 

26-29—Oklahoma Gift & Jewelry Show, 
Hotel Biltmore, Oklahoma City, Okla. 

27-28—lowa Retail Jewelers’ Associa- 
tion, Annual Convention, Mason City, 
lowa. 

27—October 1—Philadelphia Gift Show, 
Hotel Benjamin Franklin, Philadelphia, 
Pa. 


N. M. Seeks Watchmaker Licensing 

New Mexico watchmakers will ask the 
next state legislature to passalawstrength- 
ening their profession in that state. At a 
district meeting of the Watchmaker’s and 
Jeweler’s Association held in Clovis, G. L. 
Sharp, president from Albuquerque, said 
the watchmakers will work for a watch- 
makers licensing law for their state. 

Some 60 watchmakers and jewelers at- 
tended this district convention 
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STERLING SILVER 
SALES 





K2508 Sugar and Creamer, hollow handle 
Hgt. 3%" Weighted 


10.75 set 


K2506 
Hgt. 5%” 


K2004 
Hgt. 43%” 


K2005 
Hot. 4%” 





K2506 K2004 K2005 
Salt and Peppers Weighted 


K2501 CONSOLE STICK 
Weighted Dia. 3” 
Hgt. 3” 3.00 pr. 





K2011 Hurricane 
Lamp Hgt. 10” 
Dia. Bare 344” 

Weighted 11.00pr. 
K2011C Console 
Stick only Hgt. 3” 

5.50 pr. 


K2002 Mayonnalse Set 
Weighted Dia. 5” Hgt. 3” 
5.75 set 


K2008 

Compote 

Pierced and 

Fluted 

Dia. 63%” 
Hot. 64” 
Weighted 
6.75 ea. 


Ould Kast. 





JEWELRY AND SILVERWARE 
54 ‘WEST 21st STREET NEW YORK 10,N. Y. 





BUILDERS 








6.00 pr. 


5.50 pr. 





5.50 pr. 




















Jewelers’ Fraternal Ass'n 
Elects Blasi President 


Harry Blasi of Barrasso & Blasi, New- 
ark, N. J., was elected president of the 
Jewelers’ Fraternal Association at that or- 
ganization’s 33rd annual meeting held 
March 11th at Schwartz’s Restaurant, 
183 Broadway, New York. Mr. Blasi suc- 
ceeds Sol Gordon. Andy Anderson, who 
last year was secretary of the board of 
governors, was elected vice-president. 

Bill Underwood, who has served as secre- 
tary-treasurer of the organization for the 
past 19 years, resigned from that post to 
settle in Fresno, Calif., and was succeeded 











by Charles Parker of H. F. Barrows Co., 


New York. 





HARRY BLASI 





Those selected to serve on the Board of | 
Governors for one year were: Harry Blasi, | 
chairman; Sol Gordon, immediate past! 
president; Joseph Kornbrodt, secretary; 
Harold D. Lawson, and Al V. Ansel. Elec-| 
ted to serve for two years were: E. Sidney 
Hyman and John H. Hargreaves. 4 

The loss by death of seven members des-| 
ing 1947 was reported, together with elec- 
tion to membership of an equal number, 
thus maintaining a roster of 200 members. 
At the first meeting of the Board of Gov- 
ernors, held immediately after the mem- 
bership meeting, President Blasi appionted 
Edwin Schuster to the membership com- 
mittee. The other members appoirited to) 
act on the committee, all of whom were| 
past presidents, include: Al. H. Betz, 
chairman, Theodore Coords, Arthur) 
Tuveri, and Benjamin F. Biffar. 











Brand Names Foundation Initiates 
Program in Two New England States 

The non-profit institution known as 
Brand Names Foundation, Inc., organized 
to promote the high standards of brand} 
names and trade names, is initiating a pro- 
gram in the Rhode Island-Attleboro area. 
The program aims to give recognition 
publicly to brand names which have met 
the test of competitive and free choice 
systems for years. 

The foundation awards gold anniversary 
certificates to companies who have owned 
and used trade names for 50 years or more. 
A special diamond anniversary certificate 
is given to companies owning traue names 
which are 75 years old or older. 

Membership in the Brand Names Foun- 
dation is being encouraged in Rhode Island. 
The New England Manufacturing Jewelers’ 
& Silversmiths’ Association office has an- 
nounced that it will provide information 
to all its members interested in the protec- 
tion and promotion of brand names and 
trade marks through the foundation. 
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Sell Locking 
Ring Sets 
by Using 





C & G Dual 
Ring Clasps 





Patent No. 2281231 


Newspaper mat of the C. & G. Dual Ring 
Clasp (as shown) furnished free. 


You can apply the C. & G. Dual 
Rind Clasp to any wedding and 
engagement rings, locking them 
together. 
Easily Applied 
Just Clamps On 


No Soldering 


® Holds Engagement and Wedding 
Ring Side by Side in Upright Position 


® Comfortable—iio Rough Edges 
® Prevents Rings From Turning on Finger 


®@ Prevents Wear Between Rings 


Guaranteed against Breaking and Cracking 


RETAIL PRICE $2.75 
(Attractive Dealer Discounts) 


Order Through Your Material House 


Manufactured by 


Campana & Goetz 


San Francisco 2, Calif. 


Wholesale Distributor: M. J. Lampert & Sons, Inc, 
37 Maiden Lane, New York 7, N. Y. 
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members of Ohio RJA 
Attend Annual Convention 


Approximately 1,500 jewelers from all 
sections of Ohio gathered in Columbus on 
March 7,8 and 9 for the annual convention 
of the Ohio Retail Jewelers Association 
held at the Deshler-Wallick | lotel. More 
than 40 of the nation's leading manufac- 
turers and distributors of jewelry and allied 
commodities exhibited their Spring lines. 

Convention sessions were exceptionally 
well attended because the subjects dis- 
cussed were of vital and immediate impor- 
tance to the jewelers. Subjects that were 
discussed included: modern store display 
and window trim with emphasis on holi- 
day promotion; how to increase silverware 
sales and meet “house to house competi- 
tion: block insurance; merchandising in 
1918: what to expect of the diamond mar- 
ket in 1948; and the promotional value of 
watch timing machines. 

A special feature of the convention was 
the exhibit “From the Dawn of Dia- 
monds,” which was displayed in the lobby 
of the Deshler-Wallick Hotel attracting 
thousands of Columbus citizens. The 
crowds observing this exhibit kept many 








On the occasion of his 25th year as treas- 
vrer of the Ohio Retail Jewelers Associa- 
tion, James Aylward was presented with a 
desk set by President Raymond Hay at the 
convention banquet held on Monday eve- 
ning, March 8th. Shown at the presenta- 
tion ceremonies, are, left to right: Mrs. 
Al Kampf, Kampf Jewelers, Cincinnati; Mrs. 
Raymond Hay, Hay Jewelers, Coshocton; 
President Hay, Treasurer Aylward; and 
Honorable James Garfield Stewart, Ohio 
Supreme Court Judge. 


Memphis RJA Elects Perel President 

Philip Perel of Perel & Lowenstein, Inc., 
has been chosen as the new president of the 
Memphis Retail Jewelers Association at 
Memphis, Tenn. He was elected at the 
annual dinner meeting at the Hotel Pea- 
body in Memphis which was presided over 
by the outgoing president, Maurice Silver- 
son, of Maurice Jewelers, who was elected 
an alternate director along with William 
T. Samuels of the Mulford Jewelry Co. 

Other officers include William H. Snyder 
of the Snyder Jewelry Co., vice president, 
and David Stegbauer of the Stegbauer 
Jewelry Co., secretary-treasurer and the 
following directors: John H. Mednikow of 
John H. Mednikow Co., and George Tid- 
well of George Tidwell Jewelry Co. 

David Levine, who serves as a Seattle 
councilman, was elected for the 15th con- 
secutive time recently as the President of 
Local 30 of the International Jewelry 
Workers’ Union. 
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jewelers from carefully examining it. It 


depicts the origin of bridal traditions from 
the age of mythology to the present time. 

Highlighting the convention was the 
banquet on Monday evening which fea- 
tured an address by the honorable James 
Garfield Stewart, Ohio Supreme Court 
Judge. His subject was “‘A Few Observa- 
tions’. The address dealt with the value of 
cooperation as exemplified in the conven- 
tion. Judge Stewart pleaded for more 
understanding and cooperation among 
peoples of the world. 

At the annual business meeting of the 
organization held on Monday morning, 
March 8th, all officers of the association 
were re-elected for the coming year. Those 
re-elected include Raymond M. Hay, 
Coshocton, president; Howard E. Hawk, 





Columbus, vice president; Hugh N. 
Beattie, Cleveland, secretary; James Ayl- 
ward, Bucyrus, treasurer, and Ritter 
Levinson, Youngstown and Al Kampf, 
Cincinnati, were re-elected directors. Clar- 
ence S. Moses continues as managing dir- 
rector of the association. 

In resolutions adopted at the close of the 
convention, the Ohio Retail Jewelers Asso- 
ciation approved the action of the board of 
directors in writing Ohio congressmen for 
immediate consideration of an adjustment 
in the excise tax by eliminating the 10 per 
cent war tax. Another resolution provided 
for amending the constitution of the asso- 
ciation to increase the number of directors 
from seven to 11 so as to provide for more 
complete representation from all sections 
of the state. 





r 


with 
HANSEN SYNCHRON 


Electric Movement 
Self- Starting 
with 


Silent Synchronized 


SWINGING PENDULUM 
~ 456 =. 


Regular Dealer Discount 
Newspaper Mats Available 











Manufacturers of Quality Electric Clocks 


1589 Merchandise Mart - Chicago 54, III. 
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CHARMING is the word for 
this mantel size replica of the historic 
Grandfather Clock. The authentic 
designing will appeal to your most 
discriminating customers. 

Quality plus craftsmanship places 
THE PRINCETON in a class with 
other treasured keepsakes. The well- 
known Hansen Synchron self-starting 
movement is sealed against dust and 
guaranteed for one year. It will last 
indefinitely! Operates on 110 volt, 60 
cycle, A.C. current. Beautiful molded 
case simulates wood. Swinging pen- 
dulum moves in perfect synchronized 
rhythm .. . and is noiseless. 


Available in Mahogany or Antique Ivory 
Finish 

DIMENSIONS: 1514” high, 63%” wide at 
base, 534” wide at top. 
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Sales Office and Display Room 


JOBBER INQUIRIES INVITED 














Y E $ gy we will reimburse you for the 


postcard used on which to paste the coupon 
below. Mail it to us with your store name 
and address. 


Then, without cost or obligation, we'll send 
you a generous sample of the sun ray resist- 
ing, plastic film used in Sun Shades. Place it 
over a section of any colored material and 
expose to the sun. See how Sun Shade pro- 
tects anc’ helps retain original color. See 
how the sun fades the exposed material. 
Prove to yourself why every modern store 
needs handsome, completely transparent 
Sun Shades to protect window-displayed 


merchandise. 


| accept your offer. Send me a generous 
sample of your Sun Shade protective film. 


Ee a a a 





THE SUN-SHADE CO. 


781-83-85 Chancellor Ave. 
Irvington 11, New Jersey 


Manufacturers of the Original Transparent Sun-Shade 
































The West Coast 


¢q Final arrangements are now being made 
for the Washington Retail Jewelers As- 
sociation’s annual convention, to be held 
at Spokane May 2-4, according to Ben 
Brice of Spokane, general convention 
chairman. Mr. Brice met with Washing- 
ton RJA executive board members in 
Spokane, and arranged for ample room 
space. The Davenport Hotel, Spokane’s 
finest, will house the convention. 

¢ Virginia Taylor, watch repair spec- 
ialist long located at 302 Harper Building, 
Seattle, has left business for an extended 
vacation. The location has been taken by 
Ernest G. Campbell, certified watch- 
maker, who is opening a shop for the trade. 
4 A recent jewelry property transaction 
was the sale of the Bakers Jewelry Co., 
1307 Ist Ave., Seattle, to Irving Ginsberg, 
for $7,500. The price included mer- 
chandise, fixtures, and equipment. 

<q Hal Anderson, owner of the jewelry 
store at 3438 W. Eighth Street, Los Ange- 
les, Calif., recently sold the store to 
Joseph Adler. Anderson then purchased 
the jewelry store at 8521 Crenshaw Blvd., 
the Morningside section of Inglewood, 
California. 

4 Because of zoning difficulties, Cali- 
fornia House of Schrager, manufacturers 
of gold and gold-filled jewelry, has moved 
its factory and offices from 620 S. Main 
Street, Los Angeles, Calif., to 213 S. 
Broadway, Los Angeles. 

4@ Wade and Wadene Siler have pur- 
chased the jewelry store from P. K. Stur- 
gell located in Oceanside, Calif. Wadene 
Siler was manager for Mr. Sturgell before 
his retirement which was due to ill health. 
4 Martin Rosen, well-known throughout 
the trade for his watch repairing work at 
430 S. Broadway, Los Angeles, Calif., 
has opened his own retail jewelry store 
at 2839 S. Robertson Blvd., Los Angeles. 
< Herman Septoff has opened a new retail 
jewelry store in Balboa Island, Calif. The 
store has modern decor and furnishings. 
Mr. Septoff was formerly with Charles L. 
Seale and M. Nass, both of New York. 
<4 Perfecta Watch Co. has moved into 
larger quarters at 315 W. Fifth Street, 
Los Angeles, from their previous location 
at 703 S. Broadway. 





Mrs. Hannaford is Featured Speaker 
At AGS California Guild Meeting 


Gladys Babson Hannaford was the 
featured speaker before approximately 100 
assembled American Gem Society mem- 
bers and guests at the regular February 
meeting of the Southern California Guild 
in Los Angeles. 

Mrs. Hannaford, who is not new to the 
California audience, brought again her 
fascinating story of the diamond, pointing 
out its merchandising and promotional 
possibilities to the retail jeweler. She 
stressed the need for the successful re- 
tailer to keep in mind the purpose for 
which the diamond is purchased, and to 
use the appeal of sentiment, as well as 
durability, in increasing his sales. 

Slides were used showing the process of 
mining, sorting, and fashioning the prec- 
ious gem. Mrs. Hannaford’s collection of 
unusual colored diamonds were also of 
great interest to all in attendance. 











During her two weeks’ 
Angeles, Mrs. Hannaford spoke bef 
university groups and Classes. “aan 
and men’s clubs, and gave several r ae 
interviews. Traveling as a member af, he 
public relations staff of N. W. Ayer & 4. : 
Inc., New York, in the interest of the D, 
Beers Co., she left Los Angeles for San 
Diego, Tucson, Phoenix, Dallas ed “ 
and New Orleans. a 


Stay in Los 





Watchmakers Elect Officers 

Charles Wurth was re-elected president 
of the Mohawk Valley Watchmake. 
Guild at a recent dinner meeting in the 
Imperial Restaurant, Utica, N. Y. | 

Other officers elected include: Thomas 
Campbell, Rome, vice president. and 
Frank Maggio, secretary-treasurer. 


—_—_——_ 


REMODELED 








~-ROGER W. Kraut 





2. 





The wide store front of Roger W. Kraut's re- 
cently remodeled and enlarged jewelry store 
enabled him to install tasteful, well-planned and 
often-changed displays. The store, located at 3] 
West State St., Doylestown, Pa., has a very 
modern front covered with gray vitrolite glass. 


Why Don't You 
Do Watch Repairs 
The NATIONAL Way... 


Making repairs on modern watches today 's 
a job for a specialist . . . a specialist who 
really keeps up with new design and manu: 


facturing methods and in testing equipmen* 


NATIONAL WATCH REPAIR 
SERVICE ARE SPECIALISTS 


Specializing on watch repairs for the trace 
for over 26 years. You can use the NATIONAL 
WAY and eliminate the mess of spare parts 
headaches and untidy equipment. Wher 
NATIONAL does your watch repairs YOU 
make more PROFIT. 


fo hake 


All repairs unconditionally guaranteed an: 


returned in 10 days to 2 weeks. 


Every watch electronically tested 
to. 1/1,000th of a second on the 


WESTERN ELECTRIC 
WATCH MASTER 


Send a Trial Package and Be Convinced 


NATIONAL 


Watch Repair Service 
Bonded Watch Repairs 
150 Nassau St. New York 7, N. Y. 
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Baskin Chosen to Head 
Jewlery Crafts Assn. 


Herman L. Baskin, president of Bastin 
Bros., Inc., was elected president of the 
J ity Crafts Association at that organ- 
oe annual dinner meeting held at the 


; . 5 é 
vote) Warwick on March Ath. Edward J. 
Gross, president of Benj. & Edw. Gross 


, was elected first vice-president; 
soe Esh, president of Kasper & Esh, 
was elected second vice president, and 
b Karlan, president of Karlan & 
Bleicher, Inc., was elected treasurer. 
Henry L. Sparling remains executive sec- 
retary of the organization, with offices at 
9) West 47th Street. 


Jaco 


HERMAN L. 
BASKIN 





Directors of the organization, in addition 
to those mentioned above, include Harry 
Axel, president of Axel Bros., Inc.; and 
Isadore Gratz, president of Louis Gratz 
Sons, Inc. 

Martin E. Untermeyer of Untermeyer, 
Robbins & Co., the retiring president of 
the organization, was presented with a 
bronze testimonial placque as a token of 
the membership’s appreciation for his 
services during two terms in office. 

Organized in 1919, the Jewelry Crafts 
Association’s primary objective is that of 
fostering harmonious management and 
labor relations in the jewelry industry, and 





William E. Smith is Appointed 
To Distribution Committee of NAM 


William E. Smith, general manager and 
secretary of Irons & Russell Co., Provi- 
dence, R. I., manufacturers of emblems 
and emblem jewelry, was recently ap- 
pointed to the Distribution Committee of 
the National Association of Manufacturers 
for 1948, 

The appointment was made by Morris 
Sayre, president of NAM and Mr. Smith 
will serve on the Committee headed by 
Roland B. Caywood, president of H. D. 
Lee Co. 

The problems with which the Distribu- 
tion Committee will cope during 1948, 
concern the flow of goods from manufac- 
turer to consumer, and it will undoubtedly 
make several important recommendations 
on ways to improve this movement of 
goods. The Committee is one of the most 
important in the NAM program becatise 
every manufacturer seeks ways to dis- 
tribute his goods faster and at the lowest 
possible cost. 

Because of his experience in the field, 
Mr. Smith is well qualified for a spot 
on this Committee, 
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to establish and maintain ethical labor and 
industry standards. The organization has 
a long and cherished record of harmonious 
management-labor relations in the _ in- 
dustry and represents its members in dis- 
putes and controversies, implemented by 
the arbitration machinery provided in the 
collective agreement with the local jew- 
elry workers’ union. 

During World War II the tools, equip- 
ment and personnel of the industry were 
converted to the war effort in making tools 
and precision instruments. In cooperation 
with the New York State Apprenticeship 
Council, the Jewelry Crafts Association 
has set up a program for training vet- 
erans, on the job, under Public Laws 
16 and 346. 
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Placque presented to Martin E. Untermeyer upon 





his retirement, after serving two terms as president | 
of the Jewelry Crafts Association. 


NOTICE 


Gigantic 


REMOVAL SALE 
$ j 00, 00 INVENTORY 


MUST GO! 


@ JEWELRY — WATCHES 
@ JEWELERS’ SUPPLIES 

@ WATCH MATERIALS 

@ BOXES 


DISCOUNTS UP TO 50% 
... AND MORE! 


We've lost our lease! We are 
offering our entire regular 
stock at drastically reduced 
prices rather than carry it 
over into our new quarters. 
Every item is from our regular 
inventory . . ONLY THE 
PRICE IS DIFFERENT. 
Call in person or 

Write for Bulletin Listing Sale Items 

After May 31 Rm. 514,Mallers Bidg. 


Tolchin Company 5 So. Wabash Avenue 
will be located at Chicago 3, Illinois 


TOLCHIN COMPANY 


Wholesale Jewelers 


5S N. Wabash Ave., Chicago 2, Illinois 
Room 1078 


























TYPE “A” CRUCIBLE 
REPAIRING? Save time and money. 


A WESGO) soldering block won't 


crack, stays flat, and platinum won’? 
stick to it. In two sizes. 





No. 2 MELTING DISH 


Western Gold & Platinum Wks. 2° 2°" "=: 








MANUFACTURING? 
WESGO casting machine crucible. They're 
perfect for platinum and all precious metals be- 
cause they won’t melt, won’t crack, and 
outiast other types ten to one! Fit all 
popular machines. 


If... you're looking for 


extra profits 





Then you'll need a 





SOLDERING BLOCK 


RETAILING? In dozens of ways, you'll save by 
keeping a WESGO melting dish handy for 
unavoidable repairs. Flat bottom is ideal for 
soldering, too. Five sizes. 





See Your Dealer or Write for Booklet 
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REPAIRS and PLATING 
in GOLD and SILVER 


29 Years of Continuous 
Service to the Trade 






(Before) 


Highest 
Quality 
Workmanship 








re xe 
Ch tod : 


HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 
Special Order Work 


WILLIAM HERTEL & €0., INC. 


Mastercraftsmen—Sllversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 




















Match Diamonds 


| match stones 

to any size and 

in any quantity. 
Vv 


Speedy On-Approval Service 
Wire Collect 


VWVeinverg 


DIAMOND COMPANY, Inc. 
580 Fifth Ave., New York 19, N.Y. 




















Democracy is Challenged 


Tishman Tells Jewelers 
Editor’s Note: 


Feeling strongly on the subject of the 
current economic and political situ- 
ation, Maurice Tishman, president of 
the Maiden Lane Historical Society, 
is using this means of expressing his 
views to his many friends in the in- 
dustry. Mr. Tishman delivered the 
following address at the annual meet- 
ina of that organization held on March 


25th in New York. 

“Gentlemen, I wish to take this oppor- 
tunity to thank you for the honor of re- 
electing me President for the ensuing year. 
I feel that the office carries with it a re- 
sponsibility which you as members share 
with me. 

‘These are critical times, and I am very 
much concerned for the safety of our Dem- 
ocratic institutions. I have in mind the 
beautiful French Republic of yesterday, 
and the Republic of today — also the 
Democratic England of the past and the 
England of today — now, both gone. 





MAURICE 
TISHMAN 





“IT believe it is especially fitting that we 
of the Maiden Lane Historical Society 
should be meeting here today. In view of 
the precarious condition of the civilized 
world and the strange new doctrines that 
are raising their ugly heads in Eastern 
Europe, and in these United States as well, 
— challenging, not only our Democratic 
institutions but the whole American Way 
of Life. 

“This Society, — whose aim it is to 
keep alive the traditions of Maiden Lane 
and encourage interest in the historical 
past of Maiden Lane; to cherish the mem- 
ory of those early settlers who lived here 
and fought for many of the free institutions 
upon which America is founded is a small 
but, nevertheless, important part of our 
general historical interest in America, to 
acquaint the younger generation of our his- 
toric past and of the ideals of those early 
Americans who sacrificed their lives to 
bring them to pass; — ideals that have 
been so gloriously defended through the 
years, that America stands today, the 
greatest and strongest Democracy on the 
earth. 

‘Let us be worthy of this heritage of 
freedom under which we live — a heritage 
for which (from the days of the Revolution 
to the World War just ended) millions of 
our youths spilled their blood. By fitting 
tablets and commemorations let us keep 
the memory of the sacrifices of these early 
Americans fresh in the minds and hearts of 
all of us, — who are able to enjoy this her- 














itage — for which 
their lives. 

“Only thus can we ‘carry on’ and by; 
a still greater America that will | P 
world into the paths of ri Sad the 
peace. 

‘May I add in closing, that | feel 
fident the sentiments I have expressad at 
shared by you and that they ‘will 
adopted as the future ideal of our social 


these martyrs gaye 








Albert Music Visits U. S. 

A well-known representative of th 
inglish jewelry trade arrived in New York 
on the first sailing in March of the Quee 
Elizabeth, Albert Music, director of Musi 
& Sons, manufacturing jewelers > 
Hatton Garden. Ee, 

Mr. Music’s firm has designed and 
manufactured jewelry for many connois- 
seurs, one of their important COMmMissions 
being to design and make the weddin 
present from the late Duke of Kent to hi 
bride, a pearl and diamond bracelet 
sautoire. 

Mr. Music this year has been welcomed 
by his colleagues to the position of pres- 
ident of the Federation of Master Gold- 
smiths & Jewellers. 





Firm Observes 60th Anniversary 

Celebration of 60 years of business in the 
same location is being observed by Joe 
Koen and Sons, jewelry firm at 105 Fast 
Sixth St., Austin, Texas. 

Founded in 1888 by the late Joe Koen, 
the store is now operated by William J. 
Koen who took over upon his father’s 
death four years ago. 

















patterns in 14 KT 


Earrings in various 
Green and Red Gold 


St. Christopher Key—14 Kt in three 


sizes; also Bill Clips, Charms and 


Links to match. 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes. Ear- 
rings, Cuff Links and Studs to match. 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, tincluding 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORDA. MILLER & CO., Inc. 
Manufacturers 
64 West an Street 
New York 
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FACULTY OF HOROLOGICAL SCHOOL 








The staff of the Chicago Institute of Watchmaking, Chicago, Ill., shown at one of their monthly discussion 
dinners held to continually review and improve the work being done at the school. Pictured above, seated, 
left to right are: Theophil R. Schroeder; James A. McKee; Obby Gribow, supply department; Rhoda 
Lavinthal, registrar; Paul Leeds, director; Harold Herron, assistant director; Philip Gordon, and Owen 
Pritchard. Standing, left to right are: Dr. Frederick C. Toenniges, senior instructor; Morry C. Schalin; 
John C. Cadwallader; Robert L. Scott; Peter Burgio; Carl Vogelbacher; Milton Burnstein, and Virgil Dowdy, 


A Crown For a Queen 


When the Minneapolis Aquatennial 
crowns its Queen of the Lakes for 1949 
as a climax to its summer festival of July 
93 through August 1, a new crown of ex- 
quisite artistry will figure prominently in 
the ceremony. It was presented to the 
civic association by the Dayton Co. of 
Minneapolis. 

Fashioned of sterling silver, 24 karat 
gold plated, the crown was produced by 
the J. B. Hudson Co. of Minneapolis from 
the design of James D. Dougherty. The 

















© RESTRINGING % 
€@) ForTheTrade @ 
PER STRAND 2 

; Plus 15¢ For The In- g 
\ sured Parcel Post a 
Package he 
\) EVERY JOB IS CLEANED (@ 
) A Fine-Quality Job (a 
At A Low Cost * le, 

> Mail Orders C 


Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 
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supporting jewels around the crown are 
mounted in settings created by William 
Hobe and constructed in his New York 
laboratory. : 

The gem center motif is copied from a 
crown used during festival celebrations in 
Florence, Italy, that won for Hobe the 
first prize of Exhibition of Arts and Crafts 
in 1906. It consists of genuine stones and 
pearls including emeralds, almadine gar- 
nets, white sapphires and other assorted 
stones. The supporting jewels around the 
side walls of the crown are synthetic 
stones mounted in settings created by 
Hobe. The clip-like hook at the back of 
the crown which allows the crown to be 
adjusted to head size is likewise a creation 
of Hobe. 

The exquisite coronet was worn for the 
first time by the reigning Queen of the 
Lakes. Miss Patty McLane when she rode 
on the Aquatennial float in the winter 
carnival parade of Minneapolis’ twin 
city, St. Paul. In splendor it matches the 
jeweled sceptre of King Boreau, winter 
carnival ruler. A metal band inside the 
crown carries the names of all past queens 
who reigned during the great civic festival 
which dramatizes Minnesota’s lakes and 
vacation areas. 





Clara Bergman adjusts the crown for Miss Patty 

McLane, Queen of the Lakes, who wore the ex- 

quisite coronet for the first time in the winter car- 
nival parade of St. Paul. 























CASTING 


by the 


SIMMON 
SYSTEM 


Equipment and sup- 
plies developed by an 
experienced and active 
caster, for volume pro- 
duction of silver and 


white metal castings. 
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Simmon Du-alamatic 
for wax patterns 


Simmon Industrial 
Injector 


Simmon silver 
Casting Machine 


Simmon White Metal 
Casting Machine 


Simmon Wax 
Flux-Rubber 


Send for free descriptive circulars 


ALEXANDERSAUNDERS &. co. 


formerly J. Goebel & Co. 


Precision 
Casting Equipment & Supplies 


95 BEDFORD ST. NEW YORK 14,N.Y. 
Cable address Howdah 
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K. NYGAARD 





Formerly 
~ I, 


NORWAY 
GENEVA 
PARIS 





*Maker of European Crown Jewelry* 
Any handmade Jewelry & Watchcase 
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@ Gold Filled Bracelet 
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<4 Numerous changes of residence and 
face-liftings are the order of the day in 
Boston jewelry circles this spring —- many 
occasioned by the vacating of a large sec- 
tion of the Washington Building on March 
1 by the blueprint concern of B. L. Make- 
peace Co. Hammering, pounding, sawing, 
painting, and general spring housecleaning 
is under way, and as changes in partitions 
are made, the following moves will take 
place: The Barry & Epstein Co. will more 
than double their space by taking over 
Room 402, adding it to their 400-401 
quarters, and will add Room 417 as a 
storeroom. Joseph Gann, who occupied 
Room 402, will take over four new rooms, 
404-5-6 and 7. Edward MacCourt will 
move from Room 702, which he shared 
with Haselton Co., to Rooms 411 and 412, 
Jewelers Bldg., and will represent the 
Louis Manheimer & Brother Co. of New 
York, which is opening in Boston again. 
Sharing the rooms with Mr. MacCourt, 
Arthur Wright will represent the Mautner 
Co., successors to Wolfsheim & Sachs. Mr. 
Wright was formerly in Room 309, with 
the Daniel Curran Co. Hub Materials 
Co., with Leo Rosman and Samuel Freed- 
man, moved from Rooms 311-312 Jewelers 
Building, to Rooms 408-9-10- and 11 in the 
Washington Building, more than doubling 
their space. The Henry Kamlot firm will 
expand from Rooms 307 and 8, Washing- 
ton Building, to include Rooms 309 and 
310. Three new show windows are being 
cut into the corridor, and new counters, 
showcases, and lighting fixtures will be 
added. In line with all this expansion, 
the Herbert Stranger Co. will take over 
Room 312, formerly occupied by Henry 
Kamlot as storage, and will use it for 
shipping and storage purposes. Other 
space will be available with the Make- 
peace removal, and other changes are 
anticipated. 

<4 Murray Lourie, 610 Jewelers Building, 
has taken on the Rima Watch Co., line of 
watches for the New England territory. 
<q Invitations in the mails to members of 
the Diamond Peacock Club this last 
month calied attention to the change in 
date of the organization’s annual dinner- 
dance from the originally announced date 
of April 10 to April 3. “April is the month 
of Diamonds,” the attractive invitations 
ran, with added announcement that ‘‘this 
year, above all, a most outstanding gift 
for each lady.”’ The affair was held in the 
Louis XIVth ballroom of the Hotel Som- 
erset, and complete details will be given 
in this column next month. Music was by 
Marshard, and early indications were that 
this year’s dinner dance will even surpass 
that of last year, hailed as ‘‘the outstand- 
ing social event in the history of New 
England jewelers.” 

<4 April promises to be a busy one, so- 
cially, for New England jewelers, with 
the convention of the Massachusetts and 
Rhode Island Retail Jewelers Association 
scheduled for April 7 at the Parker House. 





MEW BAGLAND 


While informal dress was the order of the 
occasion, as contrasted to formal dress at 
the Diamond Peacock  dinner-dance 
ladies were expected to attend as in the 
former event, and many door prizes and 
an outstanding entertainment program 
were planned. Here again, more details 
next month. 

<4 Third big social event of the month, 
and one which promises to be “best ever,” 
is the 25th anniversary dinner of the 
Boston Jewelers Bowling League at the 
Hotel Gardner on April 24. At the time of 
this report, only three weeks remained of 
the bowling season, and the D. C. Percival 
team was topping scores. Arthur Bleck- 
stein of A. Stowell Co., President of the 
League, announced that each bowler and 
the past presidents would receive a special 
gift. A large attendance is expected, in- 
cluding among special guests the officials 
of the 10 jewelry firms represented in the 
League. On the entertainment program, 
following the dinner, the Marino Sisters, 
acrobatic dancers, are featured. 

<4 A little further in the offing, but prom- 
ising to be still another fine event for New 
England jewelers, is the annual summer 
outing of the Boston Jewelers Club. This 
is scheduled to be held on June 2 at the 
New Ocean House, Swampscott, and the 
committees are busy on plans for the var- 
ious athletic events, as well as the enter- 
tainment program to follow the dinner. 
4 Kenneth Webb, for several years on the 
New England sales staff of the Herbert W. 
Stranger Co., has left to join his uncle, 
Owen Webb, in another line of business. 
<4 Henry’s Cut-Rate Jewelry Store, 291 
Washington St., recently expanded, doub- 
ling the size of the store, and adding at- 
tractive new show windows, counters, 
cases, and a complete new lighting sys- 
tem. A new neon sign completes the 
transformation, with George Goodman 
and Solly Meyers operating the store. 

4@ Robinson & Co., Jewelers, Inc., 331 
Washington St., is celebrating its 60th an- 
niversary this year, with special displays 
calling attention to the store’s founding 
in 1888. 

<4 “Governor” Romie Nathan of the 
Washington Building third floor cele- 
brated his 75th birthday on March 3, and 
fellow “constituents”? among the jewelers 
gave a party in his honor at Warmuth’s 
Restaurant. 

<4 The new entrance between the Jew- 
elers and Washington Buildings on the 
6th floor, which has taken a portion of the 
Eastern Jewelry Co., Room 602, Jew- 
elers Building, gives a view of a newly 
installed glass-brick doorway into the 
Goldland Jewelry Co. suite in the Wash- 
ington Building. 

<4 Bernie Smith of the Smith & Zaff firm, 
309 Jewelers Building, tangled with a 
passing car on Feb. 20, his coat catching 
on the bumper and causing him to be 
dragged about 30 feet before the car 
stopped. Bernie’s shoulder was_ broken. 
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He had it set at the Peter Bent Brigham 
Hospital, and is now recuperating at his 
home in Wellesley. 

4 Several representatives of the Bosten 
office of I. Albert’s Sons attended the for- 
mal opening of the firm’s Syracuse branch 
on March 10. Included were Nathan, 
Sidney, George S., and Emanuel Alberts 
and Ralph Bold. 

4 Mrs. Rose Marshall, Secretary of the 
Travis-Farber Co., 909 Jewelers Building, 
was soprano soloist recently at the musi- 
eale of the Dorchester Women’s Repub- 
lican Club, her rendition of “Cara Nome” 
bringing down the house. Charles Ross 
of the same firm is back after three weeks’ 
illness. 

4 Charles Lawson of the H. C. Lawson 
Co., 410 Jewelers Building, has been 
seriously ill and confined to the Massa- 
chusetts General Hospital. 

4 Byron Haldeman of Troy, N. Y., has 
joined Mahar & Engstrom, Jewelers Bldg., 
and will cover New York State for the firm. 
4@ Jean Gareau has purchased the store 
of Marcus the Jeweler in Somersworth, 
N. H. 

@ Mr. and Mrs. George H. Atwell of 670 
Dudley St., Dorchester, recently cele- 
brated their 50th wedding anniversary, 
with a party for them held at the Hotel 
Touraine. 

4 Daniel Curran of the firm of the same 
name, Jewelers Building, is recuperating 
from a recent illness and is planning an 
extended visit with Mrs. Curran to their 
son Charles in El] Paso, Texas. 

4 Edward Mirich, jewelry salesman em- 
ployed at 608 Fifth Ave., New York City, 





ANOTHER 


PRODUCT 


Seamless and solderless—made in one 
piece—exceptionally strong and dur- 
able. Each one fully guaranteed. Made 
in 14 K Gold in both natural yellow 
and white. Also in Stabrite quality, 
natural yellow and white. 


DZ Produit 


Manufacturing Company 
21 Audubon Ave., N. Y. 32, N. Y. 








was robbed of cases containing several 
thousand dollars’ worth of rings, brace- 
lets, pins, and watches. These were taken 
from his car while it was parked in 
Brighton, Mass., on March 3. The vent 
window in the car’s left door was forced 
by the thief. 

< The Fowler Silver Collection, owned by 
Francis E. Fowler, Jr., President of the 
Southern Comfort Corp., was displayed at 
the William Filene’s Sons department 
store, Boston, the week beginning March 
15, its second public showing since the 
display in the George Jensen Galleries, 
Fifth Ave., New York City. The collec- 
tion includes examples of American silver 
by Paul Revere; John Burt; Benjamin 
Burt; Samuel Edwards; Joseph Richard- 
son; John Brevoort; Joseph Foster; Sam- 
uel Hough; and many others. The 
English silver in the-collection dates from 
the reign of Queen Elizabeth, and includes 
pieces of each reign from that time to this. 
The rarest pieces are those recently ac- 
quired from the J. P. Morgan collection, 
including the Swettenham-Morgan Apos- 
tal spoons and Elizabethan plates. 

<4 Work on the expansion of the Alfred F. 
DeScenza store, 609 Washington Bldg., 
is proceeding apace, and the doubled space 
will be formerly opened shortly. 

<4 W. H. Burnham, jeweler, of 121 Main 
St., North Reading, Mass., is retiring from 
business. 

<¢ Miss Rita Kapstein, bookkeeper with 
Joseph Gann, 402 Washington Bldg., for 
the past 13 years, was married March 2%. 
<@ Henry Kamlot, 307-8 Washington 
Building, and Clarence Lund of the Lund 
Jewelry Store, Clarendon St., report en- 
thusiastically on the skiing at Sun Valley, 
Idaho, where they spent the month of 
February. 

<¢ Walter Afield and Donald Ross are now 
covering the New England territory for 
the costume jewelry firm of Leo Glass & 
Co., New York. 

<¢ Herman Burns will cover New England 
for Stern & Stern of New York City. 


<4 The office force of the Edmund W. 
Kirby Co., Jewelers Building, recently 
have received several newsy letters from 
Miss Fay Kirby, now in Istanbul, Turkey, 
where she is teaching, and, at the same 
time, visiting many points of interest in 
that area. 

<@ Mr. and Mrs. Harold E. Weston of 
Waltham have been on a Florida vacation 
since the first of the year, the business 
being operated during their absence by 
their son-in-law, James Faulkner. 

4 Kingsley Gordon Co., who operate a 
jewelry store in the Little Building, 
Boston, have opened up a branch in the 
arcade of the Park Square Building. 


¢ Harry Parritz of the Harry Parritz & 
Brother firm, Washington Building, has 
been suffering with his leg for some time, 
and has gone to Florida where he is re- 
cuperating. 

<4 Operation of the Boston Jewelry Man- 
ufacturing Co., 10th floor of the Jewelers 
Building, has been turned over by Z. 
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When you insure in the 
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Anshen to Frank DiVita, diamond-setter 
with the firm for 25 years. Mr. Anshen 
will retain office space in the quarters. 

<4 The regular monthiy meeting of the 
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It’s the LITTLE things 
that COUNT... 


THAT'S WHY PROGRESSIVE JEWELERS USE 


REUTTER DISPLAYS 





Constructed of strong metal throughout and artis- 
itically covered with black velvet. 10” front, 834” 
high, 314” deep. 


This VANITY DISPLAYER is. . like all other 
accessories designed to do the job! 
» 4 GET YOUR FREE 
WRITE CATALOG NOW 
REUTTER DISPLAYS 
147A SUMMER ST., BOSTON 10, MASS. 
SEE THESE FUNCTION DESIGNED ACCESSORIES 
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OBSERVATION 
AND RATING 
UNIT 


Results are indicated automati- 
cally — directly in minutes and 
seconds per day. Observation 
time: 15 or 30 seconds. Watch 
noises audible in loud-speaker. 
An instrument of utmost simplic- 
ity and low cost. Swiss made. 


DESIGNED BY 


JEAN L’EPLATTENIER | 


LA CHAUX-DE-FONDS 
(SWITZERLAND) 
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NEW ENGLAND 


(From page 327) 


New England Guild of the American Gem 
Society was held on March 31 at the Har- 
vard Faculty Club, a week after the close 
of the Conclave in Washington. Everett 
M. Hardy of the D. C. Percival Co.; 
Darwin Newmeister, of Bigelow-Kennard 
Co.; and Richard B. Chesley, Guild Pres- 
ident, with Thomas Long & Co., all re- 
ported on the Conclave which they at- 
tended. Instrument practice rounded out 
the session. 

<4 The Thomas Long Co. Employees’ As- 
sociation held its annual meeting and 
election of officers at the Hotel Miles 
Standish on March 9, in the Captain’s 
Cabin. Installation of new officers took 
place, with Joseph Ball of the wholesale 
department taking the president’s chair; 
Miss Ethel Jackson, retail department, be- 
ing installed as vice-president; Miss Anna 
Tampowski, office force, secretary; and 
Joseph Whalen, office treasurer. The 
group honored Richard “Dick” Chesley, 
its retiring President. 

<¢ B. S. White, store manager at the 
Smith-Patterson Co., has been out ill for 
some weeks. Hugh Matheson, of the 
watch department in the same store, has 
just moved into a new home he purchased 
in Newton. 

<4 Halper Loan Co., old established Back 
Bay firm, sold out its $250,000 stock by 
auction in March, and closed out the bus- 
iness. 

< A new beacon light shines on Beacon 
Hill these nights — a new neon sign at the 
corner of Beacon and Park Sts., just op- 
posite the State House, on the Trefrey & 
Partridge jewelry store. 

<4 John Russell Palmer, jewelry repairman 
and handler of Masonic jewelry, in Re- 
vere, Mass., died on Feb. 18, 1948. 

<4 The Hub Material Co., formerly lo- 
cated at 373 Washington St., Boston, are 
now located in new and spacious quarters 
at 387 Washington St. The firm is now 
quartered in rooms 408-9-10 and 11 in. the 
Washington Building and the new loca- 
tion provides three times as much floor 
space as formerly occupied. 

<@ Albert Bronstein of the B. & C. Jew- 
elry Co., wholesale jewelers located at 333 
Washington St., recently announced the 
formal opening of the Jewelry Exchange as 
part of the firm’s current expansion pro- 
gram. Many leading jewelers and whole- 
salers attended the formal opening of the 
new and modern establishment which oc- 
cupies three suites in the Province Build- 
ing in Boston. 


CORRECTION 


In the New England section of the Feb- 
ruary issue an item concerning Thomas S. 
Moody, 373 Washington St., Boston, was 
incorrect. 

The actual facts are as follows: 


In the past 25 years Mr. Moody has 
been in charge of finishing jewelry for the 
Boston Jewelry Mfg. Co., Norling & 
Bloom Co., Harry Heller, Inc., and Gold- 
land Jewelry. Mr. Moody and his two 
sons are now working in their new quar- 
ters, Room 705 in the Jewelers Building, 
and do not have anyone else sharing their 
new location with them. 








Retail Trade in Rhode Island 
Affected by Adverse Weather 

Retail jewelers in Rhode Island are find- 
ing business dull. One of them reported 
that “‘even the liars are crying.” 

The reason for this dearth of business jg 
the extreme winter weather the section has 
been having. For two whole months 
shoppers preferred the comfort of their 
homes to the hazardous conditions of the 
streets and sidewalks. During this time 
business in stores generally suffered. 

Ordinarily, such a lapse would be offset 
by a spurt of business when weather con- 
ditions become more favorable to shopping. 
This has not been the case this year due to 
the short season between Christmas and 
vaster. 

The poor weather lasted well into March 
this year. When good weather finally ar- 
rived shoppers were turning their atten- 
tion to the task of procuring coats, suits 
and bonnets for the Easter parade. 

Stores are well stocked with attractive 
merchandise. The retailers are confident 
they have purchased their stocks wisely 
and that regardless of pre-Easter apparel 
buying and the settling of income tax ac- 
counts, also in the Easter-eve period, the 
business they expected will not be entirely 
lost. They believe that some of it will 
materialize even though it is delayed until 
after Easter. 

Some of the large stores were surveyed 
in an effort to determine how far below 
last year the pre-Easter business has been 
this year. The survey shows a difference of 
between 10 and 15 per cent. 





NEMJ & SA Plans Two Meetings 

Plans are being made by the New Eng- 
land Manufacturing Jewelers’ & Silver- 
smiths’ Assoc. for a luncheon meeting in 
Attleboro and a dinner meeting in Provi- 
dence at which James A. Moran of the 
Jewelry Industry Council will tell of the 
council’s work in promoting the sales of 
jewelry. 

In addition to reporting on the past ac- 
tivities of the council, Moran will explain 
a means that will be used to promote jewel- 
ry interest by national advertising, fashion 
shows, jerelry displays and holiday em- 
phasis. 





Board of Trade Elects Officers 

Lester F. Morse, treasurer of the Gor- 
ham Co., Providence, was elected president 
of the Jewelers Board of Trade at a meet- 
ing of the Board of Directors on February 
20th. He succeeds Edgar E. Baker who will 
serve as a member of the executive com- 
mittee during this year. 

Horace M. Peck, long time secretary 
and treasurer of the Board of Trade, was 
re-elected to that position. 

Others elected are as follows: First Vice 
President, Raymond R. Sturdy, president 
of Cheever, Tweedy & Co., Inc., North 
Attleboro, Mass.; Second Vice President, 
Charles G. Brown, vice president of Stein 
& Ellbogen Co., Chicago, and president of 
the Chicago Jewelers Association; Assist- 
ant Secretaries, James McDermott and 
Vincent F. Chapman, and Assistant Treas- 
urer, Walter C. Crooks. Named to the ex- 
ecutive committee were retiring president 
Baker, president Morse and Fred A. Bul- 


lock. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








The Wallace and Speidel organizations 


Wallace and Speidel Firms caesar memes 

aiiac ip were prominently presented in two of the A SUPERI R | 

° :  & four “live” industrial demonstrations O 

Typify Industr y in Exhibit which occupy one side of the village green. | 
The jewelry industry was well repre- SILVER POLISH 

sented during the opening month of the oe S as 

New Haven Railroad's year-long exhibit : — 


The Wallace exhibit stressed the skilled 
hand operations involved in the manufac- re 
ture of its sterling holloware. Inside a ~ 








reproducing “Main Street, Southern New glass-enclosed booth a Wallace master 
England,” by two New England jewelry craftsman overated a hand hammer CAMPBELL’S 
and silverware manufacturers, Speidel po the yay of a W — om : : 

oration and Wallace Silversmiths. ristopher tea set while a co-worker did | f Ls 
ee ied on the east balcony of Grand the delicate and extensive hand chasing. | I L V E R SELLS FOR 
Central Station, New York City, the ex- A finished five-piece Sir Christopher tea | F | 50c 
hibit was officially opened to the public set and waiter were displayed in the / A BOTTLE 
on February 18th with ceremonies broad- “Show Window,” together with matching ~~ se a 
cast over the Mutual Broadcasting Sys- flatware and groupings of the others of the . shat 
tem. It has for its theme the presentation five Wallace sterling flatware patterns in- 7 perme : 
of this part of the country as ‘“‘a great cluding Grand Colonial, Rose _ Point, yet : 

Stradivari and Grand Baroque. Safe jon 


place to live, work and play.” Life-size 
replicas of a white Colonial church, a gen- 
eral store, cobbler’s shop, puppet theatre 
and apothecary and print shops, side by 
side with a “Show Window”’ displaying 
the modern products of 31 Southern New 
England companies, dramatizes the mix- 
ture of historical background and present- 
day industrial leadership which charac- 
terizes the region. 


Nothing to 


injure hands. 


iT PLEASES! 
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At the formal opening of the exhibit the Speidel 18L265. 


Corporation of Providence, R. |., showed one of its 
automatic chain-making machines operated by 


Edward and Herman Reichstetter, shown at left. 

Shown also in this picture with them are Charles C 2 R SHALL C0 a 
Spitzer, sales manager (rear) and Edwin Speidel, 
president, who shows a card of new-styled chains BOX 773 i, CHICAGO 80, ILLINOIS 


to Mrs. A. E. Walbridge of New York, a visitor at 
the display. 
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| A chain-making machine, which takes 
| round wire of various sizes and by a few 
simple automatic operations transfers this 





Wallace Silversmiths’ master craftsman, Clarence wire into chain in all sorts of different pat- 
= performs the skilled hand hammering in- terns, was displayed by the Speidel Cor- 
volved in the manufacture of the company’s ster!- poration at the exhibit. Other Speidel 
ing hollowware. The silver exhibit is one of four Saale neni anatale Cesta: auee li 
“live” industrial demonstrations on the village J , , oy . “che Wis , —— athens 
green of “Main Street, Southern New England,” Pp ay mm the “Show Win¢ wet 

Featured on the other side of the square 


a life-size reproduction of a colonial town pre- : = “tage 
pared by the New Haven Railroad and installed is a “talking” contour map of moulded 


on the east balcony of Grand Central Station. glass showing the topographical features 

New York. of the States represented while a voice tells 
of Yankee traditions and New England’s 
| cultural, scenic and industrial advantages. 
























TRAVELING CLOCK CASES “ge ae 
CIGARETTE CASES Next to it Is an exhibition, to be changed | 
emis ame _ each month, of paintings by New England | 
og ei — artists or on New England subjects. | 
Genuine More than three million visitors are ex- | 
: pected to see the exhibit which will con- ~e-. THIS 
Alligator tinue, admission-free, throughout the 
year. While the colonial -exhibits will re- RACIN E~ 
High- main unchanged, different products and UNIVERSAL MOTOR 
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land will be on display each month. 
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GOLDBERG & POSSOFF 


124 South 8th Street, Philadelphia 7, Pa. 
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BENRUS WATCH MATERIALS 
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Tools & Materials 
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4 The regular meeting of the Sansom 
Street Business Men’s Association was 
held Tuesday, Feb. 24th. The proposal 
for standardizing appraisals was submitted 
to the proper committee which has not 
had the opportunity to report at this writ- 
ing. Plans were laid for the banquet 
May 11th at the Warwick Hotel. Plans 
for future meetings include: March, nomi- 
nation of officers; April, election of officers; 
May, banquet. 

<4 Rumors have reached our ears of a new 
exchange that will soon appear on 8th St. 
between Sansom and Chestnut Streets. 
The building to house it is now being 
modernized. From a reliable source it 
was reported that the exchange will house 
40 tenants. 

<4 The Market and Chestnut Street Busi- 
ness Men’s Associations as well as the 
Sansom Street organization are all co- 
operating to find a more effective answer 
to the parking problems which makes it 
almost impossible for shoppers to use their 
cars conveniently for shopping in the 
down-town business district. 

4 Sol Partner has joined the Mickey 
Orloff Company as West Coast repre- 
sentative covering the territory from 
Texas to Washington inclusive. 

<4 In the worst fire in Trenton since 1915, 
which destroyed several adjoining build- 
ings, the Hamilton Jewelry Co. building 
at 122 S. Broad Street was damaged by 
water and smoke in February. 

4 Sidney Margolis of Sidney’s Jeweler’s, 
Germantown & Chelton Avenues, was 
wearing the “biggest watch in captivity” 
when he attended the regular monthly 
dinner meeting of the Retail Jewelers 
Association Tuesday, March 9th at Kug- 
ler’s. Jack Allen, described by his brother- 
in-law, Sidney Margolis, as “expert weight 
and measure man,” “‘confirmed”’ the facts 
that the watch weighs 20 lbs., measures 
over six inches and is held in place by a 
genuine dog chain suitable for a large 
great Dane. ‘The entire ornament was 
made especially for Sidney’s whose name 
it bears and was worn by Sidney himself 
in a pocket which was never intended for 
such a weighty matter. For some un- 
known reason, no one else seemed to have 
an accurate watch on this evening. Every 
few minutes someone asked Mr. Margolis 
“‘what time is it”? and he created a bit 
of excitement by pulling out his master- 
piece to answer. 

4 Sol Malmed of Greenbergs, 218 S. 
52nd Street has returned from an exten- 
sive auto tour which included a visit with 
his sister in Florida and several stops in 
Mexico. 

4@q The Retail Jewelers Association 
omitted a meeting in February but held 
the regular monthly meeting March 9th 
with renewed enthusiasm and a large at- 
tendance. The next regular meeting will 
be held April 13th, the place is not yet 
announced at this writing. 

<4 David Greenberg of 218 S. 52nd Street 
has returned from his 4 weeks trip to 
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Miami, Fla., where he sojourned with his 
sisters who make their permanent home 
there. 

<< Herbert Kaplan, who spent ten years 
in Stern’s jewelry department, has now 
joined with his brother Eugene, a former 
radio salesman who took up watch repair- 
ing, in a partnership. They bought 
Kerby’s Jewelry Shop at 42 S. 7th Street, 

Philadelphia, where they carry all major 
lines of watches and jewelry and small 
appliances, and offer watch repairing and 
other services, Herbert Kaplan informs 
us. The store was formerly owned by 
Harry Hyman. 

<q Walter J. Zabigilski, who owned and 
operated the WJZ jewelry store at 809 
E. Chelton Avenue for eight months, has 
gone out of business. 

<q Peter’s Jewelers of Germantown, Phila- 
delphia, are in the midst of adding a new 
“Outside Department.”’ No details were 
given, except that some men would be 
employed to build business by contacting 
those on their regular list of customers in 
their homes. 

<4 The Eastern Pennsylvania Guild of the 
American Gem Society held a_ regular 
monthly meeting February 19th, pre- 
ceded by dinner at Hollands. The meeting 
at the usual place, the Academy of Natu- 
ral Sciences, included a lecture by Nicola 
D’Aszenzo, the regular instructor, and 
laboratory work identifying gem stones 
with special equipment. 

<< Since many of the members planned to 
spend time in Washington, D. C., at the 
annual conclave, there was no local meet- 
ing during the month of March. The next 
regular meeting will take place April 15th, 
same time, same place. 

<q Albert H. West of Smith & West 
Jewelers, located in the Lincoln Liberty 
Building and the Pennsylvania Suburban 
Station, reports that appraisal work for 
insurance and estate evaluation purposes 
is bringing him an appreciable amount of 
business. He explains that this business 
is serving as a stepping stone to other 
transactions because it develops confidence 
in his integrity and knowledge of the 
jewelry business. He believes that many 
other jewelers who now discourage this 
business are overlooking a good means of 
promoting interest in their establishment. 
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sody Diamond Solitaire, provided for 
“Miss Press Photographer of 48 by 
M. Sickles and Sons, Inc., Philadelphia 
jewelers. Chosen by ballot from a field of 
fifteen contestants by the leading photog- 
raphers of the city, Miss Hollander was 
presented with her Rhapsody Diamond 
Ring by Bill Irving, President of the 
Philadelphia Press Photographers Ball 
scheduled for the Bellevue-Stratford, 
il 17th. 
Millom Bernstein of William’s Jewel- 
ers, has returned from a lengthy vacation 
in Florida. 
a Shrewsbury of Pasikow and 
Shrewsbury, 2640 Germantown Avenue, 
‘; building credit business by visiting old 
customers who have not entered the store 
recently. Each day he leaves the store 
about noon and fills his car with an assort- 
ment of rings, watches, silver and other 
items, and spends the afternoon in the 
homes of customers who have not bought 
anything in the store recently but often 
buy in their own homes where his sales- 
manship is practically uninterrupted. 
4 It has been reported that the trend to 
include carpets, washers and other appli- 
ances and furniture in with mortgage and 
the original purchase of a new house from 
builders is costing jewelers an appreciable 
amount of appliance business, and may 
soon cost them wedding and engagement 
ring business if this trend continues. 

A well known figure in jewelry circles 
expressed the opinion at a meeting of 
local jewelers recently that steps should 
be taken to stop this prospective “‘serious 
competition” by discouraging banks and 
other sources of loans from giving 20-year 
mortgages on items which are not likely 
to be used for a twenty-year period, such 
as these appliances, and by discouraging 
wholesalers from selling merchandise in 
that way. 

4@ Frank A. Jaskiewicz, who has spent 
months completely reconverting an old 
bank building at 2701 E. Allegheny Ave- 
nue into a modern jewelry store, mean- 
while carrying on his business in his home 
at 3630 E. Thompson Street, is now com- 
pleting this work after several disap- 
pointing delays. He plans to open the 
beautiful new store after Easter. 

4 Edwin W. A. Hoover, ‘03 S. 16th 
Street, who was formerly employed by 
Caldwell’s and now owns his own store, 
is now using a clever promotion to catch 
the eye of those who “fly by’’ without 
noticing his small shop on a busy street. 
From a small sign pasted on the inside of 
the window, a narrow red ribbon starting 
and ending with a bow carries the passers’ 
eyes to an item of merchandise in the dis- 
play such as a 17-jewel ladies watch, in 
the center of the window display. The 
item is the ‘‘Special’’ and is offered at a 
reduced price; for instance the watch 
mentioned was priced at $240 and a tiny 
sign beside it showing old and new prices 
indicated it had formerly sold for $360. 
He changes the item every Monday and 
Thursday, and expects to use this eye- 
catcher until the novelty wears off. 

4 Wolf’s Jewelers of 1 S. 8th Street are 
remodelling and redecorating. 

4 Stern’s jewelry buyer, Marshal Leo- 
pold, has been appointed buyer of elec- 
trical appliances in addition to jewelry as 
of March 1. 
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< Jewish jewelers were pledged to maxi- 
mum support of the 1948 Allied Jewish 
Appeal Campaign at an organizational 
luncheon meeting of the jewelers and 
loanbrokers division of the AJA held at 
the Benjamin Franklin Hotel, Friday, 
February 27. Joseph S. Milner was chair- 
man of the meeting. Albert Quell and 
Abram Racoosin, the latter of the Bulova 
Watch Co., spoke at the meeting. Mr. 
Racoosin stressed the immediate needs of 
Haganah. The date for the advanced gifts 
meeting of the jewelers and loanbrokers 
division was tentatively scheduled for 
the first of this month, and the campaign 
dinner was slated to be held on the 15th 
of this month, it was announced. 





Planning the campaign for the Jewelers and 
Loanbrokers Divisions: (left to right) Bernard 
Kaiserman, chairman Loanbrokers Division; Samuel 
Z. Korff, chairman Wholesale Jewelers Division; 
Myer B. Barr (standing), chairman Retail Jewelers 
Division; Josef S. Milner, general chairman 
Jewelers and Loanbrokers Division. 


Herman H. Barr is honorary chairman; 
Abraham W. Racoosin is honorary chair- 
man; Josef S. Milner, general chairman, 
of the jewelers and loanbrokers divisions; 
Samuel Z. Korff, chairman of the whole- 
sale jewelers division; Myer B. Barr, 
chairman, retail jewelers division; Ber- 
nard Kaiserman, chairman, loanbrokers 
division. Formation of the captains’ com- 
mittee included: wholesale jewelers divi- 
sion: Herman Dubrow, Arnold Gordon, 
Israel Lesse, Sidney Lopatin, Henry Paul, 
Edward Tinkelman, David Gubin; retail 
jewelers: Victor Bergelson, David Gersh, 
Ralph Huberman, Samuel Kind, Edward 
Mittler, Louis Neff, Edward Sickles, Ben 
Wachtel. 


<q Lester Smith of S. Smith & Sons and - 


Mrs. Smith have just returned from a 
vacation trip to Tucson, Ariz., from which 
they returned by way of California. 

<¢ Samuel Gleaner, owner of two Time 
Jewelry stores has returned from a vaca- 
tion of three weeks in Miami, Fla. Prior 
to his vacation Mrs. Gleaner, who man- 
ages the 12th Street Store while Mr. 
Gleaner is at 15th Street, took her vaca- 
tion in Florida. 

<4 Bud Ringgold of Ringgold’s jewelry 
store has found an appreciative audience 
for his musical creations. His songs will 
soon be recorded we hear tell. 

<4 Joseph Cohen of 1739 N. Peach Street. 
owner of Murray’s Jewelry Store, 620 
Market Street, discovered that this store 
has been robbed by some rather athletic 


(Please turn to page 333) 
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featured in the 


GRAN LINE 


for 1948 


No. 1725-a low 
priced ring of fine 
workmanship in 
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gold and enam- 


eled clock. 





No. 1715 =a 
higher priced ring 
of exquisite de- 
Sign with ruby 
eyes, enameled 
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14K gold. 





THEsE ELK RINGS from the “GRAN” 
line for 1948 are carefully designed 
to meet exact fraternal requirements 
and are made with the same fine 
workmanship and precision as the 
well-known “GRAN” Masonic Rings. 
They are priced for quick turnover 
and profit. 

Our representative will be glad to 
show you our complete line,of lodge 
rings, pins and buttons, as well as 
our many new stone rings of exclu- 
sive designs. Your request to see 
these will receive prompt attention. 
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NOW, 


you can convert your 
old style, agate jaw 
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into an up-to-date Ruby Model. Our fac- 
tory will replace the old agate jaws with 
the new knife edge Ruby Jaws, 

full %{ inches long, for only .. 9.00 


LOUIS LEVIN & SON, INC. 
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4 Fox Jewelry Cc., of Hagerstown, Md. 
have moved from 121 W. Franklin St. toa 
new and better location at the corner of 
Franklin and Potomac Sts. This new store 
is larger and more modern than the one 
previously occupied. 

4 On March 17, H. C. Hilton, of Thomas- 
ville, N. C., opened a new store on East 
Main St. under the name of Pegg-Hilton 
Jewelers. 

<The laboratory course on gemstone iden- 
tification for the students of Gemological 
Institute American Correspondence 
Courses was held in Baltimore on four 
evenings, 21% hours each, of the weeks of 
March 22nd and 29th at the Hotel Em- 
erson. David R. Lakein, of Lakein Jew- 
elry Co., was secretary of the class. 

4 Frank Gibson has closed his store in 
Ridgely, Md. He is now in Reno, Nev. 
and is planning to open another store at an 
early date in either Nevada or Florida. 

4 John A. Bauer, Jr., has sold his store 
at 662114 Harford Rd., Baltimore, which 
he opened on May 8, 1947, to Bernard 
Freiman. Mr. Freiman, who was formerly 
employed by Cohen Brothers, jewelry 
manufacturers in Baltimore, opened on 
March 10. He will carry nationally adver- 
tised merchandise and repair jewelry. Mr. 
Bauer has returned to his former occupa- 
tion of repairing watches for other jew- 
elry stores. 

<q David Rosenberg, whose main store is 
on Eutaw St., Baltimore, has opened up a 
third store in his chain on 36th St. There 
was a grand opening on March 12 and 
many beautiful gifts were given away. 
4 Erwin Jewelers, of Hershey, Pa., are in 
the process of having their store remod- 
eled. They will have all new fixtures and 
an entirely up-to-date store and expect the 
redecorating to be completed by May 1. 
<4 Ata business meeting held immediately 
before the annual dinner-dance of the 
Baltimore Jewelers Association, officers for 
the coming year were elected as follows: 
Walter Greenbaum, of S. & N. Katz, pres- 
ident; David Wiegman, Ist vice president; 
Oscar Levitt, of Leon Levi’s, 2nd vice 
president; Mrs. J. C. C. Justice, treasurer; 
John W. Mehling, secretary; Mrs. A. B. 
Taylor, assistant secretary. The Directors 
elected are Alice Baker, of Stieff’s Silver 
Co.; Harry Boumel, of U. S. Jewelry; 
R. K. Odenheimer ,of J. Engel & Co.; 
Nathan Goldberg, of Hennegan-Bates; 
John Fetting, Jr., of A. H. Fetting Co.: 
and Edward Kibler, of Kibler’s. 

<q J. Carroll Monmonier has moved his 
branch store from 708 Frederick Rd., 
Catonsville, Md., to a new and more mod- 
ern store at 704 Frederick Rd. His main 
store is at 1 E. Redwood St., Baltimore. 
<4 The Baltimore Association of Com- 
merce is sponsoring a series of sales meet- 
ings, which are being conducted by Jack 
Lacy, of the Lacy Sales Institute, Boston, 
Mass. Many jewelers, both retail and 
wholesale, are attending these meetings 
and finding them most interesting. 

4 Morris Levinson, of Morris Jewelers, 
Gastonia, N. C.; Sidney Kaufman, of 
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F redericksburg, Va.; John Lennox, of 
Friedman’s Jewelers, Savannah, Ga.;: and 
R. A. Burton, of R. A. Burton & Co,, 
Richmond, Va., were visitors in Baltimore 
during the past month. 

<q Harry C. Tee, Jr., purchased a building 
and drug business in Ridgley, Md., the 
latter part of February and will carry a 
complete line of jewelry, including watches 
bracelets, necklaces, etc. 
<4 Roy V. Cox has been appcinted Super- 
visor in charge of instruction in the St. 
Louis, Mo., branch of the Midwest Schoo] 
of Horology. 

< Don Shumate is the new manager of the 
Stevens Jewelry store at Poplar Bluff, Mo. 
Shumate, a native of Moberly, Mo., came 
to Poplar Bluff from Springfield, Ohio, and 
succeeds Earl Innes, who resigned from the 
firm and, with his son, is opening the 
North Star Diamond and Jewelry Co. in 
the Bank of Poplar Bluff Building. They 
will engage in the wholesale and retail 
jewelry business and specialize in dia- 
monds and watch and general jewelry re- 
pairing. 

<4 =H. L. Reichel of California, Mo., was 
closing out his jewelry store stock in that 
city in late February. He had operated the 
store for the last 18 months after buying 
the interest of Charles Dietzel, who had 
established it several months before. 
Dietzel expects to locate in some other 
town but had no definite plans. 

4 Delegates from five Tennessee guilds 
are expected to attend the annual conven- 
tion of the Tennessee Watchmakers and 
Jewelers Association at the Gayoso Hotel 
in Memphis, Tenn., May 2nd and 3rd. 
The speakers will include Daniel Gelding 
of Cincinnati, Ohio, superintendent of the 
Gruen Watch Co.; Dr. Frank D. Urie of 
Washington, D. C., president of the Hor- 
ological Institute of America, and John 
Morrie, sales manager of Helbros Watch 
Co. of New York. The delegates will 
select and present an award to the out- 
standing watchmaker in Tennessee for 


1947. 
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4 William J. Koen, prominent retail 
jeweler of Austin, Texas, has been elected 
a director of the Austin Chamber of Com- 
merce for the coming year. 

4 William G. Adams, formerly in the 
Randall Brothers sales department of 
Atlanta, Ga., has been appointed sales di- 
rector in the diamond department of 
Georgia Diamond Merchants. He has 
been in the jewelry business since his re- 
turn from Navy service. 

4 Robert B. Shaw has purchased the 
Baker Jewelry Co., 428 East Capitol, 
Jackson, Miss., and will operate the bus- 
iness under the name of Shaw Jewelry Co. 
Mr. Shaw, formerly of Paragould, Ark., 

where he was manager of the Fitspatrick 
Jewelry store, will handle nationally 
known merchandise, offer a complete gift 
department on a credit term plan, and 
operate a watch repair department. 





PHILADELPHIA 

(From page 331) 
and hard-working burglars the night of 
March 7th. The loot included 150 jew- 
eled rings, between 40 and 50 wrist 
watches, a number of cigarette lighters 
and several other items. Detectives be- 
lieved that the robbers were boys because 
of the method of entering the store. The 
thieves climbed up a large electric cable 
and then chopped holes through two floor 
levels to lower themselves to the store. 
4@ Edward Spiegelman is now president 
of the Paul Dreher Corporation located at 
717 Sansom Street, formerly owned and 
operated as Paul Dreher. Mr. Dreher 
continues to operate his business from 
this location and specializes in diamonds 
and single rare gems. Both businesses are 
located and operated from the same office. 
@qM. & D. Packman Co., operated by 
father and son, Maxwell and David Pack- 
man, have celebrated their second anni- 
versary at 138 S. 9th Street, Philadelphia. 
4 Samuel Segal is now conducting busi- 
ness at 723 Sansom Street. 
4q Sidney Rosen, formerly with Mickey 
Orloff, is now situated at 713 Sansom 
Street. 
4 Leonard Gaber, located at 717 Sansom 
Street, has made extensive improvements 
to his establishment. 





Sansom Street Business Men's Ass'n 
Favors “Stolen Goods Ordinance” 

Members of the Sansom Street Business 
Men’s Association made a motion to en- 
dorse a “stolen goods ordinance”’ for Phil- 
adelphia at a meeting of the association 
held in the Warwick Hotel on February 
26th. The occasion for the motion was an 
address by David Freeman who described 
the city ordinance enjoyed by jewelers of 
New York, Baltimore and other large 
cities, which protects them in the innocent 
purchase of stolen merchandise offered by 
private parties. 

Commenting on the purchase of second 
hand jewelry from a private party, Mr. 
Freeman said, ‘““Every purchase is imme- 
diately reported to the Police Department 
and the merchandise is held for a specified 
time before it can be resold. This guar- 
antees good intention on the part of the 
jeweler and absolves him of criminal in- 
tent in the event the jewelry was stolen.” 
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Sansom Street’s parking problem was 
also discussed and plans were made for the 
annual banquet on May IlI1th. Visiting 
jewelers from other cities, as well as city 
and state officials, are expected to attend 
the banquet. 


New York Horologists 
Attend Monthly Meeting 


Howard Beehler, dean of the Bulova 
School of Watchmaking and one of Amer- 
ica’s leading horologists, told more than 
250 watchmakers assembled at the March 
meeting of the Horological Society of New 
York that if the watchmaker repaired his 
watches well, leaving them in a factory- 
new condition, “adjusting’”’ would be un- 
necessary. 

Mr. Beehler, speaking on “Adjusting 
Past and Present” outlined the history of 
this series of operations which he claimed 
was an art not needed with present day 
precision manufacturing methods. He 
claimed that in present manufacturing 
standards, each part is pre-tested and 
gauged, and that in the great majority 
assembled watches when first tested fell 
within the limits of the close standards set 
for watches of the highest grades. If the 
watchmaker, in overhauling the movement 
or replacing parts was to do his work well, 
he would not introduce errors and “‘adjust- 
ing’’ would not be required. Mr. Beehler, 
former president of the Horological Insti- 
tute of America and honorary member of 
the New York Horological Soicety, then 
spoke of factory methods used in getting 
large quantities of watches to keep time in 
positions. 

President Park mentioned the society’s 
part in Paramount’s new motion picture, 
‘The Big Clock’’, and spoke of the courte- 
sies extended to the executive group of the 
organization. 

Executive secretary Henry B. Fried an- 
nounced that William H. Samelius, dean of 
the Elgin Watchmakers College and tech- 
nical editor of the American Horologist 
would lecture before the society in April. 
In May, he stated, Jack Head, vice presi- 
dent of American Time Products, would 
give a lecture and demonstration on ‘What 
Goes on Inside a Watch,” using electronic 
equipment heretofore unseen. Secretary 
Fried said that tentative plans for a lecture 
on the “Crystal Clock” by its inventor 
William Marrison is planned for June. 

To aid in the fund for a sound motion 
picture projector, a cleaning machine was 
raffled off and was won by Mr. Tompkins. 








Gem Trade Laboratory Elects; 
Eitelbach Again Chosen President 


“lected as officers of the Gem Trade 
Laboratory for the coming year at the 
annual meeting of the organization on 
January 15th were the following: Walter 
{itelbach, president; Herman M. Paskow, 
vice president; Leopold Nathan, secretary, 
and Aaron Sverdlik, treasurer. 

Directors elected at this meeting were 
Walter Eitelbach, Herman M. Paskow, 
Leopold Nathan, Aaron Sverdlik, Ralph 
Esmerian, Julius Kaufman, Bernard Lan- 
dau, Charles Mrrray, Albert O. Osterwald, 
Max Stern, Fred D. Warren, and Bert F. 
Young. 
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For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 
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SOLARPRUF 


““NORTH-LITE”’ SHADES 


The “North-Lite’”’ Window Shade. It shuts 
out the sun but lets in the much needed North 
Light required in your work. 


It can be measured for an installed in the 
same manner as an ordinary window shade. 


Call or write for samples and prices 


SOLARFRUF SHADE CO. 


CHelsea 3-5981 
228 Seventh Ave. New York 11, N. Y. 
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Price Markers 


les and augment the 
displays. Gracefully 
washable. Retains 
Any figure combination pos- 


Designed especially to price artic 
beauty of showcase and window 
fashioned, long-lasting and easily 
its beauty indefinitely. 
sible. Size—1%” x %” 
PRICES 

Set (25 frames & 300 numbers) 
$3. Additional Nos. (150 per 
sheet) 36c. Additional frames 
—{0e each. 

Orders sent C.O.D. $3.00 plus charges. To receive 
order postage-free, enclose $3.00 (check, money order). 


KOVEE PLASTIC CO. 
3753 N. Marshfield Ave., Dept. 120, Chicago 13, III. 


COLORS 
Frames—White, grey, 
black, red, green 
Nos.—Black, white, 
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4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 
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<4 Morey Feldman, middle west repre- 
sentative of the Crawford Watch Co., 550 
Fifth Ave., New York, is in charge of that 
firm’s Chicago branch office which was re- 
cently opened at 29 East Madison St. 

< At the monthly dinner meeting of the 
Jewelers Association of Greater Chicago, 
held at the Standard Club on March 3rd, 
the principal discussion concerned ways 
and means of improving the service ren- 
dered members by the Chicago Credit 
Bureau. President Jos. Hirtenstein had 
invited Milton Deutsch, manager, to at- 
tend and hear compalints and suggestions. 
As a result, the Bureau will stay open until 
nine P. M. on Monday, Thursday and 
Saturday. It developed that one wise cus- 
tomer had been able to take 17 jewelers by 
making purchases on these evenings when 
credit information was not available. 
Members in turn agreed to report all re- 
jects and bad checks to the Bureau, which 
in turn will advise all members. Executive 
Secretary, Ben Sacks, called attention to 
numerous window signs offering one-third 
to one-half off, and other matters in rela- 
tion to the Code of Ethics, but no definite 
action was taken. A noteworthy feature 
of recent meetings of the Association is the 
constant increase of interest and activity 
on the part of younger members. 

< The personnel, facilities and experience 
of two of the oldest lapidary organizations 
in the Middle West were united recently 
when Frederick J. Essig & Co., 162 North 








State St., Chicago, purchased the entire 
business of Klein Bros. Lapidary Co,, 7 
West Madison St. The Essig business was 
established in Chicago by the father of Mr. 
Essig in 1869 and the Klein Bros. business 
dates from 1880. Frederick J. Essig js 
president and Bernard J. Hersch is secre- 
tary-treasurer of the company. Mr. 
Hersch states that in the near future, the 
business will be established in larger quar- 
ters to provide sufficient space for the en- 
larged equipment and personnel. Each 
year, some member of the Essig Co. visits 
gem sources of the world. Last year, Mr. 
Hersch made an extended trip, including 
Australia, Siam, Burma, Ceylon, India 
and Europe; a trip of over 30,000 miles, 
mostly by plane. 

<4 At the annual meeting of the Fraternal] 
Association of Chicago Jewelers, held at 
their quarters, 10 South Wabash Ave., on 
March 6th, Jack F. Casey was elected 
president. Other officers are Vice Presi- 
dent, L. W. Silsby and Secretary-Treas- 
urer, John G. Leiner. Martin F. Lenz and 
Raymond L. Klein were elected directors 
for a two year term. The term of Helfer 
and Ben Teitelman as directors expires 
next year. During the fiscal year, March 1, 
1947 to March 1, 1948, three members 
passed away, Max Cohn, J. Joseph Gavin 
and Charles Burley. The report of Secre- 
tary Leiner indicated a substantial increase 
of assets, including $15,000 in bonds. 





“International Day” To Feature 
Canadian Jewellers Convention 


Jewelers from the United States are 
receiving a special invitation to the 30th 
Annual Convention of the Canadian 
jewelry trade to be held in Vancouver, 
B. C., in April. 

This will be the first national conven- 
tion of the association ever to be held on 
the Pacific Coast. Beginning on Sunday, 
April 25th, the convention will continue 
till Wednesday the 28th, following which 
there will be an overnight holiday trip to 
Victoria for April 29th by steamship. The 
official business of the convention will all 
be conducted in Hotel Vancouver, ter- 
minating on Wednesday. 

Visitors from the United States will be 
specially interested in “International Day”’ 
Tuesday, April 27th. On that day the 
program will largely be provided by mem- 
bers of the American trade, featuring such 
speakers as G. H. Niemeyer of New York; 
Leo Weisfield of Seattle; Al. Sartori, 


Spokane, and others whose names have 


not yet been confirmed. 

Canadian jewelers invariably combine 
many social events in their annual con- 
vention. On Tuesday evening there will 
be the customary President’s banquet and 
ball, to which all visitors are invited. At 
this banquet there is the colorful cere- 
mony performed each year, ““The presen- 
tation of the Presidential Collar of Office,”’ 
which is now an established institution in 
the trade. Before the dinner there is a 











cocktail party and reception, to be at- 
tended by something over 600 members 
of the trade, including visitors from the 
U. S., who will be specially honored guests 
for the occasion. 

The Canadian Jewellers Association is a 
combined association representing re- 
tailers, wholesalers and manufacturers, so 
that all branches of the trade are well rep- 
resented at Convention time. They usu- 
ally provide adequate time for sports 
events and outdoor activities. 


Fabulous Gem Collection Displayed 

More than $500,000 worth of diamonds 
and other precious stones were displayed 
by Harry Winston, Inc., at the E. Hertz- 
berg Jewelry Co. of San Antonio, Texas 
during the week of March 3rd to 10th 
inclusive. 

The display included an 88-carat dia- 
mond clip valued at $150,000; a diamond 
necklace worth $100,000; a marquise cut 
diamond worth $45,000, and other fine 
stones, such as a large star sapphire and 
pigeon’s-blood ruby. 

Harry Folks and Julius Cohen, of Win- 
ston’s, accompanied and explained the dis- 
play to visitors. 


MASTER Whtchmahing 


“Famed the World Over 
as the School of Quality” 
CHICAGO SCHOOL OF WATCHMAKING 


Founded in 1908 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dept. 228 Chicago 47, Ill. 
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"Open Front” Jewelry Store 
Has Great Customer Appeal 





Models of the new “open front” stores, 
prototypes of the visual, scientifically 
lighted and functionally color styled com- 
mercial shops scheduled for the American 
shopping center of tomorrow, were dis- 
played in New York recently to more 
than 1,000 architects. 

Designed by Pittsburgh Plate Glass 
Company’s department of architectural 
design, the model stores are constructed 
to one-eighth scale with the displays being 
executed in minute detail. According to 
Elmer A. Lundberg, director of architec- 
tural design for the firm, the models 
shown can be used as basic designs by 
architects for any locality in the U. S. A. 

Following the showing here, the models 
mounted in specially constructed trailers 
will move to Philadelphia on the first leg 
of a tour which will cover 250,000 miles 
during the next three years. Pittsburgh 
Plate officials revealed that preliminary 
plans are for the “Store Modernization 
Caravan”’ to show in 540 cities with popu- 
lations over 40,000 persons. <A _ similar 
caravan, featuring store fronts only, 
toured the country from 1936 to 1939. 

Planned as a service to civic organiza- 
tions, bankers and architects, the model 
stores required more than a year to develop 
and build. Pittsburgh Plate, pioneer in 
store front modernization programs, con- 
ceived the caravan as a visual aid to com- 
munity planning. 

Typical of the miniature retail outlets 
on display, which embody the ultimate 
in modern design, is the jewelry store 
pictured above. This shop is designed with 
wine and gray carrara structural glass 
with the wine portion suggesting large 
vertical pylons supporting the small, hori- 











zontal display window. Since the mer- 
chandise handled by a jeweler is usually 
small in character, it must be displayed 
close to eye level and should not be 
dwarfed by a large surrounding display 
area. 

The low ceiling of the display window 
permits intense lighting so valuable in 
bringing out the quality of expensive mer- 
chandise. The area behind the display 
window is treated with translucents glass 
which will not only give versatility in 
lighting and decorating the display win- 
dow but also permits adequate illumina- 
tion of the work bench directly behind it. 

Although open vision could be incor- 
porated in a jewelry store design, in this 
instance an attempt is made to limit the 
area to include a small reception space. 
The entrance door is of a free standing 
type past which the display windows con- 
tinue into the interior. Flesh tinted glass 
has been utilized in glazing the area sur- 
rounding the door. 


Appointed to State Licensing Board 

Clyde J. Cauwenbergh, Green Bay, 
Wis., has been appointed by Governor 
Oscar Rennebohm to membership on the 
Wisconsin Board of Examiners in Watch- 
making to succeed R. Lees Avery, Apple- 
ton. 





CLYDE | 
CAUWENBERGH 





Cauwenbergh, a member of the 
Wisconsin W atchmakers Association, 
UHAA and the Wisconsin Retail Jewelers 
Association, has long been active in asso- 
ciation affairs. A watchmaker for 36 years, 
he has conducted his own retail jewelry 
business for the last 19 years. He served 
the Fox River Valley Jewelers Guild as 
president and was its secretary for ten 
years. 


Mr. 





Sixteen New Junior Watchmakers 
Announced by Horological Institute 


The Horological Institute of America certicfiates have recently been granted in the junior watchmaking 


class to the following watchmakers. 


JUNIOR WATCHMAKERS 


NAME 
Jay C. BLAINE 
Ray E. Crooks 
LorTeEN G. Hoop 
HerBert M. SHELDON 
Doucitas H. Watts 
JoserH F. Kosk1, Jr. 
WILLIAM N. PETERS 
NorMAN C. CocksHAW 


Lours C. Buscu 

LAWRENCE FE. Lorrus 

Joun J. McLain 

EO F. GoRzKOWSKI 

Dominic PETER LARAIA 
EpMOND BERTHOLD PAULSON Elgin, Ill. 
LEON SCHWARTZ 


JONATHAN C. WATSON 
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ADDRESS 
Santa Cruz, Calif. 
Hot Springs, N. M. 
Milledgeville, Ga. 
Brooklyn. N. Y 
Cheraw, S. C. 
Washington, D. C. 
Washington, D. C. 
San Jose, Calif. 


Memphis, 


Washington, D. C. 
Brooklyn, N. Y. 


Missoula, Mont. 
Tallahassee, Fla. 


EMPLOYED BY 
Wm. H. Genken 
Ken Umbersons 


M. J. Spiro 


Instructor at Peters 

School of Horology 

Student at San Jose 
State College 


Cincinnati, Ohio — 
Columbus, Ohio —_— 
enn. —_— 


Students at Gruen 

Watchmaking Institute 

Student at Washington 
Technical School 

Student at Geerge Washington 
Vocational School 

Student at Elgin Watchmakers 
College 

Student at Sowers School, 
San Jose, Calif. 

Student at Tampa School 
of Watchmaking 











24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 




















“THE PATHWAY TO SUCCESS” 





~ - =. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 





























STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


WELMAID MANUFACTURING Corp. 
1737 N. Campbell, Dept 24, Chicago 47 


——~,- mn ltl al ee 

















Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 


29 East Madison Street, Chicago 3, Illinois 




















18 Size Hunting, 


épcone WATCH CO. 
S S.WAGASH AVE. CHICAGO ILL. 
USED WATCH . 
foal 
MATERIALS 2 
o 
USED MOVEMENTS 1 n 
Good Condition © 
Good Dials 2 x 
ofece : 
7J, $3.00—15), $4.00 THE PRICE OF oy 
Elgin, Waltham NEW MATERIALS = 
75, $2.00—15J, $3.00 © 
18 Size O.F. Wheels, pinions, 6) 
Eigin, Waltham pallet forks, etc. 
7J, $2.50—15J, $3.50 for all watches. 


6 Size Elgin, Wal- Send sample of 


-_ tham, Hunting what you want! All 
7J, “Lee Guaranteed! Remit 
éJ, $2.50—15J, $3.50 


only If satisfactory. 

















Harry Greenwold Co. 


The House of Quality and Service 
IS WEST 7th STREET. CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


PANMILTON WATCHES (Zones 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
Tome Zo] amd Sielesl lee Abi aolitile! Lila S 


and &) 











PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 











Wk SPECIALIZE... 
in special order worl. Sud us your 
specifications. W. Ld submit a design 
without obligation. 


SCHUMER BROTHERS CO. 





, ( / 
Manufacturing > ers 


5 EAST THIRD STREET CINCINNATI. OHIO 


DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnets Obi 





















DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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<4 Max Getz, president and general man- 
ager of the Mayor Jewelry Co. in Cincinl 
nati, Ohio, was honored at a testimonia- 
dinner in that city, March 20th, which was 
attended by approximately 200 employes, 
former employes and other associates of 
Mr. Getz. The occasion was the 25th an- 
niversary of the company founded by Mr. 
Getz who has been in control since. The 
silver jubilee banquet was held at the 
Netherland Plaza Hotel. 

<q The Walnut Hills Business Men’s As- 
sociation held their annual dinner-dance at 
the Alms Hotel on February 10th. Jew- 
elers who attended the affair included Mr. 
and Mrs. Carl Wagner, Northside and 
Peebles Corner, and Mr. and Mrs. A. J. 
Laumann, 2454 Gilbert Ave. 

<4 On February 9th the Vine Street Bus- 
iness Men’s Association gave their annual 
dinner at Lookout House. Mr. and Mrs. 
Al Esberger acted as host and hostess at 
the affair. 

<< Jack Armacost, formerly with Gerwe- 
Brown Co., is now connected with Sam 
Silverman Co. on West Fourth St. 

<q Harvey Faller, connected with Bentel 
& Faller, 617 Vine St., and his wife re- 
cently made a trip to San Diego, Cal- 
ifornia. 

4 Friends of Lars R. Ollsen of Meade and 
Co., Chicago, will be glad to know that he 
is once again back on the road after being 
laid up for sometime with a broken foot. 

<4 Andy Huff has been eating his break- 
fasts at the Netherland Plaza, Alms Hotel, 
and the Chamber of Commerce in Covy- 
ington at various times to demonstrate a 
new razor. 

<4 Carroll Seghers of Carroll’s Jewelers, 
200 East Fift St., recently returned from 
a trip to Florida. 

4 Jack Schmidt of Gerwe-Brown Co., is 
back from his initial sales trip through the 
South and Southwest. Mr. Schmidt re- 
ports that his trip was a very successful one. 
<¢ Louis Hummel, jeweler located at 
Fourth and Vine St., recently returned 
with Mrs. Hummel from a pleasant va- 
cation in - Florida. 

<4 The Friendly Sons of St. Patrick held 
their annual dinner-dance at the Nether- 
land Plaza on March 17th. George 
Emmett Brown of the Gerwe-Brown Co. 
acted as host at a table for the jewelers. 
Mr. Brown’s father journeyed from Louis- 
ville. Ky., for the occasion. 

4 Herbert Krombholtz is currently so- 
journing in Florida. 

<4 The Rosenbaum brothers of the Amer- 
ican Jewelry Co., 33 E. Sixth St., are also 
vacaticning in Florida. 

4 Cincinnati jewelers who attended the 
recent convention of the Ohio Retail 
Jewelers Association held in Columbus in- 
cluded: George Brown, Emmett Fitz- 
patrick, and Jack Gerwe, all of the Gerwe- 
Brown Co., and Mr. and Mrs. Carl Leser 
of 4144 Hamilton Ave. 

4 Richard T. Welling, jeweler of Lock- 
land, Ohio, has changed his firm name to 
Welling Jewelers. 


























CINCGINNAT 


< Adolph Wiebell, jeweler located at 1739 
Vine St., has remodelled his store by add- 
ing a new and modern front and installing 
up-to-date fixtures. 

<4 Dodd Credit Jewelers, located at Sixth 
and Vine Sts., have enlarged their quarters. 
<4 Max Getzug, jeweler at Fifth and Vine 
Sts., is celebrating his 25th anniversary 
in the jewelry business this year. 

<4 The Central Vine Street Businessmen 
gave a dinner on March 4th to commem- 
orate Al Esberger’s 50th anniversary on 
Vine Street. Mr. Esberger was presented 
with a diamond ring and a bouquet com- 
posed chiefly of radishes and carrots. 

<¢ Two armed bandits escaped with $500 
from Savin’s Jewelry Co., 36 E. Sixth St.. 
in a recent hold-up. The president of the 
firm and a watchmaker were herded by the 
bandits into the rear of the store and told 
to “lie on the floor.” 

<4 Charles Richter, well known Cincin- 
nati jeweler, went to California in mid- 
February for the purpose of gaining in- 
formation that might be helpful in equip- 
ping the recently acquired police target 
range in Cincinnati, in which he is inter- 
ested. He also visited Texas and Arizona 
on the trip. 

<¢ The Northern Ohio Guild of the Amer- 
ican Gem Society held its regular monthly 
meeting on March 9th at the Hatch 
Building, Western Reserve University. 
Aquamarine and emerald being the re- 
spective birthstones of March and May, 
Dr. Glenn C. Tague chose the mineral 
species beryl as the subject of his lecture. 
Among the lesser known varieties of this 
mineral which he discussed were morganite, 
golden beryl, heliodor, and others. 


Organize New Student Council 

A student council has been organized 
and is already in operation at the New 
Castle Jeweler’s Training School of New 
Castle, Pa. One of the first undertakings 
of the newly formed council was to open 
the cafeteria of the school and operate it 
themselves. The equipment of the cafe- 
teria will be purchased from the school by 
the council and surplus funds from the 
operation of the cafeteria will be used for 
student benefits such as recreation fa- 
cilities. 

Recently a brother of one of the school 
students was in the hospital and needed a 
blood transfusion. A call was made to the 
school by the sick lad’s brother and a num- 
ber of students with the type of blood 
needed voluntarily responded and saved 
the young man’s life. 








Blustein Company is Expanding 

Blustein Co., wholesale distributors of 
Washington, D. C., signed a lease for an 
entire building in which it utilized only 
two offices upon initial occupancy in 1932. 
By taking over and immediately remodel- 
ing space as the other tenants vacate, 
Blustein Co. will, by October, cover the 
entire “G” St. and a portion of the “9th” 
St. side of the building. Entrances will re- 
main at 817 G. St., N. W. 
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DIAMONDS FOR AFTERNOON AND EVENING WEAR 

















Mrs. Walter Thornton, wife of the model agent, and one of the ten best-dressed women of 
the year, models diamond jewelry from Harry Winston on an afternoon and an evening 


dress which she has chosen from current collections. 


For dressy afternoon wear, above left, 


Mrs. Thornton has chosen a simple navy satin. At the base of her throat, following the dress 
line, she wears a flat choker of round and baguette diamonds. She also wears triangular 


diamond earrings and a diamond bracelet. 


Above right, Mrs. Thornton attaches a large 


baguette diamond clip to the flat diamond choker she wore in the afternoon, to complement 
the decollete neckline of her dinner gown. 





New York Retailers Have 
Gala Time at Annual Fete 


The annual dinner-dance of the Execu- 
tive Board of Retail Jewelers Associations 
of Greater New York, held at the Hotel 
Astor in New York on Sunday evening, 
March 21st, saw over 1,000 members and 
guests attending and enjoying an evening 
of relaxation and good fellowship unspoiled 
by serious business. 

The evening’s fun began with the usual 
cocktail party and “‘get-together”’ session. 
Members and guests assembled at 7:00 
and repaired to the dining room where, 
after the singing of ‘““The Star Spangled 
Banner” and bugle playing ““T'aps”’ for de- 
parted members, the usual sumptuous 
dinner was served. 

Guests of honor at the head table in- 
cluded: Phineas Peters, general chairman, 
chairman of the Executive Board and pres- 
ident of the Brooklyn RJA; Max J. 
Schwartz, general secretary; Harry Gross, 
president of the Bronx RJA; E. M. Bel- 
man, president of the Metropolitan RJA; 
B. H. Schwartz, president of the Long 
Island RJA; Charles T. Evans, executive 
secretary American National Retail Jewel- 
ers Association; William Wagner, 
executive secretary National Association 
of Credit Jewelers; Meyer Gordon, presi- 
dent of the Westchester Association of 
Jewelers; I. Hirschhorn, treasurer; Sam 
M. Jacobson, advisory chairman, chairman 
of the Executive Board’s Trade Ethics 
Committee, and Henry Astor, chairman, 
ticket and seating committee. 

At the close of the dinner General Chair- 
man, Phineas Peters, acted as toastmaster 
and introduced members and guests seated 
atthe head table. He read a congratula- 
tory telegram from New York’s Mayor 
William O’Dwyer wishing the gathering a 
joyful evening. 

During*the evening a number of valuable 
door-prizes were awarded to members and 
guests. In addition, all men attending 
received a tie-clasp as a souvenir of the 
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occasion, and ladies received an attractive 
cigarette lighter. 

Following the meal a floor show was pre- 
sented featuring Benny Fields, star of 
stage, screen and radio. Other entertain- 
ment included dancing by the Rimacs and 
comedy by Bobby Sargent, who was 
master of ceremonies at the affair. 

The remainder of the evening was taken 
up» by dancing that lasted till even the 
most enthusastic party-goer was ready to 
quit and call it an evening. 





Henshel Heads Jewelry Division 
In Drive for Cancer Control Funds 


Col. Harry D. Henshel, vice-president 
of Bulova Watch Co. has accepted the 
chairmanship of the jewelry division of the 
1948 Joint Campaign of the New York 
City Cancer Committees, Thomas A. 
Morgan, chairman of the board of The 
Sperry Corp. and chairman of the Com- 
merce and Industry Division for the 
$1,750,000 Campaign, recently announced. 

In announcing this appointment, Mr. 
Morgan stated that the five-boroughs’ 
appeal for funds began on April 4, as part 
of the American Cancer Society’s nation- 
wide effort toward a $16,042,000 goal for 
cancer control. It will continue through- 
out the month, which has been designated 
by President Truman and Congress as 
“Cancer Control Month.” 





AGS Moves Headquarters 


For some time the activities of the 
American Gem Society have been increas- 
ing to a point where the limited quarters in 
the buildings with the Gemological Insti- 
tute of America were insufficient, yet lack 
of adequate office space selswhere in Los 
Angeles delayed removal. Now, however, 
Executive Director, Alfred L. Woodbill 
announces the opening of the Society’s 
own headquarters in modern offices at 
3142 Wilshire Blvd., Los Angeles 5, Calif. 
There, as a complete entity, the American 
Gem Society is expanding its services to 
members and its functions for the jewelry 
industry. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 








818 LIBERTY AVE., PITTSBURGH 











Sizes from 1-64 always 
in stock. In half sizes 
from 1-10. None genu- 
ine unless stamped 
JE VIN on face. Stocked 
by all leading material 
dealers. 


ee $7.80 
ae $7.20 
a $6.60 
ee $5.10 
No. 3-64 ..... $3.60 














“New Look" 


For Your Customers Jewelry—after 
we have Repaired it. 
RINGS OUR SPECIALTY 
* NEW BEZELS & SHANKS 
* SIZINGS 


* STONES & DIAMONDS SET 
* RINGS POLISHED LIKE NEW 


Fine Repairs for Less—48 Hour Shop Service 


a ewe 


1947 BROADWAY, N. Y. 23, N. Y. 














PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE - YORK, PA. 

















JEWELERS’ LATHES 


REPAIRED AND REBUILT 
Used Lathes bought and sold 


E.W. KOCH MACHINE WORKS 
220 Arch St. Cumberland, Md. 
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| Where to Buy 


| China and Glass 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 


Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, ‘New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 























MADDOCK & MILLER, INC- 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 

















: importers of 
.7 ENGLISH CHINA 
and 
EARTHENWARE 

Stoek and Import 


FONDEVILLE & CO., INC. 


149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 





















ROYAL DOULTON 


Enmelisk Bone China and BRarthenware 


DOULTON and CO., Ine. 


Successors To 

WM. 8. PITCAIRN CORPORATION 

12 Fifth Ave. 
ETN TN WOE A 
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New Yerk, N. Y. 


FraNK H. ANprREws, 85, of 285 Morris 
Ave., Providence, a gold and silver refiner 
in Rhode Island for many years, died 
March 9th at his home. In 1890 Mr. 
Andrews became a member of the firm of 
Cornell and Andrews, gold and silver re- 
finers, and later was a sales agent for the 
Kemper-Thomas Co. of Cincinnati until 
his retirement in 1942. Surviving are his 
two sons and a daughter. 


WILxii1AM ANSEN, 55, president of Louis 
Aisenstein & Brothers, Inc., watch im- 
porters, of 630 Fifth Ave., New York, died 
on March 18th at his home in that city. 
In 1922 Mr. Ansen joined the firm of 
Aisenstein-Woronock Sons, Inc., as an offi- 
cer, after leaving Chicago where he was a 
partner in the Wilmort Mfg. Co. Follow- 
ing the dissolution of Aisenstein-Woronock 
& Sons, Inc., he became a partner in Louis 


WILLIAM ANSEN 


Aisenstein & Bros. in 1942. Shortly there- 
after the firm was incorporated at which 
time he was made president. Mr. Ansen 
was a member of the board of directors of 
the American Watch Assemblers Associa- 
tion and a member of the watch com- 
mittee of the National Wholesale Jewelers 
Association. Surviving are a son, his 
mother, two brothers, and four sisters. 
Mr. Ansen’s brother, Edward, is associ- 
ated with the Aisenstein firm. 


Joun E. Birks, 72, retired meniber of 
the firm of Henry Birks and Sons, jew- 
elers and silversmiths, died in Montreal on 
March 20th after a short illness. Mr. 
Birks was born in Peoria, Ill., and went to 
Montreal as a young man to join the firm 
founded by his uncle, the late Henry Birks. 
He retired in 1944, after 55 years with the 
firm. He is survived by his widow and 
three sons. 


RatpH Conarp, export manager for 
U. S. Time Corp., 630 Fifth Ave., New 
York, was killed instantly on March 23rd 
when he was struck by a station wagon 
while crossing the street at 51st St. and 
First Ave., New York. He is survived by 
his mother, father and two sisters. 


BEN DatTTreELBAuM, 61, partner in the 
firm of Dattelbaum & Friedman, One West 
47th St., New York, manufacturers of 
rings, died suddenly on March 7th at his 
home in that city. Mr. Dattelbaum grad- 
uated from Packard Business College in 
1903 and in the same year became asso- 
ciated with the firm of Dattelbaum & 
Friedman. He was a member of the 
Jewelers Square Club, Mecca Temple, 
True Craftsmen Masonic Lodge, Sioux 
Lodge Knights of Pythias, First Young 
Men Krakauer Benevolent Society, and 








Krakauer Aid and Charity Society. Su 

viving are his widow and brother ‘Mes 
Dattelbaum who is associated with “a 
firm of Dattelbaum & Friedman. ; 


Hucu B. Hattett, 69, president and 
manager of the J. L. Teeters Jewelry Co 
Lincoln, Nebr., died March 7th. Immedi. 
ately after graduating from high school in 
1897 Mr. Hallett went to work for J L 
Teeters as an office boy. In 1916, in part. 
nership with Herbert S. Knapp, he bought 
the business from Mr. Teeters. He hag 
served two terms as a member of the board 
of directors of the National Wholesale 
Jewelers Association. He is survived by 
his widow and three sons. 


H. Monroe Larter, 48, since 1938 
president of Larter & Sons, jewelers of 
Newark, N. J., died March 20th at his 
home in that city. Mr. Larter attended 
schools in Morristown, N. J., before re. 
ceiving his higher education at Princeton 
and Columbia. In the first World War he 
saw active service with the Naval Re. 
serve. A widower, he is survived by his 
two daughters and his mother. 


Moses H. Lasky, 53, middle west sales 
representative for Jacques Mandelbaum, 
Inc., 2 West 46th St., New York, died 
March 8th. He was a member of the board 
of trustees of the University Settlement. 
Survivors, in addition to his widow, in- 
clude his two brothers and two sisters. 


ERNEsT M. Lunt, 77, retired industri- 
alist, died recently at the Home for Aged 
Men in Newburyport, Mass. Mr. Lunt, 
when a young man, was associated with the 
Towle Mfg. Co., as a vice president and 
manager of the Chicago office from June, 
1885, to July 1, 1913. 


CHARLES A. MEALY, 66, associated with 
the firm of William B. Ogush, Inc., New 
York, manufacturers of fine jewelry and 
watch cases, died on February 26th in 
East Orange, N. J. In 1898 Mr. Mealy 


CHARLES A. MEALY 





started in business with the retail jewelry 
firm of his father, John W. Mealy & Son 
Co., Baltimore. He left his father’s firm 
in 1913 to form the Mealy Mfg. Co. in 
Baltimore, devoted entirely, at first, to the 
manufacture of a holder which would con- 
vert the then fashionable pocket watch 
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‘nto a wrist watch. In 1921 he sold the 
Mealy Mfg. Co. and joined the Hadley 
Co. of Providence, R. I. as sales manager. 
During his employ with the Hadley Co., 
with the help of the head toolmaker, Mr. 
Mealy developed the ratchet for use with 
watch bracelets, which was patented by 
the Hadley Co. and was widely used by all 
watch attachment manufacturers. In 1934 
he became associated with the R. F. 
Simmons Co. of Attleboro, Mass., and two 
years later, at the request of William 
Forstner, became sales manager of the 
Forstner Chain Corp., Irvington, N. J. 
Following his resignation from this firm, 
Mr. Mealy joined William B. Ogush Co., 
New York, where he was just beginning 
his work when he was stricken. Mr. Mealy 
was a member of the Jewelers’ Fraternal 
Association of New York, and at one time 
was a director of the Jewelers Board of 
Trade and the New England Mnaufactur- 
ing Jewelers and Silversmiths Association. 
Surviving are his widow and_ three 
daughters. 


Tuomas H. McCuure, president of the 
Fischer Co., jewelers of Chattanooga, 
Tenn., died March Ist. Mr. McClure had 
been with the company since 1905. He is 
survived by his widow and one daughter. 


Henry F. STEcHER, 70, treasurer and 
manager of the August H. Stecher Co., 
jewelers at Milwaukee, Wis., died March 
5th in South Pasadena, Calif. Mr. 
Stecher had been in the jewelry business 
for more than 55 years, having started 
with his father, the late August H. Stecher. 
He was treasurer of the National Jew- 
elers Mutual Fire Insurance Co. and 
treasurer of the Wisconsin Retail Jew- 
elers Association for more than 40 years. 
Surviving are his widow, a daughter and 
a son. 


Hersert P. Wuittock, 79, curator 
emeritus of mineralogy at the American 
Museum of Natural History, died on Feb- 
ruary 2Ist after a long illness. Mr. Whit- 
lock graduated from the Columbia Uni- 
versity School of Mines in 1889 and was a 
member of the faculty there from 1892 
to 1901. He then became assistant in min- 
eralogy at the New York Museum in 
Albany and remained to become state 
mineralogist. He began his work at the 
Musuem of Natural History in 1918. In 
1941 he became curator emeritus of the 
department after serving with the mu- 
seum for 23 years. As an authority on 
mineralogy, he was asked to edit articles 
on the subject in the International En- 
cyclopedia and he wrote for many other 
publications. His only survivor is a niece. 
Castelberg’s Under New Management 

Officials of the firm of Leonard’s of 
Plainfield, Inc., located at 162 East Front 
St., Plainfield, N. J., stated that they now 
own and operate Castelberg’s Bee Hive 
Jewelry Co. at 867 Broad St., Newark, 
N. J. Harry Goldberg, Leonard Gilbert 
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and Samuel [. Erman will operate the 
Castelberg’s store. 


Fine Gift in a Novel Way 


How would you like a gift all wrapped 
up in ice? Perhaps if it were as fine a 
gift as the firm of Schwanke-Kasten, jew- 
elers of Milwaukee, Wisc., gave to two 
of their veteran employees you wouldn’t 
mind chopping it out of the ice. 

On Friday, January 9th, at the River | 
Hills home of William H. Schwanke, two 
such gifts were given to employees Wal- 
ter Leitzke, Milwaukee, and Fred A. 
Schmitter, Elm Grove. Mr. Leitzke has 
worked for the Schwanke-Kasten firm for 
the past 38 years and Mr. Schmitter has 
completed 25 years of service. The men | 
were each given beautiful watches that 
had been frozen in cakes of ice formed in 
punch-bowls. Some gift and some watch. | 




















Milwaukee Journal Phptp 
William H. Schwanke, Walter Leitzke, and 
Fred A. Schmitter examine the watch Mr. 
Leitzke received from the Schwanke-Kasten 
Co. in commemoration of his 38th anniver- 


sary with that firm. This photo was taken 
shortly before Mr. Leitzke chopped his an- 
niversary present out of the ice. 


Trimble Technical Institute Sold 
To President of Thacker Academy 

A. W. Thacker, president of the A. W. 
Thacker Academy, Pittsburgh, Pa., pur- 
chased the Trimble Technical Institute of 
Warren, Ohio, from the court receivership 
on February 17th, northern district Fed- 
eral Court of Ohio. Fred Gillet, manager 
of the Pittsburgh school, will take over 
the operation of the new school. 

Mr. Thacker plans to change the name 
to the A. W. Thacker Academy for 
Jewelers, and will apply the same policies 
as in his two Pittsburgh schools. Courses | 
in jewelry repairing, engraving and watch- 
making will be offered, ranging from six 
months to two years duration, depending 
upon the courses. 











W. G. Drosten Heads Trust Co. 

W. G. Drosten, president of the Drosten 
Jewelry Co., Ninth and Locust, St. Louis, 
Mo., was elected president of the Guaranty 
Trust Co. of Missouri by the firm’s board 
of directors at a recent organizational 
meeting. The company, which was 
granted a charter by the state recently, 
has its offices at 52 S. Central Ave., 
Clayton. 
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How to Make a Balanee Staff 





Concluding the discussion on the making of a replacement 


balance staff. This final chapter takes up the finishing 


and truing of the staff using the “‘shellae chuck” method. 


by HENRY B. FRIED 
Executive Secretary 


The Horological Society of N, Y. 


(Drawings by the author) 


F no accurate chuck is available to finish the staff, the 

job can be done very effectively by placing it into the 
hollowed out coned section of a brass rod. The staff is 
held in place by melted shellac. This method is called 
the “shellac chuck” method. 

To prepare this “chuck” for the staff, a piece of brass 
rod about 4.00 mm is placed in the lathe chuck that will 
accommodate it most accurately. Most lathes are equipped 
with “cement brasses.” These are threaded rods of brass 
about 5.00 mm thick and threaded at one end. The 
threaded ends fit into a special chuck, threaded also to 
receive these brasses. Others are tapered instead of 
threaded and have a small pin projecting from the side 
which fits into a slit into the taper-holed chuck. These 
are shown in Fig. 22. 





Fig. 22. Most lathes are equipped with “cement brasses” like 
these above; either threaded (top) or tapered as shown below. 


Whatever the style of chuck used, the brass part is 
prepared for staff making in the same way. The lathe 
graver is applied to the front center of the brass rod and 
a deep conical countersink is cut as shown in Fig. 23 in 
a sectional view. This countersink must come to an 
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absolute point if the final operation is to prove success- 
ful. If the countersink should appear as in Fig. 24, this 
inner point must be removed by cutting with a forward 
pressing movement of the pointed graver. 
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Fig. 23. Preparing the brass “shellac chuck,” a deep conical 
countersink is cut as shown in cross section above. Counter- 
sink must come to absolute point so the staff can be centered. 

A simple test to prove that the countersink has been 
cut to an absolute centered point without the bead shown 
in Fig. 25, is to turn the lathe while a very sharp pointed 
steel pin or needle is made to rest in this countersink. 
If the pin seems to wobble, it is a positive indication that 
it is resting beside a small bead raised by the graver 
while it was cutting off-center. If the needle has no per- 
ceptible movement, then it may be assumed that the 
countersink has a dead center and is ready for the next 
step. The rod now has a center cut regardless of its posi- 
tion in the lathe chuck and this must not be removed 
from the chuck for the remainder of the operations. 

An alcohol lamp flame is placed under the brass rod 
until it is sufficiently heated to melt the stick shellac that 
is placed into the countersink and the shellac completely 
fills this conical cavity. The lathe is turned slowly so 
that the heat is evenly distributed. While the shellac 
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Watch repair receipts gump 


5On 


This progressive jeweler whose experi- 
ence with the Watch Master is typical 
of thousands of others, writes volun- 
tarily:— 








RETURNS 

The usual return of watches for regula- 
tion or because of stoppage has 
practically disappeared 


TIME SAVING 


We save from sixty to ninety minutes a 
day in regulating watches. 


BETTER WORK 


The Watch Master helps apprentices to 
think for themselves instead of guessing 
and even experienced watchmakers 
can learn from its use. It will eventually 











Bruce Adamson make it impossible for the poor worker 
Prince Albert to stay in business. 
Sask. 
PROFITS 


We find a fifty percent increase in 
repair receipts in twelve months. 


Write a postcard. Simply say: “I would like 
a demonstration of the Watch Master. Show 
me how it can start paying me a profit in the 
second month.” 
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S8uO FIFTH AVENUE NEW YORK. oe Wx 
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is still soft, the staff is placed into the countersink, push- 
ing it carefully through the semi-liquid shellac. 

The tip of the index finger is pressed against the end 
of the staff extending out of the small mass of shellac as 
shown in Fig. 26. This will push the staff into the coun- 
tersink until the pivot rests against the pit of the counter- 
sink. The shellac must be soft enough to permit this 
adjustment to the staff. Should the shellac become hard 
before this adjustment is made, heat is re-applied. Care 
must be exercised not to apply too much pressure against 
the pivot or else the opposite pivot inside the shellac may 
become broken because of the extreme pressure against 
the brass countersink. For this reason, the finger tip is 
recommended, being more sensitive to the pressure re- 


quired. 





Fig. 24. If the countersink should have inner point as shown 
above, point must be removed by cutting deeper with graver. 


When the staff seems to indicate that the pivot is rest- 
ing at the base of the countersink, the pressure of the 
finger is removed and a piece of pegwood is held lightly 
against the roller post while the lathe revolves slowly. 
This will true up the staff. This application of peg- 
wood against the roller post must be continued with 
delicate pressure until the shellac has become hardened 
(Fig. 26). Observation of the protruding staff and pivot 
will show that the staff is held securely and very ac- 
curately centered. 











Fig. 25. Testing to see if count- 
ersink has been cut to centered 
point. Steel pin held against 
the finger will wobble when lathe 
is turned if hole isn’t centered. 


After this, the staff may be finished, care being taken to 
take only very light cuts if any part of the extending staff 
still needs shaping. The roller post and the roller seat 
as well as the balance pivots may then be polished and 
finished. 

The brass chuck may now be removed from the lathe 
and is reheated at a point farthest from the staff to 
soften the shellac. This precaution is necessary to pro- 
test the staff from the heat and guard against softening 
the finished product. When the shellac becomes soft, 
the staff is pulled out and dropped into a phial of alcohol 
where the shellac will be dissolved. 
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If upon gauging the staff it is found that further ad. 
justments may be necessary, these may be made, using the 
methods described in the chapter dealing with adjustment 
of the balance staff. If re-chucking is necessary, the 
shellac chuck method may be used again. Testing the 




















Fig. 26. Piece of pegwood held 
lightly against staff after it 
has been inserted in the shellac 
| true up staff when Iathe is 

turned slowly as shellac hardens. 





BL) = 

1 ae 
staff prior to fitting it to the balance may be done using 
the methods described in the chapter, “How to Match a 
Balance Staff.” 


SUMMARY 


1. When a staff is unavailable or the nearest match 
requires excessive alteration, it is better to make the new 
staff from the raw stock. 

2. When the sample is present, this is gauged for meas- 
urements and recorded on a sketch of the staff. 

3. If the sample is lost, the measurements can be ob- 
tained from the movement, balance roller and hairspring. 

4. The metal used to make the staff is high carbon 
steel, annealed after hardening, to a blue color. 

5. The height of the balance shoulder is generally .10 
to .15 mm higher than the thickness of the balance arm. 

6. The thickness of the hairspring collet post may be 
had from the thickness of a needle that fits into the collet 
with the correct tension. 

7. The oil grooves are made to trap excessive oil that 
runs down from the pivot. 

&. The upper pivot, hairspring post, and hub are 
polished before the roller post is cut. 

9. Shellac chucks are used to hold parts to be turned 
that cannot be held accurately and securely in regular 
split chucks. 

10. Only light cuts are suggested when finishing the 
staff while it is extended from the shellac chuck. 


QUESTIONS 


1. When is it necessary to make a staff? 

2. How is this metal tempered in preparation for the 
staff making? 

3. What is the method of choosing a chuck? 

4. Describe the five gravers recommended for the op: 
erations in staff making? 

5. How is the “height over-all” obtained if the sample 
is missing ? 

6. How is the height of the roller post noted without 
a sample? 

7. How is the height of the hairspring shoulder and 
pivot obtained? 


(Please turn to page 346) 
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WV" you give a General Electric Clock for a wedding, 


graduation, anniversary, or birthday gift, you may be 


sure it will be appreciated! 
For you give not only an exceedingly handsome clock, but 
one that will give the Time for years and years. Think of all 








the advantages which General Electric electric Clocks give... 
(1) Never needs winding... runs electrically. (2) Noise- 
less ... runs quietly.” (3) Dependable ...on time, all the 
time. (4) Accurate . . . electrically checked by your power 
company to correspond with official Arlington time. 


MORNING STAR—its face is of gleam- 
ing plastic. There's a light behind it, and 
a small switch on the back of the clock. 
Snapped “ON,” the face lights up bright- 
ly ... numbers stand out! (A handy night 
light, too!) 


SELECT-O-SWITCH—will automatically brew 
coffee, control the radio, turn on the roaster 
to roast meats. Select-o-Switch will turn any 
combination of electrical appliances on or off 
for pre-selected intervals during a 12-hour 
period. 








DELEGATE—a brilliant example of clock- 
case craftsmanship! Its feature is the un- 
usual beauty of the richly grained golden 
mahogany. The design is modern, in the 
best sense of the word. The accent is on 
grace. 





NAVIGATOR —brings a note of nautical 


HERALDER—the alarm clock with the 
exclusive *“Select-A-Larm” feature! This 
allows each owner to select his own pare 
ticular choice of volume control for his 
“wake-up.” Hands and hour dots are 
illuminated. . 


RIDGEFIELD —a beautiful mantel strike 
clock. This Colonial reproduction brings 
a note of graciousness into every room. 
Accurate in design, it strikes the hour and 
half hour on a deep-toned spiral spring. 


RHAPSODY —elegant in design, this new 
G-E mantel chime clock has diagonally 
grained mahogany case burnished to a 
rich, satiny sheen, Full Westminster 
chimes strike the quarter bours with rich, 
subtle tones. 


trimness to a man’s home or office. Brightly 
polished spokes set in a wheel of brown plastic. 
The face is a light cream, on which the 4 gold-colored star glitters just above the 
gold-colored numerals and hands stand = neral 12. All clocks on this page available 
= at your dealer’s. General Electric Company, 


Bridgeport 2, Connecticut. 


GENEVA—The case of this occasional 
clock is of rich mahogany, highly polished. 


General Electric “Gift Clocks’’— from $535.00 to $4.50. A clock for every purse and purpose! 


GENERAL @ ELECTRIC 





Sumer advertising, for these ] 
’ clocks as id 
“aan” weddings, Mother’s Day, = 
timely gift promotion—A FULL PAGE, in FULL COLOR 
FOR APRIL, 1948 | 


etc. Now we have come up 


in Life...a black-and-white 1 
and- page in The Sat 
- +. a black-and-white page in Cosmopolitan! P 


cst Pn on eins iy, ante te 
. indow. 

, re $e demand—rest aaedead ae entail, proved 

or 1t: Appliance and Merchandise 

Company, Bridgeport 2, Conn, Department, . 


This advertisement will appear i 








n full color in Life, May 24, 1948, 


rday Evening Post 
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eneral Electric 
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ENDULUM ROD—We have a French clock in 

which we put a new pendulum rod which we made 
out of one of the ordinary iron rods for American kitchen 
clocks. As the suspension was in the clock (two steel 
springs between brass blocks) we cut the rolled spring 
off of the American rod, bent a hook on it, and at- 
tached the bob. But we can’t find any way to stop 
the bob and new rod from wabbling. The springs are 
perfect, not wrinkled. What can we do to make the 
pendulum steady? (Question No. 6020) W. D. A. 

Answer—Our guess is that you just bent a simple 
U-shaped hook on the upper end of the rod, which 
could cause wabbling of a pendulum, provided, as you 
suggest, that the original suspension springs are per- 
fect. So we suggest trying this:—with a snipe-nose 
pliers, grasp the rod opposite the open side of the 
U-shaped hook and, with a flat-nosed pliers, just below 
the snipe-nosed one, make a short bend in the rod, 
then another bend in the opposite direction, so that 
the angle of these bends comes exactly under the sus- 
pension pin on which the hook hangs. This will cause 
the rod to hang in the center of the suspension, di- 
rectly below the opening between the two springs, in- 
stead of below one of the springs. We believe this will 
stop the wabbling, and make it possible to give the 


clock good regulation to time. 


ENCH SIZE—What height of bench, and seat, 
has been found best for good results? (Question 
No. 6021) S. W. 

Answer—This cannot be stated as a certain number 
of inches, etc. It would vary, for different workmen. 
Both bench and seat should be at a relative height so 
that one can work comfortably, with the least possible 
muscular strain on any part of the body, to minimize 
fatigue. You can find what suits you in this, by experi- 


menting with different heights. 
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— OVERHEATING—Is there any way to 
prevent a good many of my pivot drills being 
overheated and burnt, while hardening them? After 
putting them in the alcohol flame, the small heads get 
white-hot before I can take them out. (Question No. 
6022) B. M. 
Answer—Crush some jeweler’s charcoal to powder. 
Fill with this a small thin metal box of any capacity 
that will not much more than hold your quantity of 
drills together with enough of the powder io insulate 
them from the inside walls of the box, and have the 
drill-heads well packed in powder. A discharged .22 
caliber copper cartridge shell can be used as a box. 
Heat the box and all to a clear red; a slightly brighter 
red than average “cherry” red used for hardening 
naked steel. Carry the whole quickly to the water 
and invert the box so that its open end is under water; 
then spill the drills into the water. This not only pre- 
vents burning the steel, but enables hardening a quan- 


tity of drills at one operation. 


LD TOOLS—In my bench is a set of tools I never 
use, of very old, six slim brass handles, at one 

end a steel disc with square corners, at other end a 
steel disc with round corners. What are these for? 
Answer—These are Swiss countersinks, made for 
cutting oilcups around pivot holes drilled in metal 
plates or bridges. The square cornered discs counter 
sink the form of the oilcup; the round cornered one on 
the other end of the handle is then used to give the 


cup a high polish. 
AIRSPRING CATCHES—What is wrong when a 


Breguet hairspring in a bracelet watch frequently 
catches its coils in regulator pins, etc., so that the watch 
runs very fast, then? (Question No. 6023) F. P. A. 

Answer—What you describe is really more apt to 
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MEO: WW-123. This beauti- 
rally designed Wrist Watch 1s in 
great demand. Case, 10 kt. rolled 
gold, stainless steel back. Raised 
numeral metal dial. Clear view crys- 
tal. Pigskin strap. Retails $7.95. 
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WAYFARER: PW-191. Smart 
chromium-plated Sentinel Watch 
with outside black numeral dial fit- 
ting snugly into a stand-up metal 
frame that folds flat ina genuine 
leather case. An excellent timekeep- 
er for bedside use and a reliable 
traveling companion.Retails $4.95. 








ARTCRAFT: SD-138. Self-start- 
ing Occasional Electric Clock.Gum- 
wood case, butt walnut top, hand 
rubbed finish, gold-plated feet. 
Silver-plated metal dial and gold- 
plated hands. 5%” high. A re- 
markable value. Retails $9.95. 





LYRIC: SA-14. Graceful Sentinel 
miniature self-startingelectricAlarm 
Clock, Pleasant 1-2-3 alarm. Metal 
case finished in durable ivory baked 
enamel, 444" high. Retails $4.95. 


ARLINGTON: SD-136. A beau- 
tifully designed self-starting electric 
Desk or Table Clock. Its wood case 
is made of selected fine grained wal- 
nut with silver-plated metal dial, 
black numerals, gold-plated bezel 
and convex glass. 5“ high. Excellent 
Jewelry store item. Retails $12.50. 


Prices exclusive of taxes 
and subject to change. 
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Sentinel Princess— 
a fast-selling, well-styled 
little beauty of an alarm 
clock, retailing at $25 


HIs little One-Day Alarm (1D-0-13) has single 

wind for time and alarm. Its 3% inch metal 
case 1s finished in durable ivory baked enamel, 
with brass-plated bezel and hands. A typical 
Sentinel fast turnover item, well designed, well 
made, moderately priced. All Sentinel clocks and 
watches are sold under Fair Trade Agreements 
in states where applicable, with liberal profit 
margin to help build your business. 













THE E. INGRAHAM COMPANY 
BRISTOL, CONNECTICUT 
Established 1831 
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CLOCKS AND WATCHES 
“Guard Your Thectous Sime” 












happen to flat hairsprings without overcoils. In a Bre- 
guet spring, it would indicate usually that the spacing 
and formation of the overcoil in relation with the main 
spiral—the “‘flat’”” part—of the spring, is faulty. Prob- 
ably the bottom c* the overcoil and the tops of the other 
coils are too close together and the “‘rise’”’ or knee of the 
overcoil should be rebent to allow more space between 
the overcoil and the spiral below. Another matter to 
make sure of is that the outer end of the overcoil is 
pinned firmly in the hole in the stud; also that the ends 
of the regulator pins do not project below the lower 
edge of the overcoil. One more requirement, as to the 
regulator pins, is that these must not bind the spring so 
tightly that moving the regulator would move the over- 
coil out of the position it is meant be held in by its 
pinning in the stud. 


ATCH AGES—Could you give me a fairly close 

idea of the ages of several American watch move- 
ments? I wrote one of the companies, who can’t find 
necessary old records. The watches are: Hamilton, 
#1,100,292; Elgin, #11,227,173; Ilhmois, #3,511,946. 
(Question No. 6024) T. J. F. 

Answer—We can give you fairly closely the years of 
issue of your watches, as follows: Hamilton #1,100,292, 
about 1902; Elgin, #11,227,173, about 1904; Illinois, 
43,511,946, about 1908. 


LIVE-HOLE JEWELS—Why are olive-hole bal- 
ance jewels better than ordinary holes? (Question 
No. 6025) J. M. 

Answer—Because the contact of surface-areas is less, 
between sides of pivot and hole in olive-hole jewels, then 
as the oil thickens with age, it does not have as much 
effect in retarding balance-motion, as it would in the 
greater contact-area of a straight hole. The effect of 
thickened oil resembles that of an adhesive—it wastes 
more power if between larger surfaces, than between 
smaller surfaces—and any waste of power retards move- 
ment of the parts affected. Another advantage in olive- 
holes is that they minimize the effect of even the slight- 
est, unavoidable, out-of-upright condition inherent in 
manufacturing and setting jewels. This in straight holes 
has a tendency to bind pivot motion between the two 
ends of the slanted hole on its opposite sides. In an 
olive hole, the contact with a pivot is at the middle of 
the length of the hole, and if the axis of the hole is 
slightly out of upright, the enlargement of diameters 
towards the ends of the hole prevents any binding effect 
on the pivot. 


EGULATING MEDIUMS—Why dosome watches 

have regulating screws in the balance, besides hav- 

ing a regulator at the hairspring? (Question No. 6026) 
J. G. 

Answer—The regulating, or “mean-time” screws 
seen in balances of some watches are for making changes 
in regulating of considerable amount that would, in- 
stead, require the regulator to be moved an excessive 
distance toward either end of its scale, which would 
“use up” the possible regulation in that diredtion, too 
nearly to its limit, and probably alter the isochronal- 
position adjustment which, in fine watches, assumes 
rather near the center of the scale, as the normal 
position of the regulator. 
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ee mse GLASS STOPPER—A lady, a Customer 
whose trade we value highly, has a job in our hands 
that we are so far stuck with, but hope to solve, ag it 
would please her much; so come to you for help. This 
job is an old perfume bottle with ground-glass Stopper 
stuck in tight, We have tried all the usual tricks: ex. 
panding the neck by heat, cementing a stock for lever: 
age on the stopper; various liquid immersions, ete. . 
no success. Can you advise anything else to try? 
(Question No. 6027) W. F. 

Answer—Maybe by a fortunate coincidence, in a 
recent issue of “The Chemist Analyst”, a professional 
journal in that field, we happened to notice an article 
concerning a discovery lately reported to be successfyl 
in freeing glass stoppers that could not be budged by any 
of the traditional methods, as follows: Soak the bottle 
overnight in a proprietary “‘wetting agent’’, sold under 
the trade-name “Alconax’’, made by Standard Scientific 
Supply Corporation, 34-38 West 14th Street, New York 
City. In the article, this is reported to be a successful 
method in many cases that did not respond to the older 
ones, such as some mentioned in your inquiry-letter, 


LINVAR HAIRSPRINGS—Does the Hamilton 
Watch Co.’s elinvar metal for hairsprings come from 
Europe? (Question No. 6028) E. H. 

Answer—No, the Hamilton Watch Co. uses the 
name “‘Elinvar” by license-purchase from the European 
owners of this trade-mark, but as the metal itself, or- 
iginally bought from Europe, was not satisfactory in 
use, Hamilton developed a superior metal, which they 
now use in their own product. The European ‘“Elivnar” 
metal in hairsprings gave satisfactory timing results in 
changes of temperature, but inferior rates with watches 
timed in positions, for which reason the Hamilton 
Watch Company conducted research that resulted in 
the discovery of a new metal that gives superior per- 
formance for position adjustments. 





HOW TO MAKE A BALANCE STAFF 
(From page 342) 


8. How is it possible to obtain the thickness of the 
hairspring post without a sample? 

9. Why should the shoulders and pivots be left over- 
size after cutting with the graver? 

10. When the staff is turned around in the lathe and 
the staff will not run true, what are some of the reasons 
for this? 


REFERENCE MATERIAL 
The Watchmakers Lathe . . . Goodrich. 


Practical Benchwork for Horologists . . . Levin. 

Modern Methods in Horology . . . Hood. 

Modern Watch Repairing and Adjusting . . . Bow- 
man-Borer. 

Watchmakers Handbook, Dictionary and Guide... 
Britten. 

Practical Watch Repairing . . . DeCarle. 

A Practical Course in Horology . . . Kelly. 

Hamilton Watch Co. Technical Data... Hamilton 
Watch Co. 

Use of Lathe Gravers .. . Barkus. 
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OMPLETE CONTROL 


| EVERY TRANSACTION! 
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With a modern National Cash Register System at your This complete control is only one advantage of mech- 
service, every transaction is recorded in clear, un- anizing your business figurework with a new National. 
changeable, printed figures—right to the penny! Your Speedier service to customers... collection in full of 
exact sales by departments—to let you know the right every penny earned ... no more hand figuring—to 
merchandise or service to promote. The exact sales of name but a few. Have your local National represent- 
each clerk—to help you build your sales force intelli- ative show you the rest! Sales and Service Offices in 
gently. Here’s an entirely new standard of control! over 400 cities. 
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__ EXPRESSLY DESIGNED FOR JEWELRY STORES 


1. Issues an itemized and totalled printed a = ee — . . oe 
receipt, or prints a record on the original and ¥% re im. 
duplicate sales-slip. 


2. Separate cash drawers for recording the 
sales made by each of 4 clerks. 

3. Purchases of more than one item are me- 
chanically—and accurately—added. 





CASH REGISTERS > ADDING MACHINES 
ACCOUNTING MACHINES 


4. All item accounts are automatically dis- 
tributed into 5 department classification 
totals, locked within the register. 


5. Printed audit strip affords you instant 
record, in detailed and total form, as to ac- 
tivities by departments, clerks and trans- 
actions. 
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THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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HAMILTON HOLDS ANNUAL SALES MEETING 

















The sales force of the Hamilton Watch Co. gathered in Lancaster, Pa., from all sections of the country 
in an annual meeting during the week of February 16. Sales, advertising and promotion plans to move 
the materially larger production of Hamilton watches planned for this year, were presented and discussed. 
The field men spent the final day with the factory staff and touring the plant to see and hear about the 
many innovations and improvements resulting from last year’s factory modernization program, The 
above picture of the sales staff was made at the entrance to Hamilton's office building during recess 


from one of the busy conference sessions. 


Bulova Shows New Phototimer 
At Waldorf-Astoria Luncheon 

At a luncheon held at the Starlight Roof 
of the Waldorf-Astoria, New York, on 
February 26, the Bulova Watch Company 
introduced its new Phototimer to more 
than 200 sports officials, writers, and 
members of the press. 

The Bulova Phototimer combines the 
already established photo-finish camera in 
use at the majority of race tracks with a 
unique and highly accurate electric time 
recorder to produce a result which not 
only pictures the contestants in their 
order of finish, but also shows in clear-cut 
numerals along the upper film margin the 
exact finishing time of every runner in the 
race in seconds and hundredths of a 
second. 

Coupled with the starter’s gun, the 
Timer automatically begins to record time 
when the gun is fired. The camera is 
turned on only to record the finish and 
when this is done, the timer dials which 
are constantly revolving, are illuminated 
by stroboscopic light flashes and_ the 
numerals are exposed on the film margin. 

The accuracy of the Timer is assured by 
a synchronous motor which drives it, and 
this motor is held in absolute synchronism 
by a precision device known as a frequency 
standard which is accurate to 1/100,000th 
of a second. 

The film passes a slit in the camera which 
is aligned with the finish line so that as 
each runner passes this slit his image, and 
above it, the time, is recorded on the film. 

With the special processing equipment, 
the finished print of the negative is avail- 
able within a matter of one or two minutes. 

To demonstrate the Timer at the 
luncheon, a model was set up and several 
boys and girls raced the length of the 
room and the results of these impromptu 
contests were recorded and the finished 
prints projected on a screen at the end of 
the room. 
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International Silver's Net Earnings 
Neared Six Million in 1947 

Reflecting the greatest year in the 
company’s history, the International 
Silver Co. announced 1947 net earnings of 
$5,813,000, equal to $14.98 a share, in its 
annual report distributed March 17. 
This compares with $3,705,000 or $9.20 
a share, in 19416. 

Net sales in 1947—the 100th anniversary 
of the company’s 1847 Rogers Bros. silver- 
plate line—were $57,683,000, the highest 
ever recorded and nearly 41 per cent 
greater than 1946 sales of $41,032,000. 

The net income was reached after pro- 
viding $4,375,000 for Federal taxes, 
$400,000 for possible fluctuation in the 
price of metals and other contingencies, 
and $787,000 for a proposed revision in the 
annuity plan. 

Evarts C. Stevens, President of Inter- 
national, paid tribute to the employees for 
their share in the company’s success. 
“There are now 6,000 people in our 
organization,” he said, “‘and it is their 
cheerful and uninterrupted productive 
effort, resulting in output noteworthy both 
in quality and quantity, that has helped 
to make our continued successful opera- 
tion possible. 





Victoria Announces Campaign 

Victoria Pearl Co., Ltd., has announced 
1948 plans for advertising and merchan- 
dising which include national advertising in 
a wide range of publications, including 
American Weekly, Photoplay, Today’s 
Woman, N. Y. Times Magazine and 
Parade. Radio advertising will include 
such programs as “‘Honeymoon in New 
York’, “Ladies Be Seated’, “Daily 
Dilemma”, “‘Listener’s Report’, ““Movie 
Matinee” and “Johnny Olson’s Rumpus 
Room’. 

The new Victoria line is now ready and 
salesmen are calling on the trade through- 
out the country. 





News 
nail 


J. R.Wood “Bride’’ Honored 
By Texas State Legislature 

Terming her “one of the outstanding 
models of the United States,” the Texas 
Legislature has bestowed an unusual honor 
on 19-year-old Patricia McElroy, of 
Austin, now famous in national magazines 
as ‘“The Bride of 1918,” gracing the ads of 
J. R. Wood & Sons, Inc., manufacturers of 
Art-Carved diamond engagement and 
wedding rings. 

Pat has been officially cited as “Miss 
Lone Star Girl’ in Texas House Resoly- 
tion 241 which also gives her “the privi- 
leges of the floor when she visits the House 
of Representatives.”” She is shown wearing 
the “‘Lone Star Ring,” designed and cre- 
ated — and so named — by J. R. Wood, to 
celebrate the new official title. Incident- 
ally, Pat will be the star of the ring manu- 
facturer’s exhibit at this year’s jewelry 
conventions in Chicago and New York. 








BNE . . one a 
tr ¢ nn neneegeoutny | 


5 
1% 


ae 








In spite of her youth, Pat has a colorful 
background. In Austin, where she at- 
tended high school, she was cheer leader 
and class favorite in her sophomore, junior 
and senior years. She also was voted “‘best 
student citizen” by the students and 
teachers of the school. In 1946 she was 
chosen “‘Miss Dallas Aviation” and was 
signed by the Conover modeling agency. 
The City of Dallas thereupon provided 
her wardrobe and transportation to New 
York. When J. R. Wood looked around 
for a model best suited to symbolize the 
“Bride of 1948,” it chose Pat from a group 
of New York’s top flight models. Her 
father, R. A. McElroy, a rancher, is one of 
the Lone Star State’s leading breeders of 
the famous Palomino horses. 





Alberts’ Plans Anniversary Campaign 
I. Alberts’ Sons, Inc., Boston, Mass., 
distributors of nationally-branded jewelry 
and silverware, with offices in Boston and 
Syracuse, have appointed Hirshon-Gar- 
field, Inc., Boston as their advertising 
agency. A campaign is now being formu- 
lated, based on the firm’s 50th anniversary. 
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IT’S A SAFE BET that this attractive jewelry store in Dallas, Texas, is “going places.” Moderni- 
zation like this, with Pittsburgh Products, means more customers, greater profits. Dress your 
store for better business with Pittsburgh Glass and Pittco Store Front Metal. 

Architect: John B. Danna. 


“PITTSBURGH 


STORE FRONTS 
AND INTERIORS 


PAINTS - GLASS - CHEMICALS -:- 
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O down any “Main Street’”’ and 
you ll find that the store that’s “all 
dressed up” — that’s smart, modern, 
good looking—is the one that’s “going 
places.”” For the appearance of a store 
is very much like that of a person — 
either it catches your eye and attracts 
you favorably or you pass it by without 
a second glance. And hundreds of 
jewelers have taken advantage of this 
fact to build better businesses. 


How? By modernizing their stores— 
inside and out—with Pittsburgh Glass 
and Pittco Store Front Metal. You, too, 
can use these products to achieve 
greater prosperity—to bring you more 
customers from a wider area... to in- 
crease your sales . . . to add to your 
profits. 


Consult an architect. This will as- 
sure you a well-planned, economical 
design—a real sales winner. Meanwhile, 
fill in and return the coupon below for 
your free copy of our book on store 
modernization. It shows scores of “‘Pitts- 
burgh” remodeled jobs — proves how 
Pittsburgh Products can work magic 
for you. 
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Pittsburgh Plate Glass Company 
2111-8 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me 
a FREE copy of your book on store modernization. 
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BRUSHES - PLASTICS 


rPterTrresuUuR GH an an oe - GLASS COMPANY 
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Kreisler Export Manager 
Visits South America 

William Wolfe, export manager of 
Jacques Kreisler Mfg. Corp., North Ber- 
gen, N. J., creator of accessory jewelry for 
men and women, left March 1 for an ex- 
tensive flying trip to Latin America. 
During the trip he will survey Central 
American markets, visit distributors and 
retail friends in other countries, and per- 
sonally present the new Kreisler line. 

The corporation’s export department 
celebrated its first birthday on January 2 
and has already established distributors 
in most leading commercial centers of the 
world. Recently its sales policy has been 
augmented to include New York export 
houses purchasing for foreign retail outlets 
and plans are under way to extend 
Kreisler’s dealer service to all foreign 
distributors. 





Feature Distinctive New Package 

Philips Mfg. Co., Brooklyn, N. Y., 
makers of gold jewelry for ladies, men and 
children have created a distinctive new 
packaging for their ladies’ lines. 

Each brooch and pendant is packaged as 
rare Victorian miniature, mounted on 
champagne velvet in a frame of inlaid gold, 
nestled on a background of deep piled 
Burgundy velvet. 


Cort Names Schneider for Southwest 

Cort Watch Co. (Ace Watch Co., Inc.), 
New York, announces the appointment of 
Jack Schneider, as southwestern repre- 
sentative to the retail jewelry trade in 
Texas and Oklahoma. 


Oneida Adjusts Prices 

Some minor price adjustments have 
been announced by Oneida, Ltd. on their 
Community and Tudor lines of plated 
silverware, in a bulletin dated February 2. 

Serving or table spoons in the Com- 
munity line were raised from $17 to $18 
per dozen, and the Tudor 53-piece service 
for eight which is delivered in a wooden 
chest instead of the fabric covered box 
formerly used, has been marked up from 
$37.50 to $38.75 as a result. 

Tea set and coffee set items in the 
Ascot and Melon Community hollowware 
have been adjusted upward at small 
amounts but all other prices on both Com- 
munity and Tudor lines in both flatware 
and hollowware remain unchanged. 











Oneida, Ltd., Issues Annual Report 

Report of Oneida, Ltd., and subsidiary 
for the fiscal year ended January 31, 1948, 
certified by independent auditors, shows a 
net profit of $1,676,756 after taxes, bonus 
to employees, transfer of $395,054 to re- 
serve for contingencies and other reserve 
adjustments. This compares with net 
income of $1,349,037 for the preceding 
year. Net earnings available for the com- 
mon stock amounted to $6.81 a share on 
225,500 shares outstanding against $5.89 
a share on 205,000 shares outstanding at 
the previous year-end. The increase in 
common shares outstanding resulted from 
the offer to common stockholders of rights 
to subscribe for additional common stock 
at par ($12.50) on the basis of one new 
share for each ten shares held. Current 
assets, including $2,099,287 cash,amounted 
to $10,519,298 and current liabilities were 
$1,593,825. 
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| Gruen Ads Put Spotlight 


On Mother's Day, Father's Day 





Full page ads in national magazines, 
promoting Mother’s Day and Father’s 
Day as watch-gift occasions, are features 
of the Spring advertising program of the 
Gruen Watch Co., Cincinnati, Ohio. 

Other elements of the campaign, which 
is the largest in Gruen history, are page 
insertions, most of them in color, devoted 
to Gruen Veri-Thin, Gruen Curvex. 
Gruen “Bride and Groom’ series, and the 
introduction of the new Gruen Autowind. 
The Graduation gift-season promotion is 
dramatized by a full-color, double spread 
in Life. 

Supplementing the magazine and news- 
paper space are thousands of radio an- 
nouncements across the country, and a 
schedule of tie-in publicity with network 
radio shows. 

Each promotion in the campaign is 
backed with a complete assortment of 
point-of-sale merchandising material, Kli- 
man said, in keeping with Gruen’s retail- 
minded policy. National ads are backed 
with newspaper mats, car cards, counter 
cards, window cards, and other selling 
material. 





New Presentation Case For 
JMS Jeweled Earrings 





All JMS jeweled earrings in 10K gold 
are now available individually arrayed in 
a handsome leatherette presentation case, 
enhanced by a velvet platform and satin 
lining. All such earrings are JMS originals, 
with cultured pearls, synthetic rubies, 
genuine zircons or genuine garnets. Some 
are made with Tiffany settings and others 
are available with hoops. 

The complete JMS line is available only 
through authorized distributors from coast 
to coast. Retailers are invited to write to 
the manufacturer for the name of the dis- 
tributor nearest his store. Such inquiries 
should be directed to the JMS Jewelry 
Mfg. Co., 256 Liberty St., Bloomfield, 
N. J. 

















Ronson Inaugurates Video Series 
To Be Televised in Seven Cities 

An important schedule of television 
advertising for Ronson lighters and 
accessories has been added to the cam- 
paign for 1948, it was announced by 
Ronson Art Metal Works, Inc., Newark 
N. J. Starting immediately, Ronson 
products will be seen and described op 
Video stations in New York, Philadelphia 
Baltimore, Washington, Detroit, Chicago 
and Los Angeles, with new cities and 
Stations to be added as they become 
available. 

Ronson’s advent into television will 
take the form of dramatic presentations 
of its pocket and table lighters in close-up 
views showing design and action, the 
shorts to be introduced by time signals. 
Frank Waldecker, who does the commer. 
cials on Ronson’s ‘20 Questions”, cur- 
rently broadcast over Mutual and the 
CBC, acts in a similar capacity on the 
television sound-track. 

Television is not entirely new to Ron- 
son, since the firm is credited with spon- 
spring the first commercial musical in 1939 
when it produced an original song-and- 
dancer “You're the Light of My Life,” on 
NBC television. 

The new television series was produced 
by Cecil & Presbrey, agency for Ronson, 
with Jack Wyatt directing. 





Zippo “Lighter” Car 
Is Touring the U. S. 





A new sort of good-will messenger is 
touring the country, sponsored by the 
Zippo Mfg. Co., Bradford, Pa., manufac- 
turers of the Zippo windproof lighter. This 
unique promotion consists of a giant Zippo 
on wheels—a smart Zippo car with a body 
resembling to the last detail a giant-sized 
Zippo lighter. With the covers open it 
stands 11 feet high, making an impressive 
and almost awe-inspiring spectacle. 

Realistic indeed is the “flame” of 
moulded Lucite, a translucent plastic, 
illuminated brilliantly with red and blue 
flashing neon lights. The hinged metal 
lids can be closed over the windguard as in 
the regular Zippos. The mammoth replicé 
is tailor-made of stainless steel to resemble 
the brush finish model. It is built to scale 
with remarkable accuracy. 

Inside the car is a complete public ad- 
dress and loud speaker system, a radio, 
and a record player with wire recorder 
and play-back. This latter feature is 
proving tremendously popular in record- 
ing and playing back sidewalk interviews, 
announcements of events of local interest, 
statements by dignitaries and others in the 
localities visited. 
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Mr. JEWELER: 


We will prove it. 


| Pond PN~o 


Graduate Watchmakers: 


We will protect you 
with a $100.00 Bond 


| on our graduates 


Today there are entering the trade, graduates of schools 
with various qualities of workmanship. Some jewelers 
have had sad experiences with these poorly trained 
students. 

Due to this existing weakness we want the opportunity 
to prove our superiority in training of good men and 
1 women who are capable of repairing and rating cus- 


tomers’ watches in all positions to WATCHMASTER 
perfection. 

If, therefore, any graduate of W. P. H. I. that is placed 
with you and recommended by us as capable of meeting 
your requirements does not fulfill your expectations 
after two weeks, we will protect your loss up to $100.00 
with our Cash Bond. 


To date we have not found this necessary as our 
recommended students are capable mechanics. 


Western Pennsylvania 


Horological Institute, inc. 


ACCREDITED BY THE 

| NATIONAL COUNCIL 

OF TECHNICAL SCHOOLS 
WASHINGTON, D. C. 


© Nationally accredited by the United Horological Association 
of America. 


} © Licensed under the private trade school law of Pennsyl- 
vania by the State Board of Vocational Education. 


© Approved School for Veterans Training under the G.I. Bill 
of Rights. 


The World's Largest Watchmaking School 
William O. Smith, President and Technical Director 











. 1. Tops in teaching watchmaking 
2. Finest school training 
, 3. Capable Proficient Graduates 


4. Most completely equipped school in 
the World. (over 48 Watchmasters) 


Our Watchmaster curriculum compiled under the 
supervision of Charles Purdom, Author of Scientific 
Timing, 


For further information wire or write at once. 


| Western Pennsylvania Horological Institute, Inc. 
j Dept. J-2 807 Ridge Avenue Pittsburgh 12, Pennsylvania 
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Look to GILBERT for the 


* Style 

* Dependability 
* Quality 

* Value 


THAT BRINGS FAST, PROFITABLE SALES 
AND WELL - SATISFIED CUSTOMERS 





Distributed thru the wholesaler 


Clock makers to the nation since 1807 


THE WM. L. GILBERT CLOCK CORP, 
WINSTED, CONNECTICUT 
Laconia, New Hampshire 





141 W. Jackson Bivd, 


551 Fifth Avenue 
Chicago 4, Ill, 


New York 17, N.Y, 








Parker Pen Co. Makes Available 
Personnel Training Films 

A retail sales training “‘package”’ is now 
available on a “‘lend-lease’” basis to 
Parker Pen Co. accounts interested in 
using it for a store-wide training program, 
James N. Black, vice-president of Parker 
has announced. The package consists of 
four slide films selected from the Parker 
$200,000 visual program for training retail 
sales people. The complete show has been 
touring the country since last fall and will 
have been seen by 300,000 persons by 
mid-summer of 1948. 

“We are leasing the package on a one 
dollar per month basis for one year 
charged to the account in advance, James 
N. Black, Parker vice-president said. 
“This informal arrangement can be can- 
celed at any time by the dealer and credit 
will be issued for the unused ‘rent’. Only 
requirements are that the pen department 
personnel in any store will see the films 
before the package is released for store- 
wide use, that all four films be shown And 
that their presentation be confined to store 
personnel.” 

This project will enable Parker accounts 
to take further advantage of the $200,000 
training program at only the small cost of 
replacing films and recordings. The four 
films to be released are: “‘How You Talk’; 
‘Road Signs to Your Future’; “‘How to 
Sell the World’s Most Wanted Pen” and 
‘Your Manners Are Showing.” 


Paladium Ads in Color 
To Appear in Fashion Magazines 

Palladium’s story as a precious jewelry 
metal is being told with more color to more 
potential buyers this year than ever be- 
fore. First 1948 advertisements are now 
appearing in national fashion magazines. 
Color advertising starts in April, accord- 
ing to Gordon Price, account executive for 
Marschalk & Pratt, advertising agency, 
and throughout the year the promotion 
will continue in such magazines as Harper's 
Bazaar, Vogue, Mademoiselle, Seventeen, 
Charm, Glamour, New Yorker and Junior 
Bazaar. 

These printed sales messages, designed 
and pre-tested to influence consumer inter- 
est in palladium jewelry, have been so 
placed that each month a palladium ad- 
vertisement will be in one of these publica- 
tions. Each advertisement will reach 
millions of fashion setting readers. 

This is the fifth consecutive year that 
palladium has been thus advertised by the 
Platinum Metals Division of the Inter- 
national Nickel Co. Full-pages are used. 
Color has been added this year, and 
stronger selling appeal in pictures and 
text, are expected to help retailers sell the 
palladium jewelry now being produced by 
manufacturers. 








Donald Zeman Joins Swank, Inc. 

Donald Zeman has been appointed to 
the sales staff of Swank, Inc., manufac- 
turers of men’s jewelry, leather goods and 
accessories, it was announced by Maurice 
L. Heller, Swank vice-president. Zeman, 
the son of the late Bernard R. Zeman, 
one-time vice-president and sales execu- 
tive of Swank, will work out of Swank’s 
Chicago ollice. 

He is a recent graduate of Holy Cross 
College, Boston, Mass. 
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Speidel Features Unique 
Mother's Day Promotion 


Pere see 
' 
’ 





Heralding the first of three novel, far- 
reaching promotions, the Speidel Corp. of 
Providence, R. I[., is featuring the ‘Ming 
Tai” watch bracelet in a special promotion- 
al presentation geared for the Mother’s 
Day gift-market. 

Each “‘“Ming Tai’ ordered during the 
promotion will come encased in a trans- 
parent orchid-corsage container, tied with 
a delicate ribbon into a neat bow. Thus, 
the packaging becomes its own display 
and it is only necessary to place several in 
a window, together with the special 
Mother’s Day display furnished, in order 
to put over the whole theme of the promo- 
tion. In addition, the watch-bracelet is 
already gift-packaged, obviating the neces- 
sity for further gift-wrappings. 

As an integral part of this campaign, a 
special window display is being supplied 
free. Full-page, four-color advertising in 
Life will add maximum force to the pro- 
motion. 

The company anticipates that this 
promotion, together with promotions 
planned for graduation-time (May-June) 
and Father’s Day (June 20th) will do 
much to boost jewelers’ gift-volume. 





Stein & Ellbogen Announces 
News Sales Appointments 

Two additions to the sales personnel of 
Stein & Ellgoben, Chicago, have been an- 
nounced by that firm. 

William Christensen who for the past 
10 years has been associated with S. H. 
Clausin & Co., joined Stein & Ellbogen 
on February 1 and will cover the states 
of Colorado, Wyoming, Utah, Idaho, Mon- 
tana and parts of Kansas, Nebraska, and 
North and South Dakota with headquar- 
ters in Denver. 

Walter Stuart who has been in the 
jewelry department in the home office for 
several years, has been appointed sales 
representative for the State of Ohio. 





New Metropolitan Representative 
For Newark Jewelry Mfg. Co. 

Neil D. Sofman has just been appointed 
metropolitan representative for the New- 
ark Jewelry Mfg. Co., 18-20 Columbia St., 
Newark 5, N. J. Mr. Sofman is replacing 
Louis Jacobitti who has been promoted to 
production manager of his firm. 

Drawing on his thorough training in the 
jewelry field, Mr. Sofman will prove to be 
of considerable assistance to the jobbers he 
calls on in merchandising the Jacco line 
through the wholesaler to the retail jobber. 
He will make his headquarters in New 
York at 32 Liberty St., New York 7. 





Three New Executives 
Announced by Telechron 

Three new appointments to executive 
positions in Telechron, Inc. were recently 
announced by David Blair, Jr., vice 
president and marketing manager. Robert 
J. Buckley becomes manager of standard 
clock sales; Floyd W. Leonard has been 
appointed product sales manager; and 
Russell T. Woodward is now merchandis- 
ing manager. 

Mr. Buckley, who has been with Tele- 
chron for eight years, was formerly dis- 
trict manager in charge of the Phila- 
delphia sales office. 

Mr. Leonard was previously merchan- 
dising manager and superintendent of 
operation for W. L. Gilbert Clock Corp, 
During the war, he was with watch and 
clock units of the OPA and the WPB. 
Before this, he was watch and clock buyer 
for Montgomery Ward & Co. and later be- 
came manager of the jewelry department 
at Goldblatt’s, Chicago. 

Mr. Woodward, who now _ becomes 
merchandising manager, has been with 
Telechron for more than 14 years, most 
recently as manager of standard clock 
sales. Prior to this, he was district mana- 
ger of Telechron’s Cleveland sales office. 





New Apex Display Cabinet 
Shows Twelve Sunglass Syles 





As an introduction to its new line of 
Apex sun glasses, the Apex Specialties Co. 
includes a handsome and practical display 
cabinet with 36 pairs of glasses. This is 
part of a coordinated merchandising pro- 
gram which includes national advertising 
and publicity, dealer helps such as mats, 
leaflets, mail stuffers and counter cards. 

The new display cabinet takes up but a 
foot of counter space and displays 12 
airs of glasses to show the complete 
variety of shapes and styles which include 
rimless, metal and zyl frames. The front 
of the cabinet lifts up so that the customer 
may try on any of the 12 basic styles and 
“see for herself’? which is the most be- 
coming in the convenient mirror set in 
the cabinet’s top panel. 


New Chicago Sales Office 

Morrey H. Feldman, Mid-West regional 
representative for the Crawford Watch 
Corp. and “‘Lady Alice” pearls, has an- 
nounced the opening of sales offices at 29 
E. Madison St., Chicago, IIL. 
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Lowest Price Ever for a Complete Jewelry Casting Outfit 


Nothing Else to Buy! 


ONLY $445 00 


COMPLETE including 
2 RUBBER MOLDS 


The JELRUS 
JEWELRY 
CASTING 
OUTFIT 


Jelrus Rubber Mold Service 


OUTFIT CONTAINS: 1. “AIR-VAC," Vacuum Investing and Air Compressor Unit; 2. “Roto-Caster,"" (Cap. 60 dwts. gold); will supply additional molds 
3. Wax Pattern Caster; 4. Large Automatic Electric Burnout Furnace with Pyrometer; 5. 2 RubberMolds; 6. Blowtorch and Hose; ® 
7. Automatic Electric Wax Pot; 8. Thermometer; 9 1 cake Patter Wax; 10. 10 Ibs. Investment; 11. Rubber Mixing Bowl; 12. Bun- from ovr stock or of your pri 
sen Burner and Hose; 13. Waxing Spatula; 14. Stainless Steel Flask, 3” x 3”; 15. Rubber Sprue Base; 16. Talcum; 17. Cutting vate designs at nominal cost. 
Pliers; 18. Melting Block; 19. Pickle; 20. Flask Tongs; 21. Flux; 22. Plasteline; 23. Mixing Spatula. 























Full instructions with Outfit 


Anyone Can Operate Outfit from Our Full Instructions. 


Casts the Most Intricate Jewelry Patterns as Perfectly and Rapidly as High Cost Casting Outfits. Write for Literature 


The JELRUS COMPANY, Inc. aeeaprerssap~ednep anand 134 West 52nd St., New York 19 


Precision Casting Equipment 
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. CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS « ROUND BALLS « ROUND FLAT TOPS 


... precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men's and 
ladies’ watches... those originally fitted with and 
Write for the new FULTON ~— those capable of being modernized with moulded 
Moulded Glass Watch Crystal §~—Giass crystals. Completely finished and ready for 
es dustproof fit without further grinding. An opportu- 

nity to profit from the vast, new market in moulded 

ful } glass with the finest quality moulded glass crystals 


Y / you —or your customers —can buy. 
S| Cabinet Assortments or refills. 


Your material jobber will supply you. 
WATCH CRYSTAL CORP. 






een 








121 FULTON STREET, NEW YORK 7, N. Y * ESTABLISHED 1931 
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Oneida, Ltd., Elects Officers 

At the annual stockholders meeting of 
Oneida, Ltd. held March 25, the following 
directors were elected: G. N. Allen, 
Hamilton Allen, Jared E. Allen, Hubert L. 
Balme, J.S. Bliss, Richard A. Bloom, C. W. 
Burnham, O. E. Cumings. 

Also, W. T. Earl, Leon L. Hill, M. W. 
Keller, S. R. Leonard, J. N. Milnes, R. W. 
Milnes, Harley H. Noyes, Pierrepont B. 
Noyes. 

Also, Ray Noyes, Arthur S. Pohl, 
Miles E. Robertson, D. E. Sanderson, 
L. Wayland-Smith and R. Wayland-Smith. 

At the organization meeting of the board 
following the stockholders meeting the 
following changes were made: Louis 
Wayland-Smith, who has served many 
years as vice-president and treasurer, has 
been elected chairman of the board suc- 
ceeding Grosvenor N. Allen, who becomes 
honorary chairman. Robert Wayland- 
Smith has been elected vice-president and 
treasurer. 

The officers as elected for the ensuing 
year are as follows: Pierrepont B. Noyes, 
President; L. Wayland-Smith, Chairman 
of Board; G. N. Allen, Vice-President; 
S. R. Leonard, Vice-President; M. W. 
Keller, Vice-President Harley H. Noyes, 
Vice-President; R. Wayland-Smith, Vice- 
President and “Treasurer; Hubert L. 
Balme, Controller; Jared E. Allen, Secre- 
tary and Assistant Treasurer; Ray Noyes, 
Assistant Secretary; Vernon Allen, Assis- 
tant Secretary and Miles E. Robertson, 
General Manager. 





Mautner Co. Presents 
New “Plasti-Trays” for Rings 





Adapting one of science’s newest mate- 
rials to the needs of the neighborhood 
jeweler, The Mautner Co. has created 
rings trays made of durable plastic, de- 
signed to simulate fine cabinet woods. 
The trays are offered at prices substanti- 
ally lower than the use of wood wwvuld 
permit. 

They are available in three finishes: 
mottled mahogany, ebony black and pro- 
vincial white, with two rows of gold tool- 
ing, and velvet ring pads in a variety of 
colors. The pads may be had in a choice of 
blockings for five, ten or 14 men’s or 
women’s rings, or six bridal sets. 

While the trays are also offered indi- 
vidually, they are being introduced by 
The Mautner Co. as a feature of their 
newest showcase ring layouts—the “‘Plasti- 
Tray” ring layouts. One consists of a 
cut-out silk-covered floorboard into which 
12 of the ring trays fit, with a velvet plat- 
form for the display of boxed or loose 
jewelry. The other layout uses 9 ring 
trays, and two 2-piece velvet platforms. 
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Book Type Counter Display 





A counter display, simulating an open 
book covered in a leatherette grained 
paper, has been manufactured for the 
Jacques Kreisler Mfg. Corp. by the Arrow 
Mfg. Co., Inc. of West New York, N. J., 
as a sales promotion for Kreisler men’s 
jewelry. 





Keepsake’s New Promotion 
Emphasizes ‘Double Ring’ Idea 

Wedding rings are being promoted by a 
specially built advertising-merchandising 
program being introduced this season by 
the A. H. Pond Co., Inc., makers of Keep- 
sake diamond rings. This new program is 
designed to push wedding ring volume ex- 
clusively and help authorized Keepsake 
jewelers boost their profits by selling two 
wedding rings, instead of one, with the 
diamond engagement ring. 

All authorized Keepsake jewelers have 
received a special guidebook entitled, “‘A 
Complete Merchandising, Display, and 
Advertising Program for Carved Wedding 
Rings by Keepsake’. The book shows 
jewelers how to start this sales plan work- 
ing, and headlines the fact that, “‘Your 
Rent Can be Paid with Extra Profits 
Created by Merchandising Keepsake 
Wedding Ring Sets’. 

The line-up of merchandising and point- 
of-sale aids include: A wedding ring 
window display which is also adaptable 
for show case arrangements, a wedding 
ring stock control tray, a show case display 
tray, a counter display card portraying a 
double ring ceremony in full color, direct 
mail folders in color with dealer imprint, 
and a complete wedding ring mat service 





Reorganize American Rolex Corp. 

The interests of Mr. J. Mueller in the 
American Rolex watch agency were re- 
cently acquired by Montres Rolex S. A., of 
Geneva, Switzerland, and the American 
Rolex Watch Co. has become a direct 
factory branch of Montres Rolex, S. A. 

Mr. R. Dentan, formerly sales manager 
of the American Rolex firm, and Mr. E. J. 
Meyer, formerly in charge of administra- 
tion, have become vice-president in charge 
of sales and treasurer, respectively, of the 
firm. 

A joint statement by the two new direc- 
tors foresees greater cooperation between 
the Rolex firm and its selected agents. 
“The repair shop of the new factory 
branch,” the statement said, “‘will operate 
with even greater efficiency as a result of 
the recent arrival from Switzerland of Mr. 
N. A. Donze to supervise the service 
organization and to arrange a special train- 
ing program for employees. 





New Norma Pencil Campaign 
Slated for 16 Magazines 

Norma Pencil Corp. bas announced , 
spring campaign of national advertising 
for Norma 4-color pencils. This ney 
campaign, the heaviest in Norma history 
will run consistently in 16 magazines, jp. 
cluding Fortune, Esquire, Holiday, Time 
New York Times Magazine and Business 
Week. 

Theme of all Norma advertising wij 
stress the ease, efficiency, and pleasure in 
color-writing with a Norma 4-color pencil. 
Special gift copy will be scheduled for the 
major gift seasons, including four-coloy 
advertisements late in the fall. Trade 
advertising stresses the ‘‘Sell-active” 
choice of consumer publications. 

To help Norma dealers tie in with this 
powerful advertising promotion, the firm 
is making available a large variety of 
dealer aids, including newspaper mats, 
radio copy, merchandise displays, counter 
cabinets and trays, window displays, and 
mailing pieces. Full details may be ob- 
tained from the Norma Pencil Corp, 
Norma Bldg., 137 West 14th St., New 
York 11, N. Y. 





Newly Designed Desk Set 
ls Announced by Sheaffer 





Another addition to the Sheaffer trophy 
line of desk sets has just been announced. 
The set consists of Sheaffer’s regular 
jet crystal base with three writing instru- 
ments: a Triumph pen, a desk pencil, and 
a desk Stratowriter. The sockets carry a 
14K gold autograph band suitable for 
engraving. There is also a 14K gold name- 
plate on the desk set in addition to the 
bronze Canadian Honker superimposed on 
a smaller jet crystal base. 





New A.S.R. Lighters 
Due to Appear Soon 

The new A.S.R. lighter, introduced 
through the jewelry trade during the past 
year has made a great impression on both 
retailers and consumers. 

The American Safety Razor Corpora- 
tion of Brooklyn, N. Y., manufacturers of 
this lighter, have extensive plans for the 
holiday season when they will introduce 
the new A.S.R. lighter in precious metals, 
in table models, and cigarette case combin- 
ations. New designs have been perfected 
for the regular models, and in the near 
future the corporation will also market a 
flint package and a service kit. The 
American Safety Razor Corporation is con- 
tinuing its policy of marketing the lighter 
primarily through jewelry and department 
stores. 
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WATCHMAKERS and JEWELERS 


» HAIRSPRING VIBRATING © UNBREAKABLE ELECTRO. 
REFINISHING SEALS (One Year Guarantee) 

e DIAL © WATCH JEWELS FITTED 

e CRYSTAL FITTING e WATCH CASES AND DIALS 


GENUINE SWISS MATERIALS 
JEWELERS EQUIPMENT 


GENUINE AMERICAN MATERIALS 
WATCHMAKERS TOOLS 


Catalogue 
Self-Addressed Envelopes 
Movement Ligne Gauge 


WRITE FOR — 
Dep't D 


MAIL ORDERS 
OUR 
SPECIALTY 





SILVER POLISH 


for restoring Brilliance / cap, 
to SILVERWARE | #3. =a 


Made of soft, smooth substances, 
Kantor’s is kind to Silver. Requires 
the minimum of rubbing, will not 
scratch and leaves a lustrous, new- 
like finish. Packaged in 4, 8, 16 and 
32 oz. bottles, Kantor’s fulfills every 
demand . . . and at a profit for you. 
8 oz. is best size for Jewelers. 





Manufactured by 


FOR ApriL, 1948 












Southern 


COLLEGE 
WATCHMAKING 


Inc. 


ONE OF AMERICA'S 
FINEST AND MOST 
MODERN 
W ATCHMAKING 
SCHOOLS 














“NATIONALLY ACCREDITED" 
(DAY & NIGHT CLASSES) 


VETERANS APPROVED UNDER PUBLIC 
LAW 16 AND 346 


WRITE FOR FREE CATALOGUE 


83 NORTH SECOND ST. 
MEMPHIS, TENN. 
























HO 
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SANDSTEEL 


us Because Sandsteel orders are 
filled immediately. 

Because Sandsteel comes in 
all sizes and styles. 

Because Sandsteel crosscurve 
design gives dual power. 
Because Sandsteel dual 
power permits use of longer, thinner 
springs—assuring uniformity of torque. 
Because Sandsteel torque is 
always in proportion to size. 
Because Sandsteel whole- 
salers are a dependable source. 


=== Six good reasons for 


A STE 
O AND 


MADE IN U.S.A, 


SUPERIORITY 


Supplied through wholesalers. 
For address of nearest whole- 
saler, write: 











easly 














WATCH-MOTOR MAINSPRING CO.» - 145 Hudson St.- N, Y. 13, N. Y. 
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Wallace Silver Reviews Plans 
at Annual Sales Meeting 

Sales representatives of Wallace Silver- 
smiths from all parts of the country 
gathered in Wallingford, Conn., for the 
company’s annual winter sales conference 
on January 6, 7 and 8. 

Meetings, which were held every morn- 
ing and afternoon at the New Haven 
Country Club, reviewed the company’s 
activities in 1947 and presented the pro- 
gram for 1948. Donald W. Leach, vice- 
president and general sales manager, pre- 
sided, assisted by John F. Banks, assistant 
general sales manager, and William J. 
Regan, retail division sales manager. 


Above SECTION 15E 





Father’s Day, Graduation Promotions 
Scheduled for Flex-Let Products 

Large space ads in important publica- 
tions have been contracted for by Flex-Let 
Expansion Products, East Providence, 
R. L., for Father’s Day and graduation 
promotions. The campaign will include 
color ads in Esquire and black and white 
ads in the Sunday magazine sections of 26 
leading metropolitan newspapers. It is 
estimated over 30,000,000 people will be 
reached by the advertisements. 

Ad reprints, window and counter dis- 
plays, envelope enclosures, mats of Flex- 
Let products and other tie-in material are 
being prepared for Flex-Let retail outlets. 





Continental’s New Percolator 
Features Mul-T-Fuse Element 

The Mul-T-Fuse (patents pending) is 
incorporated in current percolator models 
of the Continental Silver Co., Inc., 32 
33rd St., Brooklyn 32, N. Y. Mounted on 
the bottom of the percolator and always 
accessible, the Mul-T-Fuse knob provides 
for six automatic fuse renewals, or sufficient 
fuses for lifetime service. The heating 
element is protected at all times against 
excessive heat and damage resulting from a 
dry percolator. 

Continental Silver’s percolator urns are 
available in sets with trays, sugars and 
creamers in wrought-aluminum or chro- 
mium-plated, to meet a wide range of 
tastes and pocketbooks, through retail 
outlets everywhere. 





Faithfull Will Tour U. S. 

Herbert Faithfull, general manager of 
Bayer, Pretzfelder & Mills, Inc., of 11 
East 48th St., New York, left recently on 
a tour which will encompass every section 
of the U.S. before it reaches its conclusion. 
Mr. Faithfull’s trip began on February 15, 
in conjunction with the one-hundredth 
anniversary celebration of the Bayer, 
Pretzfelder & Mills line of timepieces. 

He will visit merchandising centers from 
coast to coast to make personal contact 
with the company’s wholesalers and to dis- 
cuss advertising methods and retail aids 
now being developed. Also prominent on 
Mr. Faithfull’s agenda are discussions 
concerning the company’s plans for ex- 
pansion of sales and selling techniques. 





Teich Joins Harvel Staff 

Harvel Watch Co., Rockefeller Center, 
New York, has added Harry Teich to the 
sales staff. Mr. Teich will represent Harvel 
in Wisconsin, Michigan, Minnesota, Mis- 
souri and the Chicago area of Illinois. 
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‘Snap-O-Matic’ Watch Band 
Has Two New Features 





The new “Snap-O-Matic Watch Band” for 
men, manufactured by Facile Watch At- 


tachments, New York, introduces two 
basic and important improvements in 


watch band engineering and construction. 
An “Automatic Sizing”’ feature permits the 
jeweler to shorten the band to the desired 
length, thus obviating heavy inventories. 
The “Double Protection” feature of the 
new band is equally important and makes 
a strong selling appeal to the customer. 
Although the catch may be open, the band 
is still held securely together and cannot 
come apart through accidental opening of 
the catch. Only deliberate and positive 
action can cause the clasp to open, thus 
affording a measure of protection not ob- 
tainable with all other types of watch bands 
The “Snap-O-Matic Watch Band” is 1$20 
12K gold-filled in yellow, pink and white. 





Jack Marshall Named V. P. 
of C. & E. Marshall Co. 

At the annual board of director’s meet- 
ing in February, Jack Marshall was made 
vice-president of C. & E. Marshall Co., 
Chicago. He started in the manutactur- 
ing division in 1935, then spent some time 
in each of the company’s operating depart- 
ments. In 1939, he began traveling for the 
company, covering principally the lowa 
territory. After 21% yesrs as a salesman, 
he was called in to take care of the crystal 
department, and under his guidance, the 
sale of Watch-Craft Crystal Systems be- 
came an important part of the company’s 
business. For the past two years, he has 
been working as assistant to the president 
of the company, where his experience in 
various departments of the company has 
proved very valuable. 





To Visit Swiss Watch Plant 

“mil Leichter, president of Emil 
Leichter Watch Co., New York, producers 
of Hyde Park and Packard watches, will 
fly via air France’s “Golden Comet” to 
the company’s watch factories in Switzer- 
land. During his visit he expects to ac- 
complish increased production and_ ship- 
ment of watches to assure a_ sufficient 
supply this year for Hyde Park and 
Packard customers. 








Schmier Named Co-Manager 
of Metalfield's West Coast © tice 
Harold L. Schmier, until recently with 
the New York office of Metalfield, Inc 
calling on department store buyers in Ney 
York City and Newark, N. J, has been 
named co-manager of the West Coast office 
of that firm. Both Mr. Schmier and 
Robert Enders, representing Metalfield on 
the West Coast, are now showing the new 
and unusual line of Metalfield compacts 
combination cigarette cases and lighters 
and the ever popular “Weekender” 
George Gussoff, president of Metalfield 
Inc., recently returned from a visit to the 
Los Angeles office, reports wide and en- 
thusiastic recepton to the new line. 





Unique Product Prevents Tarnish 
By Absorbing Elements from Air 

Beam Products, Inc., Jersey City, N. J., 
will promote the sale of ‘Beam’, a unique 
product which keeps silver bright without 
the necessity of applying anything to the 
silver itself, to the jewelry trade. “Beam” 
is simply placed under the silver or silver 
plate and absorbs tarnishing elements 
present in the air before they can act on 
the silver. Elimination of polishing, wrap- 
ping or any effort to keep the silver bright 
not only saves labor and expense, but 
keeps the silver beautiful and attractively 
displayed. 

‘“‘Beam”’ has been satisfactorily used for 
seven years by leading jewelers, silver- 
smiths and department stores in New York 
and Philadelphia for their own stock and 
for sale to their customers. The product, 
which is harmless and odorless and effec- 
tive for two months, retails at 50 cents a 


jar. 





Dason Rings Featured in 
New National Ad Campaign 

Davidson & Sons Jewelry Co., 20 West 
47th St., New York, manufacturers of 
Dason rings and Bridal Craft wedding 
rings, has embarked on a large scale 
national advertising campaign. Opening 
insertions will appear in a selected group 
of leading women’s magazines, including 
True Romances, True Experiences, True 
Love, Photoplay, and Radio Mirror. 

Individual ring successes will be fea- 
tured throughout, with strong emphasis 
placed on Dason’s value and _ styling. 
Initial advertisements, for example, spot- 
light a genuine zircon matched bridal set— 
a volume-seller with a suggested retail 
price of $24.75. 





New Plant Addition for Swank 

To meet the increased demands for its 
merchandise, Swank, Inc., manufacturers 
of jewelry and accessories for men, have 
announced the start of construction for an 
addition to its plant in Attleboro, Mass. 
This addition will be the second in less than 
18 months for the Attleboro plant, and will 
almost triple its pre-war productive capac- 
ity, according to J. Carlton Bagnall, 
executive vice-president. 

The new structure will be of steel, con- 
crete and brick, with complete, modern 
manufacturing facilities. Construction 
work is being done by Temple and Crane 
of Boston, with Lockwood-Greene, Inc., 
engineers. 
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KNOW YOUR VIBRATOR ° MAIL DIRECT 
SAME DAY SERVICE 





Flat $1.75 Swiss & 
Breguet $2.50 American 
Send 


Fftted to bridge, 
no leveling nec- 


essary. 


balance bridge, 
balance, stud and 
collet. 


_—--———_ 
—_—_—_—_—— 


Contract esti- 
mates given to 
Watch and Clock 


manufacturers. 


Use only heavy 
mailing envel- 
opes. Sent upon 
request. 





These and many other letters from customers prove our service. 


| wish to compliment you on hairspring you vibrated for me. | had it back 
in 5 days and it rated WITHIN 20 SECONDS on my timing machine. You 
shall have all of my hairspring jobs and | shall recommend you to others. 


Thanks. B. A. SCHEEL, 353 E. Commerce St., San Antonio, Texas. 


Just getting around to thank you for your QUICK SERVICE on my hair- 
springs. You have been recommended to my fellow watchmakers as 


DEPENDABLE.—V. D. POPHAM, Morrow Watch Shop, Morrow, O 


Thank you for your very fast service. | have not had one customer return 
for regulation with hairsprings fitted by you. Yours truly—H. GURNEY, 
Box 551, Calimesa, Calif. 


Your fast efficient service is very much appreciated. In the future we shall 
send all our hai:spring jobs to you. | mentioned your exceptional service 
to some of my friends and they have already sent to you. Thank you 
again. Sincerely yours—JEROME E. SCHMITZ, 222 Hollister St., Grand 
Rapids, Mich. 


HAIRSPRING VIBRATING CO. 
CHARLES THOMAS 
P. O. Box 330 336 48th St. Union City, N. J. 


Formerly in charge of Hairspring Dept. for Bulova Watch Co. 





Speed up, your FACETTING production on rings and 
bracelet; parts with our new LAPPING MACHINE. 


@ Using emery paper disk, in 
the center for fast cutting. 


@ One rod only to guide your 
QUADRANT very easy to ad- 
just. 


@ Gives your rings or brace- 

let parts a mirror finish, which 

is unequalled, by using our 

lapping alloy, which is fused 

on the outside rim of the 
/ large wheel. 


- Specialists for the jewelry 
= industry. Call Flushing 3-6125 


aman Beneenenee TOOLS & EXP. WORK 


22-44 122 STREET COLLEGE POINT, L. I., N. Y. 

















L. H. COOK 


SIX INCH STRAIGHT LINING 
ENGINE TURNING MACHINES 


ENGINE TURNED PRODUCTS ARE 
BECOMING MORE POPULAR DAILY! 


Ask For Specifications and Prices 


LAWRENCE H. COOK, INC. 


65 MASSASOIT AVE., EAST PROVIDENCE 14. R. I. 
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‘Mr. MANUFACTURER 


WE WILL PROVE IT! 


We can eliminate your plating 
problems and cut your costs. 


POLISHING & PLATING 


ALL METALS 


014 KT, 24 KT 
ePINK 


eRHODIUM 
eBRIGHT NICKEL 
eHAMILTON YELLOW 


Specializing in Costume Jewelry, 
Novelties and Industrial Work. 


GOLD PLATING ON ALUMINUM 
“QUANTITY WITH QUALITY PLATING” 
IN BUSINESS OVER 27 YEARS 


Inquiries I eared 


JOSEPH RUBIN ELECTROPLATING CORP. 


106 FULTON ST., NEW YORK 7, N.Y. 
ROOMS — 507-18 BArclay 7-3310 


P.S. To Retail Jewelers. No single jobs accepted. 




















FOR Aprit. 1948 


DIAMONDS for EXPORT 
BARBER «so SLUIS 


Sy PN 18),4- a ae (OLE) = 
32/34 HOLBORN VIADUCT 


LONDON, Se Sas 


C7, N 18 sy SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONE ANTWERP ano AMSTERDAM 





WATCH 01 Ee 
te worlds 


wo"ESHS: ; 
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Special Notices 


“Situation Wanted’’—Regular type only 
$1.25 first 25 words; additional words, 5 cents 
per word. 

“Help Wanted’’—‘‘Lines Wanted” and 
**Side Lines’’— regular type $2.56 first 25 words. 
Additional words 10 cents per word. Heavy 
type $5.00 first 25 words; additional words 20 
cents per word. 

Under all other headings—regular type $5.00 
first 25 words: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part o 
the adverti ent. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commissions. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise _ in- 
structed. 

In answering ads, do not enclose original 
letters of recommendations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St... New York 17 








Situations Wanted 


$1.25 for first 25 words, 5c. for each addi- 
tional word; minimum charge $1.25. 








JEWELER and engraver, first class; long 
experience; best references. Address ‘‘J., 


777,’ eare J C-K. 





WATCHMAKER, years of experience; sober, 
single; desires position in good store; bench 
work only. D. B. Giles, Kimbolton, Route 
2, Ohio. 





RETAIL jewelry salesman, 13 years’ ex- 
perience; best referenecs; vicinity Metro- 
politan New York. Address “V., 784, care 





WATCHMAKER, 15 years’ experience at 
the bench; can repair all clocks, watches; 
ring sizing; $75 week. Turner, 
Jacksonville, N. C. 





GOLD melter roller, 15 years experience; 
first class stamper, foot press and power 
press operator. Ben Varon, 1127 Gilmore 
Ct., Brooklyn, N. Y. 





WATCHMAKER, 25 years’ experience, at 
present employed, but desires change; 
best of references; must be permanent. 
Address ‘‘J., 574,’’ care J C-K. 





ENGRAVER, first class letter man; shop 
experience; available in April, would prefer 
Northern California; best references. 
Address ‘‘YV., 733,”’ care J C-K. 





WATCHMAKER, 35 years’ experience, all 
makes of watches, close timing, capable 
taking full charge; excellent references. 
Address “‘F., 774,’’ care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83,”’ care J C-K. 





WATCHMAKER, nine years’ experience, 
best references, desires position as watch- 
maker, estimator; able to manage store; 
prefer New York or New Jersey. Address 
“V., 712,”’ care J C-K. 
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ENGRAVER, 28 years’ experience in high 
class stores, seeks position with reputable 
firm on West Coast; best references. 
Address ‘‘N., 737,’’ care J C-K. 





WATCHMAKER, salesman, jewelry and 
clock repairman, chronograph _ expert, 
Bowman graduate; 15 years’ experience; 
best of references; only reliable stores reply. 
Address ‘‘H., 662,’’ care J C-K. 





JEWELER, experienced, on light repairing, 
some special order, also stamped platinum 
jewelry, wishes position anywhere. ““G.G.” 
— Store, 59 W. 30th St., New 

ork. 





WATCHMAKER, junior, two years’ ex- 
perience, graduate of accredited watch- 
making school, seeks position with reilable 
watchmaker in the New York area. Ad- 
dress ‘‘K., 778,”’ care J C-K. 





SCHOOL trained, certified watchmaker, 
with seven years at bench, desires perma- 
nent position in California; have all 
material and equipment for complete de- 
partment if necessary. Address ‘‘A., 683,” 
care J C-K. 





WATCHMAKER’S assistant, graduate of 
accredited school, also eight month’s ex- 
perience; have own tools; salary secondary; 
references. Frank W. Dubitsky, 510 West 
End Ave., New York City. 





BOOKKEEPER-secretary, full charge, 
general ledger, trial balance; experienced 
diamonds and precious stones; extremely 
capable; efficient, trustworthy, assume 
responsibility; New York area. Address 
**A., 790,’’ care J C-K. 





WATCHMAKER, Jr., two years’ experi- 
ence, also graduate from accredited watch- 
making school; single; salary secondary to 
good working conditions; own tools. Ad- 
dress ‘‘M., 657,”’ care J C-K. 





SALESLADY, experienced in selling dia- 
mond jewelry, desires to locate with repu- 
table retail or wholesale firm; familiar with 
office detail; no preference to location. 
Address ‘‘H., 802,’’ care J C-K. 





WATCH repair graduate, some experience; 
own tools; also jewelry background; prefer 
position in New York City. Max Green- 
span, 76 Bay 23rd St., Brooklyn, N. Y. 
Beachview 2-6256. 





AVAILABLE: executive buyer and 
general manager; 20 years’ experi- 
ence in installment, chain store op- 
eration; complete knowledge of 
every phase of business. Address 


**S., 326,” care J C-K. 





JEWELRY merchandise man, over 10 year’s 
installment chain store experience, fully 
experienced in buying for, and merchan- 
dizing credit jewelry stores; will go any- 
where; best of references. Address ‘‘W. 
786,”’ care J C-K. 





FIRST class watchmaker wants position, 15 
years’ experience on all makes of watches; 
also ring sizing; sober and reliable; will 
work for $100 per week or commission. 
Address, 110 S. Henry St., Morristown, 
Tenn. 


























WATCHMAKER, _ experienced : 
movements and fine wrist wahdhaar pe 
to start immediately; state salary a 
ply to, Charles W. Hizenbaught 29 
Winlock St., Pittsburgh, Pa. di 





tr 


WATCHMAKER, just finished watchmak 
ing school, desires position; have tools: 
good references; available immediately. 
South preferred. Address “0. 399," 
care J C-K. ie 





—— 


GRADUATE, from accredited watchmakin 
school, desires permanent. position wheat 
fine workmanship is desired and further 
knowledge may be obtained; Western 
re; perferred. Address “‘L., 653,” care 





ee 


EXPERIENCED watchmaker, Watchmas- 
ter; five position artist; best references: 
give wage basis in reply; available jn 
30. days. Reply to, W. E. Clark, ¢ 
Brownell Place, Pittsburgh 6. Pa. 





rr 


BUYER, diamonds, pearls and _ colored 
stones; 45 years old; long experience; good 
connections New York, Antwerp and Paris 
diamond cutters; good references; will eop- 
sider advantageous change. Address “N, 
728,”’ care J C-K. 





ES 


YOUNG lady desires to connect with repu- 
table concern; experienced handling dia- 
mond jewelry, also loose goods; familiar 
with office detail work. Address “B,, 
411,” care J C-K. 





SUCCESSFUL salesman, at peak of his 
creative ability; seeks position in high 
grade store; exceptionally productive high 
unit sales diamonds and watches; clean, 
honest performance; no _ high pressure. 


Address ‘‘H., 722,’’ care J C-K. 





JEWELRY salesman, natural producer, 
seeks position n high grade store con- 
ducting exclusive cash business, considernig 
only first class charge accounts; married 
man of 42; unimpeachable reference. Ad- 
dress ‘‘T., 754,”’ care J C-K. 





MARRIED veteran, age 30, graduate of 
accredited watchmaking school, desires 
position preferably in California; capable 
of jewelry repairing, engraving and gem 
identification. care Mull, 1406 Third St., 
Napa, Calif. 





MANAGER, retail jewelry, presently 
employed in city of 200,000; 10 years’ 
experience in jewelry business; 31 
years old; prefers to locate in Cali- 
fornia or Florida. Address ‘“‘H., 


647,”’ care J C-K. 


— | 





WATCHMAKER, certified, desires change 
with future and permanency; East or 
Southern area preferred; sober, dependable, 
congenial; used to responsibility; good firm 
will appreciate this man; honorable reasons; 
best references. Address ‘‘J-B., 740,” 
care J C-K. 


——————_— 





IF in need of H.I.A. certified watchmaker, 
contact, wire or write, Employment Ser- 
vice, Southern Watchmaking School, 
1008 Ramsay McCormack Bldg., Ens- 
ley, Ala. Phone 8-8934. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


























——_=_ ———————- 

“SITUATIONS WANTED—Continued 

oo : 

g \LESMAN, young, alert, intelligent, good 
“college background, retail jewelry experi- 
ence, managerial training with jewelry 
chain, desires position in Metropolitan 
New York, with opportunity to learn dia- 

“ 1 business 














d and precious jewelry 
thoroughly. Address ‘“‘W., 713,’ care 
J C-K. 

a 





FIRST class watchmaker, age 39, married, 
one child, 20 years’ experience, desires 
position in southern California; can take 

full charge repair department, also light 

jewelry repairing and ring sizing; full par- 

ticulars first letter. Address ‘S‘., 752, 

care J C-K. 








MERCHANDISER, buyer, _ supervising 
manager; diamonds, watches, better jewel- 
rv: available to prominent progressive, re- 
tail organization or nationally recognized 
department store; responsible executive 
spot only; locate West of Mississippi, 
preferably Southwest; excellent credentials. 
Address ‘‘M., 806,’’ care J C-K. 





CHAIN store supervisor, high grade ex- 
ecutive, whose experience covers managing 
units, diamond and _ jewelry buying, 
merchandising, advertising, promotions, 
displays, control of credits, desires key 
position with progressive outfit; salary or 
participation basis; best of references. 
Address ‘‘D., 721,’ care J C-K. 





—_—_-—_—_ 


ARTIST in fine jewelry, 

platinum exclusively; part time _ posi- 
tion: can immediately make modern 
models for casting and mounting. Ad- 
dress ‘‘A., 627,”’ care J C-K. 


diamonds and 





RETAIL jewelry salesman; utility man; 
34: married; 20 years’ cash, credit ex- 


perience; thorough knowledge jewelry; 
industrious; desires position with op- 
portunities. Address “P., 520,” care 
J C-K. 





WATCHMAKER, institute graduate, plus 
working experience, also two years at 
jewelers bench, desires position New York 


City, veterans’ apprenticeship can _ be 
established; own tools; married; de- 
pendable; willing worker, Write, Leo 


Schulman, 97-18 60th Ave., Corona, L. I. 





A highly skilled, all around, consci- 


entious watchmaker with an estab- ° 


lished reputation, also experienced 
on casing and fittings, desires con- 
nection with a reliable importing 
firm. Address *“‘New York 434,”’ 
care J C-K. 





STORE manager, practical man of widely 
diversified experience; excellent  back- 
ground; enviably qualified selling, handling 
displays, all forms of advertising, buying, 
credits, collections, personnel co-ordina- 
tion, ete.; finest reference; bondable. Ad- 
dress ‘‘J., 651,’’ care J C-K. 





YOUNG man, 27 years, married, desires 
watchmaker-manager or assistant of es- 
tablished jewelry store; can handle sales, 
merchandising, buying, credit selling, 
watch-jewelry repairs; have own small 
business, desire change in Southern States 
only; positively sober; references provided. 
Address ‘‘K., 643,”’ care J C-K. 

MANUFACTURERS’ representative 
selling jobbing jewelers in Chicago, 
St Louis and Middle West; favorably 
known many years; experienced, 
open for good line; good references. 
Address “Circular ‘**105’’, Room 
1415, Heyworth Bldg., Chicago 2. 
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WATCHMAKER, engraver, 20 years’ ex- 
perience, good character, seeks position 
with concern that wants good work; R. R. 
inspection; go anywhere; commission or 
— ; married. Address “‘R, 493,’’ care 





EXECUTIVE buyer and merchandiser dia- 
monds, watches, jewelry, allied lines; excel- 
lent connections or will act as manager; 
top salesman; middle age man; lifetime 
experience; promotion minded, understand 
all phases of business installment or cash; 
energetic, conscientious worker; New York 
City or Metropolitan district. Address 
“*B., 629,” care J C-K. 





DO you want better management; I can im- 
prove your sales and net profit by modern 
aggressive merchandising and sales pro- 
motion; 24 years executive jewelry experi- 
ence; now general manager of one of the 
country’s outstanding jewelry _ stores; 
technically trained college graduate, regis- 
tered jeweler and certified gemologist; 
$10,000 minimum salary. Address ‘‘M., 
645,”’ care J C-K. 





MANAGER or salesman having 20 years 
experience with New York City’s finest 
retail jewelers, desires to associate himself 
permanently with a high class retail store 
in a fashionable resort city; thorough 
knowledge of fine jewelry, diamonds and 
watches; neat appearance, sincere, person- 
able; highest references as to ability and 
character; desired salary $100 per week. 
Address ‘‘R., 749,”’ care J C-K. 





JEWELRY store manager, top-notch sales- 
man, successful record in merchandising, 
credit and collections, etc. now employed 
in this capacity, seeks change with store of 
larger volume, or one where volume can be 
increased under the right management; pre- 
fer any town in California; age 29, single; 
top references, and present emplover knows 


of this ad. Address ‘“‘V., 743,’’ care J C-K. 





SALESMAN or manager, thorough knowl- 
edge of diamonds, jewelry and watches; 
22 years’ experience with finest retail 
jewelers in New York City; can also esti- 
mate on remodeling, repairs, etec.; good 
personality, neat appearance; excellent 
references; accustomed to selling high class 
clientele; wants permanent position with 
fine retail store; salary desired $90 per 
week, plus commission. Address ‘‘P., 748,”’ 
care J C-K 





WATCHMAKER and chronograph tech- 
nician, able to repair any type chrono- 
graph; anywhere in the United States; 
state salary; available in one month. 
Reply to, Harry Bentzee, 2217 Saranec 
St., Pittsburgh 16, Pa. 





SALESMAN, 15 years retail credit jewelry 
experience, thoroughly capable all phases 
of store operation, buying, merchandising 
window and store trims, T. O.’s watch 
and jewelry repair estimates, credits and 
collections; neat appearance; possess faculty 
of being able to make permanent repeat 
clients of the customers I serve; highest 
references as to character and ability; 
age 36; married; resident of New York City 
at present. Address ‘‘D., 635,’’ care J C-K. 








IS there a jewelry store owner wishing to take 
it easier, and be relieved of most of his re- 
sponsibilities; here is a manager-salesman 
of retail credit jewelry, successful back- 
ground and long experience in merchan- 
dising, promotion, collection, ete. will be 
available shortly; capable of taking full 
charge of store anywhere in California, on 
percentage deal, or salary if agreeable; 
age 30, no family; excellent references from 
past and present employers. Address “‘T., 
742,”’ care J C-K. 





POLLO DEEL DAT ETD A hE OB mg 
Lines Wanted 


Minimum charge (25 words) $2.50 
Additional words, 10 cents a word 





EE 


ee 





\ 





PACIFIC Coast salesman, desires stone ring 
line of the better grade; commission basis; 
20 years following; best references. Ad- 
dress ‘‘G., 666,”’ care J C-K. 





SALESMAN, traveling car, with better retail 
following Eastern States, desires fine 
manufacturer’s line; commission basis; 
7 | a record. Address “‘E., 761,’ care 





PACIFIC Coast representative, calling on 
better grade stores over 20 years; have line, 
desire another; diamonds, platinum or 14K 
goods; best of references. Address “‘J., 
665,’’ care J C-K. 





GOLD filled jewelry line desired by salesman, 
with large following, among jobbers in 
New York City, Philadelphia, Baltimore, 
Washington, Boston and Pittsburgh. Ad- 
dress “‘L., 779,”’ care J C-K. 





EXPERIENCED salesman, with following 
covering key cities in the East and Middle 
West would be interested in a fine jewelry 
line. George S. Taylor, Aronimink Arms 
Apt., C-Bldg., Drexel Hill, Pa. 





MANUFACTURERS’ attention; jobber, 
excellent salesman, liquidating his business; 
will represent costume jewelry manu- 
facturer in New York area; best con- 
nections. Address ‘‘L., 668,’’ care J C-K. 





WATCH attachment line wanted by experi- 
enced salesman now selling watch cases to 
importers in New York and wholesale 
jewelers; New England, New York State, 
Metropolitan New York; excellent con- 
tacts. Address ‘“‘C., 792,” care J C-K. 





CHICAGO representative with office, best 
location downtown, would consider ex- 
clusive jewelry or ophthalmic line; good 
connections; 200 potential customers; best 
references. Address ‘‘M., 727,’’ care J C-K. 








SILVER plated hollowware salesman, with 
excellent contacts and experience, desires 
auxiliary line of manufactured sterling 
holloware, flatware or silverplated flatware; 
territory New York City and suburbs, and 
New Jersey. Address “B., 684,” care 
J C-K. 





SAN FRANCISCO representative, open for 
manufacturer’s merchandise, for domestic 
and export; 250 potential buyers; sold 
trade, for the past 20 years. Chas. 
Grellmann, 704 Market St., Mutual Bldg., 
Room 814, San Francisco, Calif. 


Side Lines 


Minimum charge (25 words) $2.50 
Additional words, 10 cents a word 





| a 


WEST COAST manufacturers’ repre- 
sentative with large’ established 
following among wholesalers and 
jobbers in 11 Western States, desires 
to add several lines of standard or 
novelty items; the results I can ob- 
tain for volume will please us both. 
Arch. Rider, 3805 Los Feliz Blvd., 
Los Angeles 27, Calif. 











EXPERIENCED salesman with car, repre- 
senting top quality plated hollowware line 
in Pennsylvania, Ohio, established fol- 
lowing department stores and top quality 
jewelers, desires non-competitive com- 
panion line; bonded; can supply excellent 
references. Address ‘“C., 689,’’ care J C-K. 


(Continued on pnge 360) 
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SIDE LINES—Continued 





(Continued from page 359) 





MANUFACTURERS’ representative, with 
Chicago office and following among best 
rated jobbers and chain users throughout 
Midwest and South, desires an additional 
top line; no costume jewelry lines wanted. 
Address, ‘“‘Circular 103’’, Room 1415, 
Heyworth Bldg., Chicago 2. 





SALESMAN, with Chicago office and ex- 
cellent following among Middle West 
jobbers and other large outlets, wants 
strong, manufacturer’s line. Address 
“Circular 102’’, Room 1415, Heyworth 
Bldg., Chicago 2. 








SALESMAN to carry watch ceases, at- 
tachments and rings in platinum and gold, 
as side line; New York, New England and 
vicinity. Address ‘‘A., 757,’ care J C-K. 





SALESMEN wanted by manufacturer to 
carry a fine line of platinum rings,ta, the 
better retail trade in the East and the 
Western territory. Address ‘‘B., 791,” 
care J C-K. 





I am not an order taker but a sales- 
man; my present employers paid me 
over $30,000 in commissions during 
the 15 months that I am with them; 
I have over 500 active accounts in the 
Southeastern States; am looking for 
an additional line of quality mer- 
chandise sold directly from manu- 
facturer to retail store; this may be 
jewelry, machinery or equipment 
pertaining to the jewelry trade. 
Address *‘R., 739,”’ care J C-K. 





SALESMEN with following in Midwest, 
South and Pacific Coast, retail trade; 
long established line of men’s and 
ladies’ gold rings; on commission basis. 
Address “‘C., 533,’ care J C-K. 





MANUFACTURER fine leather watch 
straps desires salesmen with following 
amongst jobbers, wholesalers and watch 
houses; several territories available; ex- 
cellent opportunity. Address ‘‘H., 641,” 
care J C-K 





SALESMAN wanted to represent manu- 
facturer of ladies’ and gents’ 10 and 14K 
gold ring line for retail jewelry and de- 
partment stores; commission basis; Mid- 
west and New England territories open. 
Address ‘‘E., 638,’’ care J C-K. 





ATTRACTIVE line of platinum ring 
mountings for Middle West and 
South, as side line: sure success for 
live wire: state full details in first 
letter; replies confidential. Ad- 
dress *“*L., 725,”’ care J C-K. 





MANUFACTURER has several openings 
for jewelry salesman calling on department, 
jewelry and specialty stores, to carry ex- 
tensive line ladies’ rhodium finished, hand 
set rhinestone costume jewelry; reply giv- 
ing territories covered and _ references. 
Address ‘‘T., 710,”’ care J C-K. 





’ 


SALESMAN, with non-conflicting line 
wanted to carry a good line of gold and 
platinum diamond rings and mountings; 
also my original line of onyx rings and sig- 
nets; shop established 21 years, and well- 
known in the territory; man traveling 
Denver West to Pacific Coast preferred. 
Address ‘‘E., 694,” care J C-K, 
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A REAL salesman now covering jewelry, de- 
partment stores, can earn much more by 
introducing our extraordinary replating, 
repairing service by sterling silversmiths; 
no samples; just aggressive salesmanship; 
tell us of your territory, following, and we'll 
offer you a wonderful proposition. Address 
“*L., 675,” care J C-K. 





SALESMEN, to carry manufacturers’ line of 


high grade baby and gift items of heavy 
sterling; only men with following among 
better jewelers and department stores need 
apply: give complete information as to 
lines now carried; references. Judith, Inc., 
Milford, Conn. 





SALESMEN, fast selling popular priced dia- 


mond set wedding rings is offered as a side 
line to active traveling salesmen covering 
the retail, installment and department store 
trade; all territories open; liberal com- 
mission. Address ‘'S., 741,’’ care J C-K. 





MANUFACTURER wants experienced 


salesmen with large following among 
retailers, credit stores and chains, 
to sell an outstanding line of gold- 
filled watch bands; this line is de- 
signed for volume business, and pays 
very high commissions; write us 
fully about your past experience, 
and let us know what lines you now 
earry. Address ** C., 722,”? care J 
C-K. 





SALESMAN wanted; you can double 
your present earnings with our line 
of beautiful jewelry boxes, no other 
line like it; silk, velvet, music boxes, 
etc.; sells on sight; constant re- 
orders: highest commission; our 
beautiful boxes really boast sales, 
they are so different and striking, 
they have appeared many times in 
full page ads in national magazines; 
state territory desired; give refer- 
ences. Address ‘‘A., 808.°’ care J 
C-K. 





DIAMOND wholesaler to carry dia- 


mond line from manufacturer, 
cutting from quarters to carat sizes; 
only rated firms or with high class 
references. Address ‘*‘A., 628,’’ care 


J C-K. - 








SALESMEN wanted by manufacturer of 
unusual line of sterling silver table and 
smokers’ accessories, nationally adver- 
tised and accepted by leading jewelers 
and department stores throughout the 
country; must have established following; 
good territories available; commission 
basis. Address ‘“‘N., 1253,”’ care J C-K. 





SALESMEN, resident men to _ represent 
manufacturer of exclusively designed line 
of antique reproductions, 14K gold and 
sterling silver earrings and brooches; one 
for Denver and Pacific Coast; one for 
Chicago and Middle West; one for South- 
ern and Southeastern States; line consists 
of one tray, 36 numbers; goes to better 
jewelers and better department stores; 
10% commission; give complete infor- 
mation, references. Address ‘‘S., 709,” 


care J C-K. 








Help Wanted 


Minimum charge (25 words) $2.50 
Additional words, 10 cents a word 





4 ————_— 


aa 


WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K 








WANTED, A-1 jeweler, who can repair and 
set stones. Address ‘‘V., 1461,’ care J C-K. 








neraver, 
ain St,, 


WANTED, experienced all-around e 
Chas. Damm, Ine., 703 M 
Buffalo, N. Y. 





rl 

POSITION for a licensed ophthalmic di 
weed — jewelry store worker: West. 
: — ounty. Address ‘‘F,, 452,” care 








ttt rare 

SALESMAN, now calling on jewelry 
trade, to handle direct mail pro- 
motional material, catalogs, traffic 
items, and account openers of 
nation’s leading manufacture;. 
liberal commission; exclusive terri- 
torial right; write fully, stating age 
lines carried, experience, territory 
covered and references. Address 


*“*T., 783,’ care J C-K. 





Et ss. 

JEWELRY engraver and chaser, one having 
three or more years experience; excellent 
opportunity; write in detail. Address 
**X., 670,” care J C-K. ~ 








WANTED, experienced jewelers for repairing 
and special order work; state age, Salary 
and reference. Address ‘“E., 720,” eare 


J C-K. 








WANTED, salesman for Swiss watch im- 
porter for Georgia, Alabama, Florida: 
straight commission basis; write particu- 
lars. Address ‘‘R., 679,”’ care J C-K. 








WANTED, salesman for Swiss watch im. 
porter, for Texas and New Mexico; straight 
commission hasis; write particulars, Ad- 
dress ‘‘T., 680,”’ care J C-K. 





TT 


DIAMOND setter, steady employment with 
top salary; state salary desired and refer- 
ences in letter. Address ‘‘G., 453,” care 

C-K. 








CHICAGO salesman wanted to call on 
silverware departments, jewelers, 
gift shops, mail order houses, lead- 
ing manufacturer of tarnish pre- 
venting rolls and chests has opening; 
good commission. Address ‘“S., 


781,’? care J C-K. 





WANTED, salesman for Swiss watch im- 
porter, for Colorado, Kansas, Oklahoma; 
straight commission basis; write particu- 
lars. Address ‘‘N., 677,’ care J C-K. 





WANTED, salesman for Swiss watch im- 
porter, for Idaho, Nevada, Utah, Arizona; 
straight commission basis; write particu- 
lars. Address ‘‘V., 681,”’ care J C-K. 





WANTED, salesman for Swiss watch im- 
porter, for Washington, Oregon, California; 
straight commission basis; write particu- 
lars. Address ‘‘Y., 682,’’ care J C-K. 





WANTED, first class watchmaker; per- 
manent position; wanted immedi- 
ately; $100 weekly. Wire, Philip’s 
Bros., Lynchburg, Va. Send ref- 
erences. 





JEWELER on platinum and gold special 
order work, able to take charge; an excel- 
lent opportunity for a capable man. Ad- 
dress ‘‘K., 672,’ care J C-K. 


—_ 





ENGRAVER and chaser combined, to take 
charge of a small department; state exper!- 
ence and where in the past employed. Ad- 
dress ‘‘V., 671,’ care J C-K. 


a 





WANTED, salesman for Swiss watch im- 
porter, for North Dakota, South Dakota, 
Nebraska, Wyoming, Montana; straight 
commission basis; write particulars. Ad- 
dress ‘‘P., 678,’ care J C-K. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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’ . first class jeweler and diamond 
WANT ith trade shop experience; state 
salary, age and experience in first letter. 
E. M. Davis, 20732 W. Sycamore St., 
Greensboro, N. C. 








SALESMAN wanted, territories available, 
‘to sell nationally advertised pearls, to 
jewelers and department stores; write all 


details. Address ‘“‘P., 706,” care J C-K. 





JEWELER, fine mechanic, able to take 
charge of a small factory; a wonderful 
opportunity; give information In detail; 
strictly confidential. Address “‘G., 669,” 
care J C-K. 








WANTED, first class watchmaker, retail 
establishment, G. A. Schneider & Son, 
Kingston, N. Y.; permanent position; 
excellent living conditions guaranteed; 
state experience, salary desired. 








PEARL necklaces, chokers, ropes, bracelets» 
white and pastel colors; manufacturers 
with competitive line want salesmen with 
eonnection in retail trade. Address “‘H., 
698,”’ care J C-K. 





JEWELRY chain store organization, with 
headquarters in New York, desires man 
with jewelry experience to work out of 
New York office, in merchandising matters; 
state experience. Address ‘“D., 693,” care 

-_*- 


J C-K 





MANAGER, retail credit jewelry store 
southern Minnesota; excellent 


opportunity; permanent; state age- 


and experience; give references. 


Address **B., 758,’ care J C-K. 





SALESMAN, window dresser, assistant to 
manager, thoroughly experienced for better 
type installment store in Eastern Pennsyl- 
vania; salary and commission; write giving 
full particulars. Address ‘‘M., 703,” care 
J C-K. 





WANTED, an assistant foreman, for a trade 
and special order shop, with full knowledge 
of that kind of work; state experience and 
salary expected. Address “G., 640,’’ care 
J C-K. 





SALESMEN, all territories, carry single 
tray good selling 14K, wide engraved, 
unusual wedding rings; state full 
particulars. Address “B., 718,”’ 
care J C-K. 


FOR ApriL, 1948 








WATCHMAKER, experienced, school trained 
or certified preferred, for fine old store; 
good salary; splendid hours and working 
conditions. Carpenter-Matthew Jewelers, 
Asheville, N. C. 





SALESMAN with jewelry store follow- 
ing in Ohio and Indiana, to carry a 
representative, non-competing line 
of a leading wholesaler; must have 


ear. Address *‘J., 800,’’ care J C-K. 





FIRST class watchmaker, with good ap- 
pearance; we pay liberal commission on 
select work at good prices; pleasant place 
to work, in lovely city on the Gulf. S. I. 
Echelbarger, Fort Myers, Fla. 





SALESMAN for modern cash and credit 
jewelry store, in Newark, N. J.; excellent 
opportunity; give outline experience, age, 
salary, references, in first letter; confi- 
dential. Address ‘‘V. 755,’’ caro J C-K. 





JEWELRY salesman, with following in 
Delaware, Maryland and Pennsylvania; 
well known wholesalers’ line; car expenses, 


plus draw against commission. Address 
““K., 652,” care J C-K. 





SALES manager, must be competent 
merchandiser, with thorough 
knowledge of wholesale business; 
give full details and salary first 
letter. Meyer Jewelry Co., 1105 
Grand Ave., Kansas City, Mo. 








A-1 WATCHMAKER, to take charge of re- 
pair department in modern, air-conditioned 
store; salary or percentage basis; state age 
and _s references. Gainesvillo Jewelers, 
Gainesville, Ga. 





SALESMAN, expérienced in handling 14kt. 
gold zircon jewelry exclusively; new line; 
all territories open; state particulars con- 
cerning yourself and present lines carried; 
give references in first letter for consider- 
ation. Address “‘L., 702,”’ care J C-K. 





SALESMAN, with retail store following, to 
carry mounted and semi-mounted ring and 
watch line; commission basis; Northwest 
or Southwest territory; give complete 
history in first letter. Address ‘‘A., 788,”’ 
eare J C-K. 





IF you are a young, married man and a 
capable jewelry salesman, we have an 
opening for you in our organization; salary 
$5,000 per year; send photograph and com- 
plete references in first letter; location 
South. Address ‘‘L., 805,”’ care J C-K. 





JEWELER, 


SALESMEN, for New England territory, to 
represent prominent old established firm; 
this is an exceptional opportunity open 
only to experienced, successful person with 


finest references. Address ‘‘A., 717,” care 
J C-K. 





SILVERWARE salesmen wanted, by 
manufacturer of complete line silver 
plate hollowware and novelties; 
should have following of depart- 
ment stores or wholesalers; many 


territories open nationally. Address 
“‘J., 723,” care J C-K. 





SALESMAN, for an old established manu- 
facturer, for mountings, wedding rings and 
diamond rings; give territory in which you 
are known; a quick selling line to the better 
stores; strictly commission basis. Address 
“*T., 673,”" care J C-K. 








YOUNG LADY, experienced in watch im- 
port line, capable of handling all details 
regarding movements, dials and cases, must 
have good references. Address “P., 372,” 
care J C-K. 





SALESMAN wanted, for Middle West terri- 
tory, by manufacturer of quality, moder- 
ately priced gold jewelry with line known 
and respected; following fine jewelers and 
department stores. Morris Kaysen Co., 
740 Sansom St., Philadelphia, Pa. 





WANTED, two experienced jewelry 
salesmen with established following 
among retail jewelers in the South 
and Southwest; to represent whole- 
sale jeweler carrying nationally 
advertised lines; must have ear. 


Address wo tta,” care J C-K. 





EXPERIENCED = salesman wanted for 
Metropolitan New York, Boston, Washing- 
ton, Philadelphia, Providence and Balti- 
more, to carry as a side line a well known 
manufacturer’s line of stamped and cast 
gold and platinum mountings and wedding 
rings. Address “‘Y., 714,”’ care J C-K. 





SALESMAN, to sell jewelers in Texas and 
South Central States, experienced for 
established line and trade, leading manu- 
facturer and jobber of watch attachments, 
GF jewelry; low prices; can be used with 
other lines. Address ‘‘F., 798,” care J C-K. 





stone setter, engraver, 
first class, for general repairs and 
special order work; top salary; 44 
hour week; permanent position with 
old established firm in Midwest. 
Address ‘‘M., 676,”’ care J C-K. 
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SALESMAN: West Coast representative, 
with established following among whole- 
salers and jobbers, wanted to handle manu- 
facturer’s complete line of fine platinum 
and gold diamond mountings and wedding 
rings; commission basis; write stating age, 
— etc. Address ‘‘N., 704,”’ care 





WATCHMAKER, dependable and capable; 
excellent opportunity; pleasant working 
conditions; permanent; state age, qualifi- 
cations and salary expected. Address “‘J., 
4321,” care J C-K. 





SALESMAN, wanted for New England or 
West Coast, to carry advertised line of 
platinum diamond cases, attachments, 
mountings and wedding rings, gold mount- 
ings, wedding rings and colored stone rings; 
no objection to handling of non-conflicting 
lines. Address ‘‘K., 744,”’ care J C-K. 





SALESMAN wanted, for’ Philadelphia, 
Delaware, Maryland, Washington, South 
Carolina, Virginia, West Virginia, Dela- 
rare, Texas and Oklahoma, with jewelry, 
gift, department store following, for fine 
line of silverplated hollowware; commission 
basis. Address ‘‘R., 659, care J C-K. 





MANAGER, for an old established 
jewelry store, vicinity Baltimore: 
owner must take things easy by 
doctor’s orders; salary $7500 to 
start; excellent opportunity for 
good, experienced man only. Ad- 
dress **P., 738,”’ care J C-k. 





SALESMAN wanted, for all or any of tho 
following states: Montana, Wyoming, 
Colorado, Utah, North Dakota, South 
Dakota, Nebraska, Kansas; must have a 
foliowing among well rated retailers; have 
no objections to one or two non-conflicting 
lines; generous commission. W. E. Rich- 
ards Co., established 1900, Attleboro, 
Mass. Makers of symmetalic and sterling 
silver jewelry. 





SALESMAN, with better retail store 
following, in Middle West, manu- 
facturer’s complete line of diamond, 
platinum and gold jewelry; old es- 
tablished concern: excellent oppor- 
tunity; write details: confidential. 
Address **J., 566,”’ care J C-kK. 





SALESMAN wanted to carry outstanding 
line of costume jewelry featuring $1 re- 
tailers; other allied lines permissible; advise 
in letter territory now being covered and 
type of fines carried. Address ‘M., 603,”’ 
eare J C-K. 
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SALESMAN for popular priced line of ladies’ 
gold and platinum ring mountings, bridal 
sets and dinner rings, by established manu- 
facturer; drawing against commission; 
must have following among jobbers in Mid- 
west or Eastern territory; give full infor- 
mation in first letter. Address ‘‘Y., 787,’ 
care J C-K. 





WANTED: jewelry store manager 
familiar with better type instalment 
operation; must be capable of taking 
complete charge and understand 
newspaper and direct mail adver- 
tising; location in Southeast: popu- 
lation 500,000; salary $10,000 per 
year; A-l references required. Ad- 
dress **K,. 804,”’ care J C-K. 





SILVER-PLATED hollowware, salesmen 
wanted by manufacturer popular priced 
line, suitable for jewelers, department 
stores, gift shops, chains, etc.; short line 
and photos or complete sample line; high 
commissions, choice territories; no ob- 
jection non-conflicting lines; all replies 
confidential. Write, P. O. Box 365, 
Church St. 8, New York City. 





SALESMAN desired for representation 
of a nationally known ring house 
with established accounts for Penn- 
sylvania and some tributary States: 
in making reply, which will be 
treated confidentially, please state 
past experience and all other es- 
sential deatils. Address ‘*K., 724,”’ 


care J C-K. 





A-1 WATCHMAKER wanted; must be capa- 
ble of taking complete charge of repair 
department in fine, modern store, where 
good workmanship is appreciated; should 
have at least five years or more experience; 
state salary and references in first letter; 
this position is near Reading, Pa. Address 
“B., 70,” care J C-K. 








SHOP foreman, must have ability to super- 
vise and instruct in addition to meeting 
customers, and must be experienced in 
casting, capable of taking complete charge 
of shop; position permanent, in Cleveland; 
send full particulars as to ability and ex- 
perience in first letter; state salary ex- 
pected. Address “‘C., 430,” care J C-K. 





WATCH salesmen, Midwest, with strong 
contacts among department, specialty and 
fine jewelry stores, to carry manufacturer's 
branded nationally advertised, highly dis- 
tinctive, quality styled watches; qualified 
high type man, must be able to produce a 
steady volume and give us intensive cover- 
age; resident men desired; straight com- 
mission basis; have no objection to non- 
competitive side line; correspondence kept 
confidential; state background details, 
references and lines now carried. Address 
“G., 696,”’ care J C-K. 




















MANUFACTURER of handmad 
sterling silver hollowware, desires : 
representative with a followin, 
amongst better jewelers in the 
Metropolitan area; excellent optien. 
tunity for the right man; write full 
particulars and references. Address 


**R., 708,”’ care J C-K. 





ar 


WATCHMAKER, splendid permanent po- 
sition available immediately, under good 
working conditions, for dependable and 
capable watchmaker of good character jp 
retail jewelry store of excellent reputatiyp: 
established for many years through quality 
work and good service to the people of 
Bethlehem, Pa.; prove your worth and you 
will improve your earnings; reply at once 
full details, please; age, experience, refer. 
ences, marital status and other qualif- 
cations; we assure you it will be absolutely 
confidential. Address “D., 760,” care 
J C-K. 





SALESMAN, for manufacturer of ex. 
clusive gold watches wanted, with 
good following in better class retail 
stores in the South, as a side line; 
liberal commission; state particu- 
lars; references; only those with the 
above mentioned connections and 
qualifications should reply to this 


ad. Address **A., 770,’’ care J C-K. 





COMPACT salesman, leading manufacturer 
of nationally advertised compacts, combi- 
nation cigarette cases and lighters and 
other allied metal products has Ohio and 
Indiana territories available, as a unit or 
separately; excellent opportunity for large 
earnings, attractive commission basis, 
selling to jewelry trade and department 
stores; state experience; answers treated 
confidentially. «Address ‘‘H., 776,” care 
J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School 
of Watchmaking, 617 Wyandotte, 
Dept. C, Kansas City 6, Mo. 





LEADING nationally adve sed line of 
popular priced watches, seeks West Coast 
representation, with several salesmen, 
calling on the trade; exclusive and profit- 
able franchise to the right party; highest 
references to be exchanged in strictest 
confidence. Address ‘‘N., 464,’’ care J C-K. 


s 





EXPERT watchmakers to work for New 
Orleans’ leading jewelers, permanent po- 
sitions in air-conditioned, modern work- 
shop; our watchmakers earn from $100 to 
$150 per week. Write, wire or phone, 
Adler’s, 722 Canal St., New Orleans, La. 





JEWELRY wholesaler wants traveling sales- 
man to carry excellent line, straight 10% 
commission paid; gives man chance to 
make excellent money; all right for man to 
also carry side line of his own or other 
firms. Address ‘‘L., 5148,’’ care J C-K. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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WATCH salesmen, Far West, with strong 
contacts among department, specialty and 
find jewelry stores, to carry manufacturer . 
branded nationally advertised, highly dis- 
tinctive, quality styled watches; qualified 
high type man; must be able to produce a 
steady volume and give us intensive cover- 
age; resident man desired ; straight com- 
mission basis; have no objective to non- 
competitive side line; correspondence kept 
confidential; state background details, 
references and lines now carried. Address 
“J, 697,” care J C-K. 





___———— 


EXPERIENCED traveling salesmen 
with good following and jobbers, to 
handle a very fine line of custom 


made watch straps; recognized 
product; guaran teed territorial 
rights; state territories covered. 


jack Kreuter Co., 516 Fifth Ave., 
New York 18, N. Y. 








WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jewelry; 
must have retail jewelers and de- 
partment store following in well 
established Southern territory. Ad- 
dress **B., 595,”’ care J C-K. 








SALESMAN wanted; large manu- 
facturers popular priced silver and 
chrome plated hollowware and 
electric appliance: have the follow- 
ing territories open: States of Ohio, 
Kentucky, and West Virginia: 
straight commission or drawing 
account; only those who can pro- 
duce and who have a following need 
apply. Address ‘*K., 667,’ care J 








MANAGER, Dayton, Ohio, largest pawn* 
broking establishment in city; two large 
combined stores in 100% location, con- 
sisting of jewelry store and sporting goods, 
clothing store; owner must be in New York 
and seeks aggressive experienced operator 


who can take complete charge and do a. 


bang-up job of promotion; salary, bonus, 
share of profits; life time opportunity for 
right man. Address “‘C., 413,” care J C-K. 





REPRESENTATIVE with good following 
among jobbers to represent manufacturer 
of outstanding new and entirely different 
combination cigarette case and automatic 
lighter; proven best seller, resulting in 
regular reorders from established distribu- 
tors: excellent earnings assured right man; 
state territory covered; give references in 
first letter. Address ‘‘A., 409,’’ care J C-K. 





SALESMAN wanted, all territories, by 
manufacturing, wholesale jeweler,  es- 
tablished over 25 years, selling to first 
and second rated jewelers; the man we 
are looking for must travel by automobile 
and have some experience in selling a line 
of ladies’ and gent’s 10 and 14K solid gold 
stone rings, signet rings, mountings, 
crosses, pendants, cameo brooches, and 
baby rings; straight commission; no ob- 
jection to carrying a non-conflicting line. 

. F. Le Boyer & Co., P. O. Box 2066, 
Paterson, N. J. 


FoR Aprit, 1948 





SALESMAN, to represent manufacturer of 
high grade tailored diamond rings and 
mountings, and special order creations in 
gold and platinum; the line is complete and 
distinctive; may be carried exclusively or 
as a side line on straight high commission 
basis: catalogue coverage and credit given: 
salesman must have following amongst 
better retailers; territory except Ohio, 
open. Address ‘‘A., 429,” care J C-K. 





SALESMEN wanted by prominent 
New York manufacturer and im- 
porter of ladies’ and gents’ fast 
selling line of gold and gold filled 
watches, at unusually low prices; 
must have large following among 
retail jewelry and department stores; 
state territory covered. Address 


“F., 632,” care J C-K. 





——-—— > 


SALESMEN wanted to handle our dia- 
mond ring line: need not have ex- 
perience as diamond salesman, but 
must have well established trade 
amongst retailers and credit stores; 
unusual opportunity to earn big 
money for right men; no objection 
to non-conflicting side line; several 
territories open. H. Hamburger 
Co., Ine., 22 W. 48th St., New York 
City. 








SALESMAN, entire Middle West, to 
carry platinum and gold _ semi- 
mounted ladies’ rings, paltinum 
and gold diamond wedding rings, 
also very fine unusual, popular 
priced, Swiss waich line; excellent 
guaranteed drawing against com- 
missions; only man with better re- 
tail store following need apply; must 
carry no other lines. Address ‘*M., 


736,”’ care J C-K. 





SALESMEN, experienced watch sales- 
men to represent well established 
watch concern with a complete up- 
to-date medium priced Swiss watch 
lines; South and Midwest territories 
opens; important: only men with a 
good retail store following may 
apply; good opportunity for right 
men; no objections to non-conflict- 
ing side lines. Address ‘*W., 472,’ 


care J C-K. 





SALESMAN, jewelry; nationally adver 
tised manufacturer, quality better 
class tailored costume jewelry, 
known nationally, established ac- 
counts; exceptional opportunity for 
top notch man with following in de- 
partment and better jewelry stores; 
Pennsylvania, New York, Mid-west, 
and Northwest territories exclusive; 
drawing against commission; reply 
confidential. Address **H., 5302,”’ 
care J C-K. 





SALESMEN wanted by large manu- 
facturer, to carry an entirely new 
line of gold-filled watch bands; 
styled and packaged beautifully and 
backed by national advertising and 
complete sales promotion plan; only 
experienced, aggressive men with 
established following in the retail 
jewelry trade need apply; unusually 
high commission; drawing account 
and bonus arrangement to high 
producers reply in full detail to, 
“*E., 773,”’ care J C-K. 





FEINSTEIN Bros, 5 S's Wabash Ave., 
Chicago, Ill, Los Angeles office, 220 W. 
Fifth St.: salesmen wanted with established 
following among retail jewelers and de- 
partment stores, to represent outstanding 
watch material and supply house in busi- 
ness for 23 years; complete lines of watches, 
diamonds, solid gold rings, clocks, tools, 
better jewelry, J-B bracelets: distributors 
of watch cases and other nationally adver- 
tised merchandise; excellent opportunity 
for the right man; open territories Mid- 
west, West, South and Central States. 





MANAGER for retail jewelry store, 
located in one of largest cities in 
Florida; must have good background 
in installment jewelry selling, capa- 
ble of creating promotional activity, 
thorough knowledge of credit busi- 
ness and interested in building a 
future that holds splendid oppor- 
tunities; give complete details in 
n letter. Address **C., 719,”’ care 





IF you are a top-notch salesman, with 
following among retail jewelers 
throughout the Middle West, a long 
established manufacturer of ladies’ 
finer made popular priced fancy 
rings, with and without diamonds, 
is prepared to offer a most liber- 
al arrangement; no objections to 
nonconflicting additional line; any 
replying information held confi- 
dential. Address, J & R. Koch Co., 
Inc., 42 W. 48th St., New York, N. Y. 





SALESMEN, manufacturer of comb, 
brush and mirror sets, one for 
Illinois and adjacent territory, two 
entire South, man or sales organi- 
zation with following in wholesale 
jewelry, drug, dry goods, chain and 
cosmetic buyers in department 
store; dresser set experience pre- 
ferred, but not essential, if experi- 
enced in kindred lines; no objection 
to non-conflicting but related side 
lines. Matson Mfg. Co., 302 Fifth 
Ave., New York City. 





WANTED, a man more than just a salesman; 
we need a man who can produce sales in 
the retail jewelry trade, to sell a full line of 
general jewelry, watches, diamonds, and 
accepted nationally branded jewelry store 
merchandise; this man will be supplied 
with the finest cash special and account- 
opener promotions; he will be given every 
possible advertising and promotional aid; 
obviously, the man we seek is not a side- 
liner, but a full-fledged satesman who can 
properly service his retail jeweler custom- 
ers and carry from eight to 10 telescope 
cases at peak periods of the year; such a 
man will receive excellent compensation 
from a quarter-century old, wholesale 
jewelry firm; he can have exclusive terri- 
tory in the State in which he lives, plus any 
adjoining States in which he has a follow- 
ing, and which he can satisfactorily service; 
exceptional territorial openings are avail- 
able below the Mason-Dixon line; our en- 
tire staff knows of this ad. Write in confi- 
dence to “‘E., 797,”’ care J C-K. 





WANTED, a combination watchmaker- 
engraver who can do light jewelry jobs; 
one who wants a permanent position; 
must have good references; for a well 
established, refined jewelry store in Co- 
lumbus, Georgia; only the best quality 
work accepted; air-conditioned _ store, 
pleasing working conditions; salary or 
commission. Address ‘“C., 537,’ care 

-K. 


— 





~ 


(Continued on page 364) 
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SALESMEN, two, wanted for retail 
jeweler coverage; one for Midwest 
and other for West Coast; strong line 
of long established makers of brand 
name, packaged gold diamond ring 
and wedding ring line; also colored 
stone set rings and mountings for 
men and women; seek experienced 
sales producers accustomed to large 
earnings for both teritories; must 
have retailer following and travel by 
ear; will turn over established ac- 
counts to men selected; give com- 
plete history first letter, age, terri- 
tory previously covered; unusual 
opportunity for large earnings and 
permanent connection. Address 


*“*R., 780.’ care J C-K. 








For Sale 


Stores, Stocks and Businesses 





MODERN jewelry store, fast growing city, 
vicinity of Miami, Florida; newly equipped 
with modern fixtures and windows; located 
on important corner; all new saleable 
merchandise; very good repair business; 
reasonable rent and agreeable lease; re- 
quires $30,000 cash with additional terms 
to responsible purchaser. Address “‘T., 
732,”’ care J C-K. 





OCEAN front jewelry store located in South- 
ern California city of 350,000 population, 
75 feet front, seven show windows, five en- 
trances; inventory $53,000, $25,000 in dia- 
monds; fixtures $10,000; reasonable rent 
includes lovely penthouse apartment over 
store, with private elevator; owner moving 
North; will sacrifice for $60,000; willing to 
liquidate part of inventory if buyer desires. 
Address ‘“‘F., 763,”’ care J C-K. 





BEVERLY HILLS, California; for sale, 
one of the country’s most beautiful 
and modern stores, best location in 
fabulous Beverly Hills; long de- 
sirable lease; best clientele of all 
movieland; no inventory; first time 
offered; owner going abroad. Ad- 
dress **Y., 735,”’ care J C-K. 





ESTABLISHED jewelry store, 40 years, in 
fine main business location of Georgia 
industrial city; active, clean stock, all 
standard brand agencies; good volume, 
consistent profits; low overhead; large cash 
accounts; credits to select accounts; 
$40,000-60,000 investment, depending on 
buyer’s preference; owner has other inter- 
ests: wonderful opportunity for hustler, or 
progressive organization; our credit stand- 
ing high; no promoters or auctioneers 
apply. Address ‘‘J., 642,’’ care J C-K. 





ONLY jewelry store, center of town, serving 
four small surrounding towns; all repairs 
one man can handle; building $5000; stock 
at inventory. H.G. Heydt, Boston. 





ESTABLISHED jewelry shop for sale, doing 
jewelry repairing and special order work 
for retail stores; at present four men em- 
ployed; priced for quick sale. Address 
“F. 695,” care J C-K. 
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FOR SALE, jewelry store located in New 
Jersey; only jewelry store in town; es- 
tablished 24 years: all the repair work one 
man can do; reason for selling, wish to 
retire; price $7,500. Address ‘‘D., 793,” 
care J C-K. 





JEWELRY and gifts, the only store of its 
kind in a small town in Connecticut; 
wonderful opportunity for watchmaker; 
store up-to-date; partners disagree. Ad- 
dress ‘‘M., 705,’’ care J C-K. 





OLD established jewelry store in Ohio in- 
dustrial city of 75,000 population; inven- 
tory about $11,000; clean stock, low rent; 
more repair work than one can handle; very 
rt 7 —_—— Address ‘‘R., 729,’’ care 





BEAUTIFUL modern jewelry store in 
heart of New York City; only name 
brand watches; wonderful for two 
people; about $15,000 cash _ will 
handle complete; low rent and 
lease. Address **R., 325,”’ care J C-K. 





FOR SALE, jewelry store in town of 4000 or 
5000; only store in town; established 
40 years; good clean stock, lots of repairs; 
well located on main street; two young 
optometrists come in Tuesdays and Fri- 
days; two watchmakers on duty. Address 
““L., 746,”’ care J C-K. 





A wonderful opportunity for a watch- 
maker, a small downtown jewelry store in 
Seattle; rent only $75 per month; watch 
material is worth fully $7,000; a good six 
foot safe; former owner recently died and 
widow is anxious to dispose of going busi- 
ness; price $20,000. Address ‘‘H., 766,” 
care J C-K. 





TWO jewelry stores; prosperous com- 
munity, western Michigan, each 
credit operation; all new fixtures, 
fronts, and improvements; one air- 
conditioned; both have watch repair 
department, excellent stock, all fran- 
chised lines; here is an excellent 
opportunity for one who under- 
stands the jewelry business to do a 
terrific volume; not sold through a 
broker. Address ‘**M., 577,’ care 


J C-K. 





INSTALLMENT business of first magni- 
tude; good paying, highly regarded insti- 
tution; 1947 volume, $175,000; ideally situ- 
ated, prosperous community, 150 miles 
from San Francisco; no liquidators or 
auctioneers; reason for selling, other busi- 
ness. Address ‘‘N., 646,”’ care J C-K. 





ESTABLISHED, modern jewelry store; 
clean up-to-date stock; all new fixtures; 
small and compact, with low rent, long 
lease; ideal spot for watchmaker and wife; 
most beautiful city in America, Santa 
Barbara, Calif.; other business interests, 
reason for selling. Address ‘‘K., 701,’’ care 
J C-K. 





SMALL jewelry store and repair shop, lo- 
cated on a main business street in big 
industrial section of Philadelphia, Pa.; 
same owner over 10 years; fine reputation 
for turning out good work; low rent; excel- 
lent opportunity for good watchmaker; 
stock and fixtures complete. Address ‘‘P., 
658,”’ care J C-K. 








A well established, attractive jewelr 
store in fast growing Northeasy 
Tennessee industrial city; business 
locations and opportunities in this 
city are in tremendous demand due 
to population and payroll being fap 
ahead of available retail outlet: 
store is air-conditioned with fine 
location, good lease, low rent and an 
excellent reputation; modern fix. 
tures and all stock is less than two 
years old; watchmaking department 
doing capacity business; owner is 
not a jewelry man and is losing 
active partner; wants to be relieved 
of responsbiility of store to devote 
full time to other interests; will sel] 
very reasonably; this is a highly at- 
tractive opportunity for the right 
person. Address “N., 817,” care 
J C-K. 








JEWELRY and gift shop, nice show windows 
wall cases, jewelry cases, watch bench ip 
store; city of 20,000 in Virginia; immediate 
possession. Address ‘‘G., 765,” care J C-K. 








ee 


FOR SALE, jewelry store, 100% location: 
excellent opportunity credit chain store or 
individuals; low price; good fixtures and 
safe, etc.; good lease; low rent; population 
20.000, Monterey Peninsula, 100 miles 
from ’Frisco. Wire or phone, Monterey 
Jewelers, 402 Alverado, Monterey, Calif, 





FOR SALE, newly remodeled jewelry store, 
centrally located in prosperous city with 
population of 200,000, 12 miles from New 
York City; agency for all popular watches, 
appliances and radios; equipped with $30,- 
000 clean stock; established 30 years; eight 
years’ lease; selling for reason of health. 
Address ‘‘J., 664,’’ care J C-K. 








For Sale 


Tools, Equipment 











HAND power rolling mill, on stand; 2% x3 
inch rollers. S. I. Echelbarger, Fort Myers, 
Fla. 





TWO, eight foot, and two six foot mahogany 
jewelry floor cases, in good condition; all 
are fluorescent lighted. R. N. Brown, 
Jewelers, Casey, Ill. 





FOR SALE, watch dial refinishing machines, 
new; for detailed description, write to, 
John C. Oliver, 14,990 Coram, Detroit 6, 
Mich. 





—————- — 
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ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





LARGE, two-door combination steel safe, 
by private party; ideal for jeweler; reason- 
able price; location Philadelphia. Address 
‘‘Box S, 753,” care J C-K. 





TWO Neon signs, complete with trans- 
formers; ‘‘Opticians-Jewelers’’, 12 foot long, 
30 inches high; up-to-date. Call, Reiner, 
Triangle 5-1422; Boulevard 3-3879, New 
York. 
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WANTED, jewelry store in southern Cali- 
fornia; 50 miles from Los Angeles preferred; 
two watchmakers, 1¢ years experience; 
want a reliable going business. Marshall s, 
6516 Sunset Blvd., Hollywood, Calif. 





a 

BURGLAR alarm system, completely 
installed, protecting all openings 
‘ncluding display windows. For de- 
scritive literature write, Jewelers 
Protection, Box 525, Shively, Ky.; 
Box 1724, Knoxville, Tenn., Box 
293, Shawnee, Okla. 





a 

JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers 
repair checks, jewelers’ deposit envelopes 
with call checks; printed supplies of every 
description. Write for samples. Dauer 
Printing Company, Manufacturers, Print- 
ing, Engravers, 31 East 22nd St., New 
York 10, N. Y. Algonquin 4-2174. We 
ship open account, parcel post or express to 
any part of the United States. 
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Business Opportunities 
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EVERY EFFORT is made by The Jewelers’ 
Circular-Keystone to keep its advertising 
columns clean. Advertisers under Business 
Opportunities, etc., must furnish trade refer- 
ences. Announcements must pass the strict 
censorship requirements of The Jewelers’ 
Circular-Keystone. 





————————— 


JEWELRY concession wanted by established, 
active, well located, Third Avenue Bronx, 
furniture store. Call Melrose 5-1855, 
New York. 





, 





PARTNER for jewelry store in Oklahoma 
watchmaker preferred; amount cash not 
important, but man must have good refer- 
ences. Address ‘‘G., 799,”’ care J C-K. 





WANTED to buy jewelry stores in any 
part of the United States, large or 
small; will pay cash. Address ‘‘Cir- 
cular 104,°> Room 1415, Hayworth 
Bildg., Chicago 2. 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our adver- 
tisement page 35. 





WANTED to buy, established jewelry store . 


in town of 8,000 population or larger; will 
pay cash; all information confidential. 
Walter MacDonald, 117 S. Anderson St., 
Elwood, Ind. 





AUCTION with profits, auction sales con- 
ducted anywhere in the country; the finest 
bank and jewelers’ references furnished; 
stocks bought. Herman Schwadron, 
11 Midwood St., Brooklyn, N. Y. 





JEWELRY store wanted in East or 
Middle West, well established with 
good reputation; will invest up to 
around $40,000, prefer city not under 
20,000: any replies strictly confi- 
dential. Address **J., 457,’’ care J 





AUCTIONS successfully and ethically 
conducted anywhere in the country; 
12 successful sales in 1947. Write 
or wire, Maynard Levy, 5200 Black- 
stone Ave., Chicago 15. 








WANTED to buy for cash, by experienced 
retail jeweler, an established business, with 
nationally advertised brand merchandise; 
Southeast part of Florida. Address ‘‘C., 
759,”’ care J C-K. 
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WANTED to buy established jewelry store 
in town of 8,000 or larger, Ohio; a radius of 
50-100 miles from Cleveland; will pay 
cash; all information confidential. Herman 
David, care Continental Bank, Hanna 
Bldg., Cleveland, Ohio. 





SELLING your stock? we are cash 
buyers of complete, partial, or 
surplus stocks of retail jewelry 
stores; our representatives will come 
to you; call or wire collect: David 
Freedman, 110 Brainerd Road, 
Allston, Mass. LOngwood 6-8479. 


WANT to sell out, raise cash, etc., if 
so, it is well to know with whom you 
are dealing; check my financial 
standing in Jewelers Board of Trade 
or Dun & Bradstreet; over 500 letters 
on file from satisfied jewelers for 
whom we have operated. Write, 
wire, telephone. Earl Wilson, 424 
Madison Ave., New York. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures of estates 
for cash; my direct outlet enables me to pay 
you higher prices; bank and trade refer- 
ences of the highest character. Write, 
15-17 Maiden Lane, New York. Tele- 
phone, Rector 2-5928. 


COLMES' BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade _ references. 18 
Tremont St., Boston, Mass. 


AUCTIONEERS, V. C. Kelley and 
Gordon Cobb, America’s out- 
standing jewelry acutioneers for 
over 20 years; you will be pleased 
with our modern methods and profit- 
able results; our recent and record- 
breaking sales our best reference. 
Write or wire, America’s out- 
standing acutioneers, Kelley and 
Cobb, 1831 Fourth Ave., Birming- 
ham, Ala. 

















AUCTIONEER, 12 successful sales 
conducted in 1947; firm names 
furnished on request; all corre- 
spondence _ strictly confidential. 
Anthony J. Gregory, 6956 N. Ash- 
land Ave., Chicago 26. 





CREDIT jeweler, Pittsburgh area, do 
you want a partner; 45 years old, 12 
years buying, merchandising small 
chain; thoroughly familiar all phases 
credit jewelry; now employed, 
earning $20,000 annually; limited 
investment capital, plus excellent 
contacts and initiative; reason for 
change, would like business of my 


own. Address **G., 661,”’ care J C-K. 





AUCTIONEERS with 30 years of leadership 
for jewelers who care, sold for Feagans, 
Los Angeles; Ben Tipp, Seattle, Bunde & 
Upmeyer, Milwaukee; Pfeifer Bros., Little 
Rock; Haltom’s, Ft. Worth; two group 
auctions for St. Louise, leading jewelers; 
10 auctions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas J. 
Faussett, Howell, Mich. 


ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchanidse plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 
Ill, Dearborn 1684. 








MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less today, 
let me show you how it can be done, 
with one of my dignified auctions; 
I guarantee that there will be no 
loss and that your prestige will even 
be enchanced in your community; 
or if you want to sell your stock out- 
right, I will buy it at the highest 
price; write or wire for details; all 
correspondence strictly confidential; 
bank and trade references on re- 
quest. M. C. Maxwell, 1429 Board- 
walk, Atlantic City, N. J. 





JEWELRY stores wanted, large chain, now 
operating 24 units, looking to purchase 
additional stores; will buy for cash, de- 
sirable individual or groups of stores doing 
volume of $75,000, or more per year, any- 
where in the United States; we will pay a 
good price for your inventory, accounts 
receivable, good will, fixtures and lease, to 
continue as a going business; we are a 
AAA-1 rated concern; all correspondence 
and inquiries will be held in strictest confi- 
dence. Write, wire or phone, M. J. Fisher, 
Markson Bros., 100 Summer St., Boston, 
Mass. HUbbard 2-2758. 





WOULD you like to retire from busi- 
ness; if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold for 
more than the wholesale cost; our 
service will secure a cash buyer for 
your store as it stands today as a go- 
ing concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business; un- 
questioned bank references, also 
references from clients who have 
used our services recently; no 
store too large or small to use 
this service; write for competent 
appraisals and complete details 
without obligation. McRae & Shaw, 
168 N. Michigan Ave., Federal Life 
Insurance Bldg., Chicago, IIl. 








Wanted to Purchase 








WANTED, cuckoo clock, in good condition. 
C.S. Lemmon and Son, Washington, Iowa. 





HIGHEST prices paid for old watches and 


movements, check by return mail if amount 
approved by you. K. B. F. Co., De- 
partment K, 68 Nassau St., New York 7, 
N. Y. 


7” 7 





TAILORED jewelry wanted for West Coast, 
on commission basis, or buy on own ac- 
count; only top lines considered; established 
following among jewelers and department 
stores. C. A. Hacker, 8827 Olympic Blvd., 
Beverly Hills, Calif. 





SILVERWARE, sterling or plated; we are 
in urgent need of old patterns in 1847 and 
Community plate, not engraved, also in- 
active or active sterling, engraved or not; 
have a waiting list for hundreds of patterns 
and am willing to pay for as merchandise 
and not as scrap. Vroman’s Silver Shop, 


520 W. 7th St., Los Angeles 14, Calif. 





(Continued on page 366) 

















Watch Work, etc., for 
the Trade 
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WATCH repairing for the trade, price list 
and reference upon request. M. J. Gallo, 
922 N. Plum St., Lancaster, Pa. 











QUALITY watch repairing to the trade since 
1920. Joseph J. Post & Co., Member of 
Jewelers’ Board of Trade, 55 E. Washing- 
ton St., Chicago 2, IIL. 





CHRONOMETERS, complicated watches 
and clocks our specialty; mail orders and 
estimates solicited; pick-up service on 
Long Island, H. Simon, Box 116-C, Central 
Islip, N. Y 





CAREFUL, honest watch repairing for the 
trade, moderate prices; out of town orders 
attended to promptly. I. Kunnel, 2 W. 
47th St., New York City. Phone Bryant 
9-5065. 








GENEVA Craftsman, 161 Clarkson Ave., 
Brooklyn 26. Bu 7-7246. Watch repairing 
of the better type work; all work guaran- 
teed for one year; references and price list 
furnished on request. 





WATCH repairing, for the discrimi~ 
nating jeweler only, one week’s ser- 
vice; specializing in mail orders. 
Max Kinberg & Sons, 1910 Arthur 
Ave., New York, N. Y. Lu 3-5865. 





TRADE work, high-grade watch repairing, 
repivoting, complicated watches only; 
chronographs, repeaters, stop watches; ex- 
clusively by mail. F. 8. Horological Co., 


509 Fifth Ave., New York 17, N. Y. 





CAREFUL watch repairing, skilled workman- 
ship; all watches checked and timed on 
Western Electric Watchmaster for accu- 
racy. Frederick Lowey, 48 W. 48th St., 
New York 19, N. Y. 





ACCURATE watch repairs for the 
trade; reliable and prompt service; 
moderate prices; every watch tested 
electronically on our Watchmaster. 
Allen Yager, 71 Nassau St., New 
York 7, N. Y. Cortlandt 7-2272. 





WATCH repairing, crystals fitted; work 
guaranteed; place your repair problems in 
the expert hands of Herman Schwartz, 
repairing all types of watches; skillful fit- 
ting in fine watch crystals by Harold 
Friedman; same day service. Room 705, 
12 John St., New York 7, N. Y. Rector 
2-2874. 





WATCH repairing for the trade; many 
years experience in Europe and the 
United States; first class workman- 
ship; inquiries invited. H. B. Love- 
kin, 295 Maple St., Holyoke, Mass. 





COMPLICATED and plain watch repairing; 
chronograph cleaning $8; watches timed on 
Watchmaster, one week’s service, Felder’s, 
1173 52nd St., Brooklyn 19, N. Y. Gedney 
6-5300. 





EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; quality, 
efficiency,dependability. HarrWatch 
Repair Co., 2 E. 45th St., New York. 





RELIABLE repairs reasonable, on Swiss and 
American watches, crystals, cleaning, 
staffs, mainsprings; complete or partial re- 
pairs. Milton Wagner, P. O. Box 233 
Reading, Pa. 
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SPEAKING frankly with M. Sacks! 
The truth of it is that 60% of jewelry 
sales start with watch repairs; safe- 
guard your future sales with fine 
watch repairing; with the experience 
of being watch inspectors for the rail- 
roads we know how; further infor- 
mation upon request. M. Sacks, 
Wholesale Jewelers and Watch- 
makers, 740 Sansom St., Phila- 
delphia 6, Pa. 





DON’T take my word, ask my customers; 
references, and prices on request; 30 years’ 
experience. A. B. Tammen, Watchmaker, 
Room 814, 93-99 Nassau St., New York 7. 





FIRST class watch repairing done by expert 
watchmakers, Watchmaster tested and 
timed; prompt service for city or out-of- 
town; excellent references. Arthur Blatt, 
19 W. 44th St., New York 18. 





WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, III. 





FOR only excellent watch repairing, reliable, 
prompt, 28 years’ experience; finest refer- 
ences; full insurance coverage; ‘‘My price 
is not the cheapest, but workmanship the 
best.”’ T. Miersch, 8438 Crenshaw Blvd., 
Inglewood, Calif. 





WATCH repairing of the better kind, all 
work guaranteed and tested on our Watch- 
master; moderate prices, fast service; price 
list and reference upon request. L. I. 
Watch & Clock Service, 5309 Broadway, 
Woodside, L. I., N. Y. 





DEPENDABLE watchwork for dis- 
criminating jewelers; prompt ser- 
vice; all work timed by Watchmas- 
ter; reference, Jewelers Board of 
Trade; write for our complete price 
list. Supreme Watch Repair Co., 39 
S. State St., Chicago 3, Ill. 





BOSTON, MASS., reliable watch repairing 
for the trade; timed on Western Electric 
Watchmaster; five-day service; prices and 
referencés upon request. Lucerne Watch 
Repair Co., 333 Washington St., Room 321. 





EXPERT watch repairing, we specialize in 
mail order; 10—14 days’ service; all watches 
timed and tested by the latest Western 
Electric Watchmaster; time charts for 
each watch will be supplied upon request. 
L. Z. Orin, 2 Ellwood St., New York 34, 
N. Y. Lorraine 7-1261. 





TWENTY-FIVE year’s of experience 
in fine watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of complicated 
watch repairing; our Watchmaster 
machine assures you of accurate 
timing plus a year guarantee on all 
your repairs; satisfaction is our 
motto; prompt delivery of five to 10 
days, including a thorough check- 
ing; price list upon request. H. 
Spielman Co., 9 Maiden Lane, New 


York 7, N. Y. 





HAIRSPRING vibrating, same day service; 
flat $1.75, Breguet $2.50; pinning point; 
send job for estimate fitted to bridge; no 
leveling necessary; check poise to avoid 
position error; write today for heavy mail- 
ing envelopes. Charles Thomas & Co., 
P. O. Box 330, Union City, N. J., formerly 
in charge of hairspring department for 
Bulova Watch Co. 





WATCH and jewelry repairing, bead 
restrung; watch case repairin a 
hour crystal service; all. wane 
timed by electronics; case cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependab} 
place for satisfactory work; ful] “eng 
surance coverage. Harve salle 
Co., 205 Cleveland hea, Ne 


Canton, Ohio. 


ee 
Special Order Work and 
Repairs for the Trade 











tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen 
45 Park Place, Morristown, N. J 


Ett sss 


PEARLS and all style necklaces restrung 
plain or knotted; prompt service; refer. 
ences if desired. Mrs. Betty Johnston 
Brees, 3908 Liberty Heights Ave., Balti- 
more 7, Md. 











DEPENDABLE, skilled engraving ser- 
vice of quality workmanship; out- 
of-town business handled with 
speed and utmost reliability. Kar] 
Albrecht, Engravers, 1411 Walnut 
St., Philadelphia 2, Pa. 





BEADS of all kinds restrung by experts for 
the trade, reasonable prices and prompt 
service; bonded. Rankin’s Pearl House. 
Box 1384, Beaumont, Tex. 








MOUNTINGS for cameos, brooches, pend- 
ants, earrings, etc., made to your specifica 
tions; free estimate; prompt service; satis- 
faction guaranteed. C. Merle Dubs, 
Manufacturing Jeweler, 231 North St.. 
Harrisburg, Pa. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





PEARLS restrung either plain or knotted, 
crystal beads on chain; can furnish clasps: 
quick service; careful workmanship; reason- 
able prices. Woodman’s, 55 Eddy St., 
Providence, R. I. 





BEADS restrung, all style beads restrung, 
plain or knotted; prompt service; can fur- 
nish references. Mrs. Helen E. Stump, 
202 State St., Shillington, Pa., near 
Reading. 





SPECIAL order work, diamond setting, 
engraving and jewelry repairing for 
the trade; 24 hour service on sizing 
and minor repairs; prices sub- 
mitted on request; work guaranteed; 
fully insured. Hilleo, Ine., 612— 
Wabash Ave., Terre Haute, Ind. 





DIAMOND and semi-precious stone setting 
in all its branches, fine expert workman- 
ship; prompt service for out-of-town ac- 
counts; excellent references supplied. EI- 
acces 10 W. 47th St., New York 19, 








Wanted to Rent 





SPACE wanted, part of office, uptown New 
York. Brod & Co., 30 Beecher St., 
Newark 2, N. J. 
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] THE “BROCKTON” 


y ae 


two Collen 10 Cake’ 


COOKED UP BY STYLISTS 


THE “BROCKTON” —A he-man watch band in a 


strikingly handsome modern basket weave. Trim, beveled 





IF YOU’RE HUNGRY FOR fresh patterns in 
watch attachments, sure to “sell like hot: 
cakes”, look at these two new beauties. They 





ratchet center, easily adjusted to size. Hadley quality, 


are superb examples chosen from the eight Yellow or Rose. Retail $8.50*. 


new Hadley men’s watch bands, the sixteen 





new Hadley women’s watch bracelets — all THE “ADEL’’— A ladies’ watch bracelet with deli- 
handsome, ultra-smart, all turning over cate woven cable appearance, yet sturdy link construc- 
br iskly today. Ask your Hadley Wholesaler. tion. Style harmony to grace any watch. Nicely designed, 
He has these and other equally salable designs Adjustable ratchet center — yellow. Retail $3.50*. 

in the new Hadley line! *Plus tox 


Sold as always through authorized Hadley Wholesalers to jewelers only. 


THE 





COMPANY ° PROVIDENCE - RHODE ISLAND 





Beauty... REAL beauty... sells itself. 
Heirloom Sterling patterns have that REAL beauty... see for 
But there are other reasons, too, why so many jewelers majc 
upon DAMASK ROSE and HEIRESS and VIRGINIAN. 


“The finest sterling advertising,’ for example, pre-sells tl 


in the pages of America’s leading magazines. 


And a sensible, aggressive merchandising.plan charts their cq 


unerringiy toward a common goal... more sales... 


more profits... more satisfied customers. 


If you are interested, ask your 


Heirloom Sterling representative or write: 


HEIRLOOM STERLING 
ONEIDA, NEW YORK 
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